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How Small Businesses Get Cited by ChatGPT, Claude, Perplexity & Gemini in 2026

by Ozvor - ozvor.com



Who this is for

This guide is for owners and operators of small and mid-sized businesses — the plumber, the dental clinic, the
accounting firm, the boutique agency, the regional B2B software company — who have spent years earning their
place on Google and are now watching a new layer of "Al answer engines" quietly reroute their customers. It is
written in plain English, with no jargon and no hype. Every claim is sourced, every contested statistic is flagged
honestly, and every part ends with something you can do tomorrow. If "near me," "best,' or "how much does it
cost" is how your customers describe what they want, this guide is for you.



How to use this guide

Read it once, front to back, to understand the shift and the strategy. Then keep it open as a working manual. Part 1
explains why this matters; Parts 2 and 3 explain how AI engines actually choose who to cite and what citation-
worthy content looks like; Part 4 tells you where to plant your flag; Part 5 gives you a literal four-week posting
calendar; Part 6 is the local-and-industry playbook; Part 7 covers the mistakes to avoid and how to measure
progress; and Part 8 turns the whole thing into a 90-day roadmap. You can run every step yourself, by hand. At
the end we show you where Ozvor automates the parts that quietly get dropped — and how to start for free.



Part 1: The Al Search Shift (and why your SEO wins are going
hollow)

For twenty years, the deal between small businesses and Google was simple. You earned a spot on page one,
customers scrolled the ten blue links, and the click was yours to win. You hired an SEO agency, you watched your
rankings climb, and when the phone rang you knew the system worked. That world is not slowing down. It is
closing.

A new layer has been bolted on top of search. Al answer engines — ChatGPT, Google's Al Overviews, Gemini,
Perplexity, and Claude — now read the web for your customer and hand back a finished answer before a single
link is shown. The customer who used to type "best plumber near me" and scroll through a list now asks an Al
the same question. And here is the part that should make you sit up: the AI does not return ten options. It re-
turns two or three names.

There is no page two. There is barely a page one. There is a short list, and you are either on it or you are invisible.

This is not a niche tool. It is where your customers already are.

It would be easy to dismiss this as something for tech early-adopters. The numbers say otherwise.

¢ ChatGPT reached 900 million weekly active users in February 2026 — more than double its 400 million a
year earlier (OpenAl, reported via TechCrunch and Search Engine Land, Feb 2026).

e Google's AI Overviews — the Al answer box that now sits above the normal results — reach more than 2
billion people a month across 200+ countries, up roughly 500 million in a single quarter (Alphabet/Sundar
Pichai, Q2 2025 earnings, via TechCrunch).

e Google's Gemini app passed 750 million monthly users (Alphabet earnings, Q4 2025, via TechCrunch).

And people are not just using these tools — they are starting with them. A November 2025 study found 37% of
consumers now begin a search with an Al tool instead of Google, with 59% expecting Al to become their pri-
mary way to search (Eight Oh Two, n=500; note this sample skews toward Al users). Bain & Company corrobo-
rates the direction independently: 44% of buyers now start or split their research inside an AI chatbot (Bain,
2026). Whichever number you trust, the conclusion is the same — a large and fast-growing share of your future
customers are forming their shortlist somewhere you have probably never checked.

The trap: your rankings can hold while your clicks quietly disappear
Here is the cruelest part of the shift, and the reason most owners never see it coming.

You can keep your Google ranking. You can keep doing everything your SEO agency told you to do. And your
clicks can still collapse — because the Al is now answering the question, and the searcher never scrolls down to
your website.

The independent, non-vendor data is blunt about this:

¢ Pew Research Center found that when an AI summary appears at the top of Google results, only 8% of users
click a regular link — versus 15% when there's no summary. Click-through roughly halved. And only 1% of
users clicked a link inside the AI summary itself (Pew Research Center, Jul 2025).

e As of early 2026, 68% of US Google searches ended without any click to the open web — up from about
60% in 2024 (SparkToro / Rand Fishkin, Jun 2026). Put in plain terms: of every 1,000 searches, only about 276
now send a click to a website, down from roughly 374.



The "stable ranking, collapsing clicks" reality. One publisher held a steady #1 position on Google and
watched its click-through rate fall from 5.1% to 0.6% (reported by PPA). Same ranking. Almost no clicks.
The dashboard still showed green. The traffic was gone.

This is why "we're ranking great!" has become a dangerous thing to believe. Your SEO scoreboard can show a win
while the actual game is being played — and lost — one layer above it.

BAD vs GOOD: how to read your own nhumbers now

BAD (the old scoreboard): "We're #1 for 'emergency electrician [city]. SEO is handled." - You're measuring a po-
sition on a page fewer and fewer people scroll to. The ranking is real; the visit is evaporating.

GOOD (the new scoreboard): "When someone asks ChatGPT, Gemini, or Google's AI for an emergency electri-
cian in our city, are we one of the two or three names it gives back?" - That is the question that now decides
whether your phone rings.

Why this hits small businesses hardest

Big companies already have GEO teams and CMOs treating Al search as a top priority. Most small businesses
have never even heard the term "Generative Engine Optimization." That gap is the whole danger — because being
absent from the Al's answer is not like being on page two. It is being invisible at the exact moment your cus-
tomer is deciding who to call.

When the AI names two HVAC companies and yours isn't one of them, you didn't lose a ranking. You lost the cus-
tomer before they ever knew you existed. That is a lost lead, and a lost lead is lost money — money that is now
flowing, silently, to whichever competitor the AI decided to name.

And the Al is naming very few. A study of roughly 350,000 local business locations found that ChatGPT recom-
mends only about 1.2% of local businesses when asked (SOCi 2026 Local Visibility Index, Jan 2026). In home
services specifically, an estimated 87% of independent HVAC and plumbing contractors have effectively zero
presence in Al answers, while a handful of national franchises soak up the leads (6WPR HVAC & Plumbing Al
Visibility Index, Q12026).

What this guide delivers

Here is the good news, and it is bigger than the bad news: this is a winnable game, and it is winnable now — while
almost none of your competitors are paying attention.

This shift is the early days of SEO all over again, in 2010 — high upside, low competition, and trust that com-
pounds for whoever moves first. Unlike the old SEO playbook full of tricks and guesswork, getting cited by Al is a
measurable, research-backed discipline (a peer-reviewed study from Princeton, Georgia Tech, and the Allen
Institute for Al proved you can lift a page's visibility in Al answers by up to 40% — more on that in Part 3).

Over the rest of this guide, we will show you, in plain English and with no jargon:

¢ How AI answer engines actually choose who to name — and why it's nothing like ranking on Google.

¢ How to check, today, whether Al is naming you or your competitors across ChatGPT, Claude, Perplexity,
Gemini, and Google Al Overviews.

¢ The specific, proven moves that get a small business cited — the ones the research validates, and the pop-
ular ones that don't work.

¢ How to claim your "citation seat" before your category fills up and the cheap real estate is gone.



By the end, you won't just understand the shift. You'll have a concrete plan to make sure that when your next cus-
tomer asks an AI who to call, the answer is you.



Part 2: How LLMs Actually Decide What to Cite

There's a comforting myth going around: that getting named by ChatGPT is a matter of adding the right code to
your website — a magic tag, a special file, a plugin — and the AI will start recommending you. It would be won-
derful if that were true. It isn't. If you take one thing from this part, take this: AI engines cite the clearest, most
credible, most current answer to a question — and most of what they pull from is content, not code.

To win those citations on purpose, you need to understand the machinery underneath. There are two completely
different ways an Al can "know" about your business, and they run on wildly different clocks.

The two doors: training memory vs. live retrieval

Door one is training data. When a model like ChatGPT or Claude is built, it digests an enormous slice of the in-
ternet and bakes those patterns into its "memory." This is why Wikipedia, Reddit, and big publishers surface con-
stantly — they were ingested at massive scale, over and over. For a small business, this door is slow. Anything
you publish today won't touch a model's baked-in memory until its next major training run, which can be many
months to over a year away.

Door two is live retrieval — the Al runs a real web search mid-answer, reads a few pages, and cites them. This is
the fast door, and it's the one a small business can actually walk through this quarter. A specific, useful page you
publish now can be retrieved and cited within days or weeks, no training cycle required.

Here's the catch most people miss: the AI doesn't always open the live door. According to Siana Marketing's
2026 analysis, ChatGPT runs a live web search on only about 34.5% of queries — meaning roughly two-thirds of
ChatGPT answers come from training memory alone, never touching the live web. (This is marketing research,
not a peer-reviewed figure, so treat it as directional.) The lesson is strategic, not technical: you can't bet every-
thing on either door. You need to be retrievable foday (live) and, over time, become part of what the model "just
knows" (training). GEO has to be always-on for exactly this reason.

How the match actually happens: semantic query-matching

Live retrieval works by meaning, not keywords. When someone asks an Al a question, the system looks for con-
tent whose meaning lines up with the question — then favors the page that answers it most directly. This is why
vague marketing copy is invisible.

BAD — "We're passionate about helping local families achieve beautiful, healthy smiles." Matches
nothing. No customer types that question. GOOD — "How much does Invisalign cost in Austin? Most
adult cases run $3,500-$6,000, take 12-18 months, and many dental plans cover $1,000-$1,500." Matches
the real question — with a number, a place, and a timeframe.

A plumber's page that says "24/7 emergency drain cleaning in Sacramento, $99 minimum, same-day for calls be-
fore 2pm" can be matched to "who does emergency drain cleaning near me tonight." A page that says "your trust-
ed local plumbing partner" cannot.

What actually drives a citation (beyond the Princeton paper)

The peer-reviewed Princeton / Georgia Tech / Allen Institute study (KDD 2024, arXiv:2311.09735) is our credibility
anchor: across 10,000 real queries, adding credible quotations lifted visibility +41%, statistics +33%, and citing
authoritative sources +28% (up to +115% for an underdog page that started ranked 5th) — while keyword stuff-



ing backfired at —8.7%. That tells you what to put in the content. We'll unpack each of these traits, with before-
and-after examples, in Part 3.

But citations also depend on whether the Al can even reach and parse your page. Cyrus Shepard's Zyppy synthe-
sis of 54 experiments (2026) ranked the real-world factors, and the top three were unglamorous: URL accessibil-
ity (9.5), search rank (9.4), and query-answer match (9.2) — can the bot fetch your page, does it already rank,
and does it directly answer the question. Freshness matters too: Ahrefs, analyzing roughly 17 million citations
(Dec 2025), found Al-cited pages are about 25.7% fresher than the top-10 organic results. Stale pages lose
seats to updated ones.

Debunking the "magic markup" myth

Now the part that saves you money. A whole cottage industry insists that if you just bolt on schema markup or
publish an 1ims.txt file, citations will follow. The evidence says otherwise.

¢ Schema markup is weak. In Shepard's Zyppy ranking, structured data scored just 5.6 — well below content
and crawlability. Otterly.ai's seven-engine experiment (319 prompts, Dec 2025-Mar 2026) found only Gemini
reliably read schema at all; citation changes were dominated by algorithm shifts, not markup.

e T1llms.txt has essentially no evidence behind it. Zyppy scored it 2.0 — near the bottom. There is no credi-
ble data showing it earns citations.

Schema can help machines understand your page and is fine basic hygiene — but it is not the lever. Ozvor fixes
what actually moves citations: crawlability, answering the question directly, credible sourcing, and freshness —
not magic files.

Founder takeaway: If a vendor's pitch is "add our tag and ChatGPT will recommend you,' walk away. The
science says citations are earned by being the best-sourced, most-current, most-directly-useful answer
— not by markup tricks.

Per-engine retrieval behavior

The four engines we track don't behave the same way. Knowing the differences tells you where your effort pays
off.

Engine How it retrieves What it means for you
ChatGPT (via Searches live on only ~34.5% of queries (Siana, Don't rely on it searching. Build training-memory
Bing) 2026); the rest answer from training memory. Pulls presence and be Bing-indexed and answer-ready
heavily from Bing's index, Wikipedia, and Reddit. for the ~1in 3 queries it does search.
Perplexity Retrieval-first by design — nearly every answerisa  Your fastest feedback loop. If your page is
live web search with visible citations. accessible and directly answers the query, this is

where a fresh page surfaces soonest.

Claude Searches the live web only when the question Behaves like ChatGPT's "memory door" much of
needs current info; otherwise answers from the time. Sourcing and reputation across the wider
training. web matter more here than any single page.

Gemini / Google  Tied to Google's live index; AIO sits atop search Classic SEO crawlability and Google indexing still

AI Overviews results. Of the engines, Gemini is the one that most  carry weight here — the closest bridge between

reliably reads schema (Otterly, 2026). old SEO and new GEO.



A blunt truth from the data: winning on one engine doesn't mean winning on the next. SOCi's 2026 Local Visibility
Index (about 350,000 locations) found only 45% of the top-20 traditional local-search brands also appear in
the top-20 AI recommendations — and ChatGPT names just 1.2% of local business locations when asked.
Different engines, different doors, different winners. That's exactly why a single audit across all of them —
ChatGPT, Claude, Perplexity, Gemini, and Google Al Overview — beats guessing one engine at a time.

This is the heart of what Ozvor does: we audit how your brand appears across all five surfaces, score it on the 3-
vector TrustIndex Score (Brand 30% / Performance 35% / Al 35%), benchmark you against competitors, and
build the GEO content plan that targets the real levers above — not the myths. The Free plan (no credit card) au-
dits one brand against three competitors so you can see exactly which doors are open and which are shut. Start
at ozvor.com.



Part 3: The Anatomy of a Citation-Worthy Post — the 5 Traits

For twenty years, the question every small business owner asked about getting found online was a guessing
game. Stuff in the right keywords, build some backlinks, pray to the Google algorithm, repeat. Nobody could tell
you the actual recipe, because the recipe was a trade secret guarded by a search engine that changed it
constantly.

Generative Engine Optimization is different. We are not guessing. There is a peer-reviewed, academic answer to
the question "what makes content get cited by an AI?" — and it is the single most important thing in this entire
guide.

The study that turned GEO into a science

In 2024, researchers from Princeton University, Georgia Tech, the Allen Institute for Al, and IIT Delhi published a
paper titled "GEO: Generative Engine Optimization" at KDD 2024 — the Knowledge Discovery and Data Mining
conference, one of the most competitive venues in all of computer science. [Source: Aggarwal et al., "GEO:
Generative Engine Optimization," ACM SIGKDD 2024, arXiv:2311.09735]

This was not a marketing agency's blog post. It was a controlled experiment. The team built a benchmark called
GEO-bench — 10,000 real search queries spanning 25 domains — and systematically tested nine different
ways of editing content to see which ones made an AI more likely to pull that content into its answer and name
the source. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735]

The headline result: the right edits lifted a page's visibility inside Al-generated answers by up to 40%. [Source:
Aggarwal et al., KDD 2024, arXiv:2311.09735] Not 4%. Forty. And critically, the things that worked were not tricks.
They were the hallmarks of genuinely credible, genuinely useful writing.

Here is the result that should make every small business owner sit up. The single most powerful tactic — citing
authoritative sources — delivered an average lift of +28%, but for a page that started out ranked 5th, it produced
a lift of up to +115%. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735] Read that again. The underdog page
more than doubled its visibility. GEO is the rare arena where the small, careful, well-sourced player can out-rank
the big incumbent — because the Al rewards quality of evidence, not size of marketing budget.

The one-sentence version: A peer-reviewed study proved that adding credible quotations, hard
statistics, and authoritative citations makes your content dramatically more likely to be named by an AI
— and underdog pages benefit the most.

Below are the five traits the research (and the citation data that has accumulated since) identifies. Each comes
with a real before-and-after in an actual small-business vertical, and one thing you can do tomorrow.

Trait1— Quotations (the +41% trait)

What it means. Of all nine tactics the Princeton team tested, adding relevant quotations from credible sources
was the single most effective — lifting visibility by +41%. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735] An
Al assembling an answer is looking for quotable, attributable lines it can lift cleanly into its response. A direct
quote — from an expert, a study, a standards body, even a named customer — gives the model a self-contained,
credible chunk to grab.

BAD (dental practice):



"We use the latest technology to make sure your treatment is comfortable and effective.

There is nothing here to quote. It is a claim about everyone and no one.

GOOD (dental practice):

As the American Dental Association states, "dental sealants can reduce the risk of cavities in molars by
up to 80% in the two years after application." In our clinic we apply sealants to most children between
ages 6 and 12, when the first permanent molars come in.

Now the Al has a crisp, attributed sentence it can drop into an answer to "do dental sealants work for kids?" —
and your clinic is the source that supplied it.

Tomorrow's action. Pick one question customers always ask you. Find one credible quote that supports your an-
swer — from a professional body, a regulator, or a published study — and write a short post built around it, with
the source named.

Trait 2 — Statistics (the +33% trait)

What it means. Adding concrete numerical data points lifted visibility by +33% in the study — the second-
strongest tactic. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735] Statistics give an Al something precise to
attribute. "Many customers save money" is unquotable. "Customers save an average of $312" is a fact with an
owner.

BAD (HVAC contractor):
"Upgrading to a high-efficiency system can save you a lot on your energy bills."
GOOD (HVAC contractor):

Across the last 40 furnace replacements we completed in the Phoenix area, homeowners who moved
from an 80% AFUE unit to a 96% AFUE unit cut their winter heating cost by an average of 19% — roughly
$34 a month over the heating season.

Your own operational data is a goldmine here. You do not need a national study; you need a number you can
stand behind. This matters in home services specifically, where roughly 87% of independent HVAC and plumb-
ing contractors currently have effectively zero Al citation share while a handful of national franchises absorb
the leads. [Source: BWPR HVAC & Plumbing Al Visibility Index, Q12026] A single data-backed post is a foothold in
a category where almost no independent has planted a flag.

Tomorrow's action. Pull one real number from your own work — average savings, average turnaround time,
most common issue across your last 20 jobs — and write a post around it. Label it honestly as your own data.

Trait 3 — Citing Sources (the +28% trait, up to +115% for underdogs)

What it means. Adding inline citations to authoritative sources lifted visibility by +28% on average — and up to
+115% for a page that began ranked 5th. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735] This is the great
equalizer. When your content references credible outside sources, the Al treats your page as better-evidenced,
more trustworthy, and more worth quoting. For a small business that will never out-spend the incumbent, this is
the trait that levels the field.



BAD (financial advisor):

"Index funds are usually a smart choice for long-term investors because they tend to do better than
actively managed funds.'

GOOD (financial advisor):

According to S&P Dow Jones Indices' SPIVA scorecard, over the 15 years ending in 2023, roughly 88% of
large-cap U.S. fund managers underperformed the S&P 500. For most long-term investors building a
retirement portfolio, that is the case for low-cost index funds in one sentence.

The second version anchors the claim to a named, checkable authority. The AI now has a reason to prefer your
page over a competitor's unsupported assertion — and, per the research, an underdog page making this move
can more than double its visibility.

Tomorrow's action. Take your most-read existing post and add two or three inline citations to credible sources (a
government site, a trade body, a recognized study). Name them in the text, not just as links.

Trait 4 — Specificity (answer one narrow question, exactly)

What it means. Al retrieval systems match content to a query by meaning. The more precisely your content mir-
rors the way a real customer phrases a real question, the cleaner the match — and the more likely you are to be
the answer. Broad content matches broadly, which in practice means it matches nothing well enough to be
chosen.

This is no small thing when you remember the math of Al search: when someone asks ChatGPT for a local busi-
ness like yours, it recommends only about 1.2% of local business locations — it tends to name one, maybe two.
[Source: SOCi 2026 Local Visibility Index] You are not competing for a spot on page one. You are competing to be
the named answer. Specificity is how you win a narrow question outright instead of losing a broad one in the
crowd.

BAD (immigration law firm):

"We help individuals and families with all their visa and immigration needs."

GOOD (immigration law firm):

If you are on an H-1B visa and your employer is laying you off, you have a 60-day grace period to either

find a new sponsoring employer, change to a different status (such as B-2 or H-4), or depart the U.S. Here
is exactly what to file in each of those three cases, and the deadline that applies to each.

When someone asks an Al "what happens to my H-1B if I get laid off?", the second post is a near-perfect match.
The first matches nothing.

Tomorrow's action. Write down the three most specific questions a customer asks you in a first call. Pick one
and write a post that answers only that question — completely, with a number or a named source in it.



Trait 5 — Single-Idea Focus, Opinionation, and Cadence

These three traits work together, so we cover them as one: they are about the shape of each post and the rhythm
of your publishing.

Single-idea focus. A post that tries to cover seven things gets cited for nothing, because it answers no single
question with enough depth to be chosen. One post, one idea, covered thoroughly, beats a listicle every time.

BAD (physiotherapy clinic): "10 tips for back pain, neck pain, posture, sciatica, stretching, sleep,
ergonomics, and more." GOOD (physiotherapy clinic): "Why your lower back pain gets worse after sitting
— and the three-minute desk routine we give every office-worker patient." One idea, fully answered.

Opinionation. The research found that content with a clear, defensible point of view is cited more than hedged,
both-sides-of-everything writing. An Al cannot quote "it depends." It can quote a clear recommendation.

BAD (accounting firm): "There are many factors to consider when choosing a business structure." GOOD
(accounting firm): "If you are a freelancer earning under $40,000 a year, forming an S-corp is usually a
mistake — the payroll and filing costs outweigh the tax savings until you clear roughly $40k-$60k in
profit. Here is the math."

A clear stance, backed by reasoning, is exactly the kind of substantive answer an Al surfaces.

Cadence. A single great post is not a strategy. Live-retrieval Al systems treat freshness as a relevance signal, and
your odds compound as your body of citable content grows. Consistency beats intensity: two specific, well-
sourced posts a week for two months will out-cite ten posts crammed into one week and then six weeks of si-
lence. And you do not need a big following to be cited — a Semrush analysis of LinkedIn content found the medi-
an cited post had just 15 to 25 reactions. [Source: Semrush LinkedIn Al Visibility study, Jan-Feb 2026] The Al is
not counting your likes. It is reading your answer.

Tomorrow's action. Pick two fixed days a week to publish. Draft your first two posts now — each one idea, each
with a number or a citation — and schedule them. Treat the publish date like a client meeting you cannot move.

The one thing that backfires: keyword stuffing

There is exactly one tactic in the Princeton study that made content less visible: keyword stuffing dropped visibil-
ity by =8.7%. [Source: Aggarwal et al., KDD 2024, arXiv:2311.09735] This is the cleanest possible proof that GEO is
not warmed-over SEO spam. The old game of jamming "best plumber best plumber affordable plumber near me"
into a page does not just fail with AI — it actively hurts you. The model is trained to recognize and discount that
pattern.

Everything that works in GEO points the same direction: be the clearest, best-evidenced, most genuinely useful
answer to a real question. That is a game a small, focused business can win — and the research says so in
numbers.

A note on honesty. Throughout this guide we lead with corroborated, named-source statistics, and we
flag where the evidence is contested. For example, while several studies report that AI-referred visitors
convert better than traditional search visitors, at least one rigorous 54-site study (Amsive) found no
statistically significant difference overall. [Source: Amsive, 54-site study] We would rather you trust us
with the caveats than oversell you without them — because the underlying case for GEO does not need
the hype.







Part 4: Where AI Looks — Choosing Your Battlegrounds

By now you understand the war. This is the map. If GEO is about becoming the answer an Al hands back, the first
practical question is brutally simple: where does the AI go looking before it answers? Because that is where

you need to exist.
The good news for a small business: Al doesn't read the whole internet equally. It leans, heavily and predictably,

on a short list of sources it has learned to trust. Get onto those sources — credibly — and you put your brand di-
rectly in the path the machine walks every time someone asks for a business like yours.

The source-authority pecking order

When researchers analyzed billions of Al citations, the same handful of domains kept surfacing. The order mat-
ters because it tells you where an hour of your effort buys the most visibility.

¢ Reddit is the single most-cited domain across the major AI engines — about 3.11% of all citations, ahead of
YouTube (2.13%) and Wikipedia (1.35%). It ranks #1 on Perplexity and #2 on ChatGPT, Google's Al Overviews,
and Grok (Profound, 4B+ citations analyzed).

e The overall top five most-cited domains are Reddit, YouTube, LinkedIn, Wikipedia, and Forbes (Peec Al,
30M sources, via Search Engine Land, Mar 2026).

¢ LinkedIn is roughly #2, with an ~11% average citation rate — and as high as 14.3% inside ChatGPT Search
and 13.5% in Google's AI Mode (Semrush, 325k prompts, Jan-Feb 2026).

e Quora is the 4th most-cited source in Google's Al Mode, appearing in about 1in 14 answers (7.25% citation
rate) (Semrush, 26k URLs, Sep 2025).

¢ Wikipedia alone accounts for 16.3% of ChatGPT's citations (Ahrefs, Jun 2025).

Read that list again as a small business owner, not a marketer. Reddit, LinkedIn, Quora — these aren't walled gar-
dens owned by media giants. You can post there today, for free. That is the opening.

The catch: only about 1in 3 seats is actually winnable

Before you celebrate, a dose of honesty — the kind we'd rather you hear from us than discover later.

A large share of what Al cites is simply out of your reach. Ahrefs analyzed ChatGPT's top 1,000 citations and
found that 67.7% are effectively off-limits to marketers — Wikipedia entries (29.7%), brand homepages (23.8%),
app stores (6.6%) and the like. Only about 32.3% of citation "seats" are genuinely contestable: educational

pages, review sites, news, and blogs (Ahrefs, Sep 2025).

The scarcity reality: roughly only 1in 3 citation slots in any given category is winnable — and your
competitors are eyeing the same seats. This is exactly why acting early compounds: the brand that
claims a contestable seat now becomes the Al's default answer later.

This isn't discouraging. It's clarifying. It means you stop wasting effort trying to out-rank Wikipedia and pour it into

the places you can actually win.

The great equalizer: you don't need to go viral

Here is the finding that should change how every small business owner thinks about this. We assume the loudest,
biggest accounts win. The data says otherwise.



Semrush found that the median LinkedIn post cited by AI had just 15-25 reactions and one or fewer com-
ments — and about 95% of cited posts were original content (Semrush, Jan-Feb 2026). On Quora, the cited
threads weren't viral monsters either: they averaged a modest 37 replies and 15 upvotes, but ran 535+ words and
were genuinely useful (Semrush, Sep 2025).

BAD: "We can't compete — we have 200 LinkedIn followers and the big agencies have 50,000." GOOD:
"The post the AI quoted had 18 reactions and was original, specific, and answered the question directly.
We can write that."

This is the Princeton finding from Part 3 made real. The machine isn't counting your followers. It's measuring
whether you're the clearest, best-sourced answer. That is a fight a small business can win.

The review lever — the most controllable seat of all

If LinkedIn and Reddit feel like a long game, reviews are the fastest, most controllable battleground for most
SMBs — because the Al treats third-party review profiles as trust signals it can lean on.

e Review platforms — G2, Capterra, Software Advice, and GetApp make up roughly 84% of all review-plat-
form citations, and their share rises to 13.2% of citations at the bottom of the funnel, where buyers are choos-
ing (SE Ranking, 2025-26).

e The lever that matters: vendor research suggests brands present on 2 or more review platforms are about
3.4x more likely to be mentioned in ChatGPT (G2/SE Ranking roundup — attribute as vendor-sourced).

e For local businesses, reviews compound the same way: GrowthPro's data suggests businesses with 50+ re-
cent reviews are about 3x more likely to appear in Al recommendations, and 4.5+ stars roughly 2x more often
cited (vendor research, attribute). SOCi confirms the gold-standard end of this: AlI-recommended local busi-
nesses averaged 4.3 stars (SOCi 2026 Local Visibility Index).

Your fastest win: Get listed and reviewed on at least two relevant platforms. For software, that's G2 +
Capterra. For local services, your Google Business Profile + one industry-specific directory. The 3.4x
multiplier is the easiest lift in this entire guide.

Where to plant your flag — by business type

You can't be everywhere. Here's where to spend first, based on who you are:

e Local services (HVAC, plumbing, dentists, restaurants, contractors): Lead with Google Business Profile +
reviews, then Reddit (city and niche subreddits where people ask for recommendations). The urgency is real
— about 87% of independent HVAC and plumbing contractors have effectively zero Al citation share
while a few national franchises eat the leads (6WPR Q12026). The seats are wide open; claim yours.

¢ B2B software / SaaS: G2 + Capterra reviews first (the 3.4x lever), then LinkedIn original posts answering
real buyer questions, then Quora. Remember: 1in 3 B2B buyers bought from a vendor they first discovered
through AI (G2, Mar 2026).

¢ Professional services (consultants, agencies, law, accounting): LinkedIn is your home field — it's ~#2
most-cited and rewards exactly the original, expertise-driven posts you're qualified to write. Pair with Quora
answers in your specialty.

e E-commerce / consumer brands: Reddit (product-recommendation threads), YouTube (reviews and demos),
plus reviews on the platforms relevant to your category.



The seats keep moving — which is why this is ongoing

One last truth, because we won't sell you a one-time fix. Where Al pulls answers from changes month to month.
Semrush tracked Reddit's citation share on ChatGPT swinging from ~60% of responses in early August 2025 to
~10% by mid-September, with Wikipedia falling from ~565% to under 20% in the same window — driven by a single
change in how Google handled search results (Semrush, 230k+ prompts).

That volatility is the whole argument for monitoring, not a one-and-done audit. The battlegrounds shift. The
brands that win are the ones watching the map.

This is exactly what Ozvor does — we track which sources the Al cites for your category across ChatGPT,
Claude, Perplexity, Gemini, and Google AI Overviews, show you which contestable seats your competitors hold,
and build the GEO content plan to take them. You can start free (1 brand, 3 competitors, monthly TrustIndex
Score, no credit card) at ozvor.com, or move to Growth ($99/mo, or $831/yr at founder pricing) for weekly moni-
toring and citation tracking. Questions: hello@ozvor.com.

The map is drawn. The next part shows you what to build once you know where to plant the flag.



Part 5: The 4-Week Posting Cadence That Works

You now know why Al search matters and what a citation-worthy post looks like. This part is the part you actually
run. It's a literal calendar — eight posts over four weeks — built on the two findings that matter most for a busy
owner: the Princeton GEO benchmark on what content gets cited, and Semrush's analysis of LinkedIn URLs that
Al engines actually pulled from. Print it, tape it to your monitor, and start Monday.

One finding to anchor on before you begin. In Semrush's study of LinkedIn URLs cited across Al search prompts,
the median cited post had just 15-25 reactions and one or fewer comments, and about 95% of cited posts
were original content (Semrush, "LinkedIn Al Visibility Study," Jan-Feb 2026). The takeaway isn't "go viral" — it's
"publish original, specific answers, consistently. This plan is built for exactly that: 8 posts in 4 weeks. Not daily.
Not a heroic burst. A steady, sustainable cadence of original, citable answers — the kind the data shows Al actu-
ally pulls from.

The 15-minute pre-post research ritual (do this before every single post)

The fastest way to write a post AI will ignore is to write it from memory. The Princeton GEO study (Aggarwal et al.,
KDD 2024, arXiv:2311.09735) tested nine tactics across 10,000 queries and found the three biggest visibility wins
came from things you cannot invent at your desk: adding statistics (+33%), adding quotations from credible
sources (+41%), and citing authoritative sources inline (+28% on average, and up to +115% for an underdog
page). All three require you to retrieve something real first.

So before you write, set a 15-minute timer and collect one of these:

¢ One statistic with a named source and date (an industry report, a study, a government figure).
e One quotable line from a credible source you can attribute.

¢ One specific observation from your own work this week — "the mistake I saw three clients make," "what
actually moved the needle for a job last month." Your own data counts as a statistic: "across our last 20 installs,
the average..."is specific and attributable.

Callout — The one rule: Never publish a post that doesn't contain at least one number, one named
source, or one described real situation. If it has none of those, it is not a GEO post. It's a status update,
and Al engines don't cite status updates.

Week 1— Plant your flag: one niche, one specific claim

Monday + The Data Story. State one specific number relevant to your niche, name the source, explain what it
means for your kind of customer. Template: "The number: [X]. The source: [Y]. What it means for [your customer].
[Z]."150-250 words.

Bad: "Al is changing how people find local businesses — you need to keep up!" Good: "When someone
asks ChatGPT to recommend a local business, it names only about 1.2% of locations in a category (SOCi
2026 Local Visibility Index). For a plumber, that means roughly 99 of every 100 shops in town are simply
never spoken aloud. Here's how a 3-van shop earns one of those slots...'

The good version is a quotable, attributed unit an Al can lift whole. The bad version answers no question.



Thursday - The How-We-Did-It Case. One real result, told generically (no client names needed). Template: "Sit-
uation > What we did - Result,” with at least one number. 150250 words. This is your "statistics" lever from Part
3, applied to your own work.

Week 2 — Take a side and answer the real question

Monday - The Contrarian Take. Pick one piece of common advice in your field that's wrong (or incomplete) for
your specific customer. State your position in the first sentence; give three reasons. 200-300 words. The
Princeton study found content with a clear, well-sourced point of view gets cited more than hedged, both-sides
filler — and an opinion is something an Al can quote as "the answer"

Bad: "There are many factors to consider when choosing an HVAC system...' Good: "If your home is
under 1,800 sq ft, do not let a contractor sell you a two-stage furnace. For that footprint it almost never
recovers the price difference in energy savings. Here's the math, the one exception, and what to ask
instead."

Thursday - The FAQ Answer. Take the question you get most from prospects and answer it completely — not a
teaser, the full thing. 200-300 words. Counterintuitively, giving away the whole answer is what earns the citation;
Al retrieval matches a complete, self-contained answer block far more readily than a "contact us to learn more"
tease.

Week 3 — Go narrow, then get honest

Monday - The Single-Niche Post. Address one specific customer type — not "small businesses" but "indepen-
dent physiotherapists,' "3-person law firms," "family-run dental practices." Say one thing that applies only to them.
150250 words. Narrow beats broad: a post written for everyone matches no one's query.

Thursday - The Mistake Confession. Describe one mistake — yours or one your clients commonly make — and
the correct approach. 150250 words. Honesty is more citable than polish, because a frank "here's what goes
wrong and why" is exactly the substantive, specific content Al engines prefer. This also doubles as your FTC-
clean credibility move: real, not hyped.

Week 4 — Define the terms, then review

Monday - The Definition Frame. Take one term your industry uses loosely and define it precisely for your cus-
tomer. Template: "What [term] actually means for [your niche]." If your definition differs from the common as-
sumption, say so. 150250 words.

Thursday - The Review Post. Look back over the three weeks and share one concrete thing you observed —
about a job, your niche, what performed. Ground it in a specific observation, not a vague reflection. 100200
words. Then do your own cadence check (below) and set up Week 5 — because this is a flywheel, not a one-
month sprint.

Platform distribution: LinkedIn first, always

There's a clear reason to lead with LinkedIn. In Semrush's analysis, LinkedIn was around the #2 most-cited do-
main in Al search, with roughly an 11% average citation rate — and as high as 14.3% on ChatGPT Search
(Semrush, Jan-Feb 2026). The objection-killer: the median cited LinkedIn post had just 15-25 reactions and one



or zero comments, and about 95% was original content (Semrush, Jan-Feb 2026). You do not need a following.

You need to be the clearest answer.

So the order is:

1.

LinkedIn — publish the full post here first. This is your highest-probability citation surface for professional
and commercial queries.

. Facebook — post it as written. Facebook Pages are indexed and worth maintaining, especially for local-in-

tent businesses.

. Instagram — extract the single key point as the caption; expand into a carousel only if you have the design

capacity.

. Your own website / blog — repost the best ones. Your own pages compound over time, and Ahrefs found

Al-cited URLs run about 25.7% fresher than the top organic results (Ahrefs, ~17M citations, Dec 2025) — fresh,
owned content is a citation asset.

If you only have time for one channel, it's LinkedIn. Full stop.

The pre-publish checklist (run this on every post, every time)

Before you hit publish, the post must pass all five:

[ 1 One specific anchor — at least one number, one named source, or one described real situation. (No anchor
= not ready.)

[ 1 Answers one question — a single, self-contained question, answered completely. Not seven half-answers.

[ ] Customer's words, not jargon — phrased the way a customer would actually ask, so retrieval can match it.

[1A clear takeaway — a quotable line an Al could lift as "the answer."

[ 1Under 20% selling — if more than a fifth of the post is "book / buy / call us,' cut it. Al cites answers, not
pitches.

Cadence check (Week 4 and every 4 weeks after): Did you ship a steady ~2 posts a week this month? If
yes, keep going — consistency is what compounds. If no, drop to a pace you can sustain: two posts a
week for two months beats ten in one week and silence after. Live-retrieval engines treat freshness as a
relevance signal, so consistency is the signal; bursts are noise.

What this looks like as a habit

Eight posts, four weeks, fifteen minutes of research each. That's the whole engine. The businesses that get
named by ChatGPT, Claude, and Perplexity in 2027 are the ones quietly building this content base right now, while

their competitors are still asking whether GEO is real. Every post is a small, attributable answer the Al can find

when a customer finally asks.



Want this running on autopilot? OrganicPosts by Ozvor drafts and schedules the specific, citation-
shaped posts this plan calls for — you approve every one before it goes live, and the Al's involvement is
disclosed on every draft. It pairs with the Ozvor platform, which audits how you appear across ChatGPT,
Claude, Perplexity, Gemini, and Google AI Overviews and tracks your citations week over week. Start
free at ozvor.com (1 brand, 3 competitors, 50 prompts, monthly TrustIndex Score, no credit card). When
you're ready to monitor weekly and track citations, Growth is $99/mo (or $831/yr with founder pricing —
30% off, first 100 members, annual only). Questions: hello@ozvor.com.



Part 6: The Local & Industry Playbook

Everything you've read so far applies to every business. This part is for the ones who live or die by a service area
— the plumber, the dental clinic, the accounting firm, the coffee roaster, the regional B2B software company. If
"near me" is part of how your customers describe what they want, this is your chapter. It's also where the Al
search shift is harshest, and where the businesses that move first have the most to gain.

The hard truth about local and AI

For twenty years, local visibility meant one thing: show up in Google's local "3-pack,' the little map with three
businesses pinned to it. That box still exists. The problem is that fewer people are looking at it, because they're
asking an Al instead.

Here's what that looks like in the data, and it's stark. When SOCi studied roughly 350,000 business locations for
its 2026 Local Visibility Index, it found that ChatGPT recommends only about 1.2% of local business locations
— compared with 35.9% that show up in Google's local 3-pack (SOCi, Local Visibility Index 2026). Read that
again. When a customer asks ChatGPT for a business like yours, it names one, maybe two — and 98.8% of loca-
tions never get mentioned at all. Gemini was more generous at 11% and Perplexity at 7.4%, but the pattern holds
across all of them: the Al hands back a tiny shortlist, not a directory.

This is not the same game as Google, and winning the old game doesn't carry over. SOCi found that only 45% of
the top-20 brands in traditional local search also appeared in the top-20 AI recommendations (SOCi 2026).
Half the businesses that "won" local SEO are invisible in AL. And earning that Al visibility is genuinely harder: SOCi
describes it as 3 to 30 times harder to achieve than ranking in traditional local search (SOCi 2026).

Two more numbers you need to sit with:

e The information Al tells customers about local businesses is often wrong. SOCi found business-profile details
were only about 68% accurate on ChatGPT and Perplexity (SOCi 2026). That's your hours, your address,
your services — described to a buying customer with a one-in-three chance of being off. You can't fully con-
trol it, but you can heavily influence it.

¢ When ChatGPT does recommend a local business, the ones it picks averaged 4.3 stars (SOCi 2026). The Al is
quietly applying a quality bar, and reviews are how it reads quality.

This is not a "someday" problem

The shift in how customers find you locally has already happened. BrightLocal's 2026 Local Consumer Review
Survey found that 45% of consumers now use Al to find local business recommendations — up from just 6%
a year earlier (BrightLocal LCRS 2026). In twelve months, Al went from a rounding error to the third-largest lo-
cal discovery channel, behind only Google and Facebook and ahead of Yelp and TripAdvisor.

And almost nobody is ready for it. In home services the gap is a chasm: an analysis by 5WPR found that roughly
87% of independent HVAC and plumbing contractors have essentially zero Al citation share, while a handful
of national franchises — Roto-Rooter, ARS, Mr. Rooter — soak up about 19% of all consumer-intent Al citations in
the category (BWPR HVAC & Plumbing Al Visibility Index, Q1 2026). The independents aren't losing on price or
service. They're losing because the Al has never heard of them.

That is the whole opportunity. The customers have arrived; your competitors haven't. The seats are still open.

ity

You don't need a hundred tactics. For local, three things do most of the work.

The three levers that actually move local Al visibil



Lever 1 — Reviews, in volume and recency. Reviews are the strongest signal you directly control. The connec-
tion to Al visibility is consistent across the research: recommended businesses averaged 4.3 stars (SOCi 2026),
and vendor analyses point the same way — GrowthPro reports that businesses with 50 or more recent reviews
are roughly 3x more likely to appear in AI recommendations, and 4.5-plus-star businesses about 2x more often
cited (GrowthPro, 2026 — vendor research, directional). Treat the exact multipliers as suggestive rather than
gospel, but the direction is not in doubt: Al reads reviews as a proxy for quality, and recency matters as much as
the star count. A flood of reviews from 2023 helps less than a steady trickle this quarter.

BAD: Ask for a review once, on the day you finish a job, via a link the customer loses. GOOD: Build a
standing habit — a same-day text with a one-tap link, then a follow-up two days later. Aim for a handful
of fresh reviews every single month, not a one-time push. The goal is a living review profile, because Al
weighs recency.

Lever 2 — Your Google Business Profile, kept accurate and complete. Remember that 68% accuracy figure —
the Al is getting a third of its facts wrong somewhere. The single best correction is a complete, current Google
Business Profile, because the engine that grounds its answers in Google Maps (Gemini scored 100% profile accu-
racy in SOCi's test) is pulling straight from it. Fill in every field: exact services, service areas, hours, categories,
photos, and a description written in the plain words customers actually use ("emergency water heater repair,’ not
"residential thermal solutions"). This is the cheapest, highest-leverage hour you'll spend.

Lever 3 — Recency everywhere. Al strongly favors fresh content. Ahrefs found Al-cited pages run about 25.7%
fresher than the top organic results (Ahrefs, ~17M citations, Dec 2025). For a local business that means: post to
your Google Business Profile, answer questions on your profile, keep a simple, regularly-updated FAQ or "service
area" page on your site, and publish the occasional specific, dated post (see Part 3). Stale equals invisible.

Vertical mini-playbooks
The three levers are universal. How you pull them differs by what you do.

Home services (HVAC, plumbing, electrical, roofing, cleaning). This is the category where independents are
most invisible (87% with near-zero Al share — 5WPR Q1 2026), which means it's the category with the most open
seats. Win reviews aggressively and tie each one to a specific job type and town ("replaced a 50-gallon water
heater in Tigard"). Make sure your Google Business Profile lists every service and every neighborhood you cover.
Publish short, dated answers to the exact emergency questions people panic-type at 11pm: "How much does it
cost to fix a burst pipe?" "Why is my furnace blowing cold air?" Specificity plus locality plus recency is the whole
formula.

Professional services (accountants, lawyers, consultants, agencies, clinics). Here trust is the product, and Al
leans on third-party authority. LinkedIn is your highest-leverage platform — it's roughly the #2 most-cited domain
in Al search, and the median cited post had only 1525 reactions (Semrush, Jan-Feb 2026), so you don't need a
following, you need clear answers. Publish specific, opinionated takes on the narrow questions your clients actu-
ally ask ("Should a freelancer earning under $75k be on the simplified tax regime?"). Pair that with reviews on the
platforms your category lives on — Google, plus any industry-specific directory.

Local retail and food (shops, restaurants, cafés, salons). Reviews and Google Business Profile do almost all the
work here, because discovery is overwhelmingly "best [thing] near me." Get the profile flawless — menu or prod-
uct categories, photos, hours, attributes (outdoor seating, vegan options, parking). Then run a relentless, gentle
review engine; in food and hospitality, star ratings and recency are everything (recommended businesses aver-
aged 4.3 stars — SOCi 2026). A printed table card or receipt prompt with a QR code to your review link, refreshed
monthly, beats any clever campaign.



B2B Saas (regional or vertical software). Your buyers are already there — Forrester found 94% of B2B buyers
used Al in their buying journey (Forrester 2026 Buyer Insights), and G2 found one in three bought from a ven-
dor they first discovered through AI (G2 "Answer Economy,' 2026). Reviews still matter, but on the platforms Al
trusts for software: G2, Capterra, and the like — being on two or more review platforms correlates with markedly
higher ChatGPT mention rates (SE Ranking roundup — vendor-sourced, directional). Pair that with genuinely use-
ful, well-sourced content (the Princeton GEO study found that adding statistics lifted Al visibility +33% and citing
authoritative sources +28%, up to +115% for an underdog page — Aggarwal et al., KDD 2024). Underdogs win here
on substance, not budget.

One honest caveat

It would be easy to over-promise on conversion. Some studies report Al visitors converting several times better
than search; others find no significant difference at all — Amsive's 54-site study found Al and organic conversion
were statistically indistinguishable (4.87% vs 4.60%, p=0.794) (Amsive, 2026). So we won't claim a magic multipli-
er. What the defensible data does say is plainer and still compelling: customers are moving to Al for local discov-
ery fast (BrightLocal: 6% to 45% in a year), Al names only a tiny shortlist (SOCi: ~1.2% on ChatGPT), and most of
your competitors aren't even in the race (bWPR: 87% of independents invisible). Reviews, an accurate Google
Business Profile, and fresh content are the levers that put you on the list. Pull them now, while the seats are still
cheap.



Part 7: What NOT to Do, and How to Mleasure

By now you know what citation-worthy content looks like: specific, data-backed, opinionated, focused, and con-
sistent. Just as important is knowing what quietly sabotages your visibility — and how to tell whether any of it is
working. This part covers both: the six anti-patterns that cost you citations, and a plain-English way to measure
whether Al engines are starting to name you.

The reason this matters is simple. AI answer engines don't hand back ten links anymore — they hand back two or
three names. ChatGPT recommends only about 1.2% of local business locations (SOCi 2026); the other 98.8% are
never mentioned. The anti-patterns below are the fastest ways to stay in that 98.8%.

The Six Anti-Patterns

1. Over-promotion. This is the single most common mistake, and the research is unusually clear about it. The
peer-reviewed Princeton GEO study (Aggarwal et al.,, KDD 2024, arXiv:2311.09735) tested nine content tactics
across 10,000 queries and found that genuinely useful, well-sourced content wins — while keyword stuffing actu-
ally reduced visibility by 8.7%, the only tactic that backfired. Al engines are looking for content that answers a
question; a sales pitch makes questions rather than answering them.

BAD: "Looking for the best dental clinic in town? Book your consultation today! We offer the best prices
and the friendliest team. Call now!" GOOD: "Invisalign vs. fixed braces for adults over 40: Invisalign
averages 12-18 months for mild crowding and is removable for meals; fixed braces handle complex bite
correction better and cost roughly 20% less. If your case is purely cosmetic, Invisalign is usually the
better fit."

A useful heuristic: if more than ~20% of a post is telling the reader to buy, book, or call, it is too promotional to

earn a citation.

2. Jargon without explanation. Retrieval systems match your content to the words customers actually use. A
homeowner asks "why is my AC freezing up,' not "diagnosing evaporator coil ice formation." Write a post in indus-
try vocabulary and it will never match the query. Use the customer's words; explain any technical term the first
time you use it.

3. Daily-posting fatigue. Posting every day feels productive and almost always degrades quality. The Semrush
LinkedIn study (Jan-Feb 2026) found that the median cited post had just 1525 reactions — these were not viral
posts, they were relevant, specific posts. The lever Al rewards is the quality and consistency of your answers,
not raw volume. Two sharp posts a week beats fourteen rushed ones. Burnout produces vague content, and
vague content is invisible.

BAD: Seven posts in three days, each a thin "5 tips" listicle, then silence for a month. GOOD: Two
specific, single-question posts per week, every week, on the same days.

4. Engagement bait. "Drop a & in the comments!" and "Agree or disagree?" are built for the platform's reach al-
gorithm — not for Al retrieval. The engines citing your content never see your comment count. They see whether
your content answers a specific question well. Comment-farming spends your effort on a signal that does nothing
for citations.

5. Inconsistency. A burst of activity followed by a long gap builds a spike, not a content base. Live-retrieval en-
gines treat freshness as a relevance signal, and that signal compounds: today's citation teaches the engine to



trust you, which makes tomorrow's citation more likely. This is why acting now matters — the few "citation seats"
per category are scarce, and only about five brands per category get named consistently across repeated Al
queries (Search Engine Land / Fishkin analysis, Feb 2026). Inconsistency forfeits your seat to a competitor.

6. Keyword stuffing. The old SEO reflex — cramming a phrase in repeatedly — is actively counter-productive
here. The Princeton study measured it directly: —8.7% visibility. Al engines parse meaning, not keyword density.
Say the thing clearly, once, in context.

How to Measure What's Working

Here is the honest truth most vendors won't tell you: there is no official public API that reports when ChatGPT,
Claude, Perplexity, or Gemini names your business. So measurement is hands-on — and entirely doable.

Track citations directly. Pick 8-10 queries a real prospect in your niche would type — "best [your service] in
[your city],' "[your service] vs [alternative],’ "Tnow much does [your service] cost." Run each one weekly across all
four engines and log four things:

Are you named? (yes / no)

Is your content quoted or paraphrased?

What source did the engine link — your LinkedIn, your site, a review profile?

Is the description accurate? (Business-profile info was only ~68% accurate on ChatGPT and Perplexity per
SOCi 2026 — catching errors is half the value.)

The bonus LLM Citation Tracker that ships with this guide is a ready-made spreadsheet for exactly this: drop in
your queries, check them off weekly, and watch the pattern emerge. If running ten queries across four engines
every week sounds like a chore, that is precisely what Ozvor automates — monitoring your visibility across
ChatGPT, Claude, Perplexity, Gemini, and Google Al Overview, benchmarking competitors, and rolling it into a
single TrustIndex Score so you see movement at a glance.

Set a realistic timeline. Do not check for results on day three — there isn't enough published content yet for an
engine to surface. The pattern we see:

Timeframe What to expect

Weeks 1-3 Build the base. No citations yet — this is normal, not failure.

~Week 4 First movement on narrow, niche queries (e.g., a specific service in a specific city).
Weeks 4-8 Citations accumulate on specific queries; descriptions start firming up.

3+ months Broader, higher-competition queries begin to move.

Read your results honestly. Each outcome tells you something specific:

¢ Named and accurate — it's working. Keep the cadence; expand to adjacent queries.

¢ Named but described wrong — a reputation problem, not a visibility one. Strengthen your owned profiles
(site, LinkedIn, review platforms) so the engine has accurate source material to pull from.

¢ Not named after 8 weeks of consistent, specific posting — almost always one of three things: (a) posts are
still too general and don't match how customers phrase questions; (b) you're in a genuinely low-volume niche
where few people ask AI; or (c) your content lives on a platform the engines don't index well. The Citation
Tracker helps you tell which.

A note on what "working" should mean to you: the payoff isn't vanity. Brands cited inside an AI Overview earn
roughly 120% more clicks than uncited brands on the same query (Seer Interactive, 5.47M queries, Apr 2026), and



Al-referred visitors sign up at up to 11x the rate of search visitors (Microsoft Clarity, 1,277 domains, Nov 2025).
Worth noting for honesty: not every study agrees on the size of the conversion lift — Amsive's 54-site analysis
found no statistically significant overall difference (p=0.794). The direction is consistent and promising; the exact
multiplier varies by industry. A citation is a qualified lead arriving pre-vetted by the Al That is what you are mea-
suring, and that is what makes the four weeks of disciplined posting worth it.



Part 8: Your 90-Day GEO Roadmap (+ when to automate)

You've now seen the whole picture: the ground under search has shifted, Al engines hand back two or three
names instead of ten links, and being one of those names is the difference between a ringing phone and silence.

This final part turns everything in this guide into a sequence you can actually run — a 90-day plan, broken into

three 30-day sprints, that takes you from "invisible and unsure" to "cited and compounding.”

Print this page. Tape it to your wall. Then start.

Days 1-30: See the truth (Foundation)

You can't fix what you can't see. The first month is about getting an honest baseline — because only about 16%

of brands systematically track Al search performance (HubSpot, citing Sep 2025 data), which means most of
your competitors have no idea where they stand either. That blind spot is your opening.

Week 1 — Run your audit. Ask ChatGPT, Gemini, Perplexity, and Claude the 10-15 questions a customer would
actually type ("best plumber in [city],' "top CRM for a 5-person team"). Write down who gets named.
Remember: ChatGPT recommends only about 1.2% of local business locations (SOCi 2026 Local Visibility
Index) — so don't be shocked if you're absent.

Week 2 — Map your competitors. List the 5 brands the Al names repeatedly. Across 100 runs of the same
prompt, ChatGPT surfaces ~44 brands but only ~5 appear 80%-+ of the time, with 72% stuck in a long tail it
almost never mentions (Search Engine Land / Fishkin, Feb 2026). Find out which tier you're in.

Week 3 — Fix your foundations. Make sure your site is crawlable and your key pages answer real questions
directly. The strongest citation factors are URL accessibility, search rank, and query-answer match (Cyrus
Shepard / Zyppy, synthesis of 54 experiments) — not magic markup.

Week 4 — Claim your reviews. Get onto 2+ review platforms and clean up your profiles. Business-profile info
was only ~68% accurate on ChatGPT/Perplexity (SOCi 2026) — inaccurate Al is worse than absent Al

Milestone: A written baseline — your TrustIndex Score, your 5 competitors, your gaps.

Days 31-60: Build credibility (Content)

Now you give the Al reasons to cite you. This is where the science kicks in. The peer-reviewed Princeton GEO
study (KDD 2024, arXiv:2311.09735) tested nine tactics across 10,000 queries and proved you can lift a page's

visibility in Al answers by up to +40% — and that the spammy old SEO playbook backfires.

Add quotations from credible sources (+41% visibility — the single most effective tactic).

Add concrete statistics to your pages (+33%).

Cite authoritative sources inline (+28% on average, and up to +115% for an underdog page — the great
equalizer for small businesses).

Never keyword-stuff — it's the only tactic that hurt you (-8.7%).

BAD: "We're the best HVYAC company — affordable HVAC, 24/7 HVAC, emergency HVAC repair HVAC
near me.' GOOD: "We complete same-day emergency repairs in under 4 hours across [city]. As the EPA
notes, a poorly maintained system can lose 30% of its efficiency — here's how we restore it." (Quote +
stat + direct answer.)



Publish where Al actually reads. LinkedIn is roughly the #2 most-cited domain at an ~11% citation rate — and
the median cited post had just 15-25 reactions (Semrush, Jan-Feb 2026). You don't need a following. You need
clear, original, useful answers.

Milestone: 4-6 genuinely useful, well-sourced pieces published on your site and owned channels.

Days 61-90: Monitor and compound (Momentum)

Citations aren't a one-time fix. Where Al pulls answers from changes monthly — Reddit's share of ChatGPT re-
sponses swung from ~60% to ~10% in six weeks (Semrush, 2025). So month three is about re-running your audit,

watching what moved, and reinforcing what's working.

¢ Re-run the same audit questions. Did you appear anywhere new?
e Double down on the pieces that earned citations; refresh the ones that didn't.

e Keep publishing. AI-cited URLs are ~25.7% fresher than top-10 organic results (Ahrefs, ~17M citations, Dec
2025) — freshness is a permanent input, not a finish line.

Milestone: A repeatable monthly rhythm — and your first Al citations showing up.

What GEO can and can't promise
We will not insult you with hype. Here's the honest version.

GEO can: make your business visible and citable in Al answers; put you on the shortlist when a customer asks an
Al for a recommendation; and send you better-qualified visitors. Brands cited inside a Google AI Overview get
+120% more clicks (Seer Interactive, Apr 2026), and across 1,277 domains, visitors from Al signed up at up to
11x the rate of search visitors (Microsoft Clarity, Nov 2025).

GEO can't: guarantee a #1 spot (no one controls a model's output), work overnight (citations compound over
months), or replace doing genuinely good work. And we'll name the counter-evidence too: Amsive's 54-site study
found no statistically significant difference between AI and organic conversion overall (4.87% vs 4.60%,
p=0.794) — even though high-traffic sites in that same study did convert better on Al Al traffic is promising, not
magic. Anyone who promises you guaranteed rankings is selling snake oil.

You can do all of this by hand. Here's the catch.

Everything in this guide is doable manually. The audit, the competitor mapping, the content, the monthly re-
checks — none of it requires a platform.

But notice what month three taught you: it never stops. The audit has to re-run. The citation sources shift
monthly. Fresh content has to keep coming. GEO compounds — today's mention becomes tomorrow's default —
but only if you keep showing up. For a busy owner, that relentlessness is exactly what quietly gets dropped.

That's the gap Ozvor was built to close. We automate the three jobs that eat your time:

e The audit + TrustIndex Score — how you appear across ChatGPT, Claude, Perplexity, Gemini & Google Al
Overview, scored on three vectors (Brand 30% / Performance 35% / Al 35%), benchmarked against your
competitors.

¢ Ongoing monitoring + citation tracking — so you see shifts the week they happen, not the quarter after.



e GEO content — drafts built on the exact tactics the Princeton study proved.

(See the full plan details and pricing in the About Ozvor section below.)

Why the clock matters

GEO is where SEO was around 2010: high upside, low competition, compounding trust. Al engines learn to trust
the sources they already cite, and the winnable "citation seats" in any category are scarce — only about 5 brands
per category get named consistently. Early movers reach far higher mention rates than the average brand.
Every month you wait is a seat a competitor takes — and once they're the default answer, taking it back is
expensive.

Run your free Al Visibility Test today at ozvor.com. See where you stand. Then claim your seat before the cate-
gory gets crowded.



Sources & further reading

Every statistic in this guide is drawn from named, dated sources. The most load-bearing are listed below, with full
URLs so you can verify them yourself. We lead with corroborated research and flag single-vendor or contested

figures honestly throughout the text.

The academic anchor — what makes content citable

Aggarwal et al., "GEO: Generative Engine Optimization" (Princeton / Georgia Tech / Allen Institute for AI / IIT
Delhi), KDD 2024 — arXiv:2311.09735 - https://arxiv.org/abs/2311.09735

The scale of the shift (adoption, zero-click, click loss)

OpenAl / ChatGPT 900M weekly active users (Feb 2026), via TechCrunch —
https://techcrunch.com/2026/02/27/chatgpt-reaches-900m-weekly-active-users/ - Search Engine Land —
https://searchengineland.com/chatgpt-900-million-weekly-active-users-470492

Google Al Overviews — 2B monthly users, via TechCrunch — https://techcrunch.com/2025/07/23/googles-ai-
overviews-have-2b-monthly-users-ai-mode-100m-in-the-us-and-india/

Google Gemini app — 750M monthly active users, via TechCrunch —
https://techcrunch.com/2026/02/04/googles-gemini-app-has-surpassed-750m-monthly-active-users/

Eight Oh Two — consumers starting searches with Al, via Search Engine Land — https://searchengineland.-
com/consumers-start-searches-ai-not-google-study-467159

Bain & Company — buyers starting research in Al — https://www.bain.com/insights/your-next-customer-will-
find-you-using-ai-now-what/

Pew Research Center — Al summaries and link clicks (Jul 2025) — https://www.pewresearch.org/short-
reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-
results/

SparkToro / Rand Fishkin — 2026 zero-click study — https://sparktoro.com/blog/in-2026-less-than-one-third-
of-google-searches-still-send-a-click/

How citations actually work (mechanics, ranking factors, freshness)

Siana Marketing — where ChatGPT gets its information (2026 report) — https://www.sianamarketing.com/re-
sources/where-does-chatgpt-get-its-information-2026-report

Cyrus Shepard / Zyppy — Al citation ranking factors (synthesis of 54 experiments) —
https://signal.zyppy.com/p/ai-citation-ranking-factors
Otterly.ai — schema markup real impact on Al search — https://otterly.ai/blog/schema-markup-real-impact-

ai-search/

Ahrefs — fresh content and Al citations — https://ahrefs.com/blog/fresh-content/

Where Al cites from (source-authority rankings)

Profound — Reddit & Al search (4B+ citations) — https://www.tryprofound.com/blog/the-data-on-reddit-and-
ai-search

Peec AI — most-cited domains, via Search Engine Land — https://searchengineland.com/ai-search-engines-
cite-reddit-youtube-and-linkedin-most-study-473138

Semrush — LinkedIn Al Visibility Study — https://www.semrush.com/blog/linkedin-ai-visibility-study/

Semrush — Quora in Google Al Mode — https://www.semrush.com/blog/quora-google-ai-mode-research/



Semrush — most-cited domains, 3-month tracking — https://www.semrush.com/blog/most-cited-domains-ai/
Ahrefs — ChatGPT's most-cited pages (67% off-limits) — https://ahrefs.com/blog/chatgpts-most-cited-pages/

SE Ranking — review platforms in Al Overviews — https://seranking.com/blog/review-platforms-in-ai-
overviews/

SMB & local

SOCi 2026 Local Visibility Index, via Search Engine Land — https://searchengineland.com/ai-local-visibility-
report-2026-468085

BrightLocal — Local Consumer Review Survey 2026 (Al trust) — https://www.brightlocal.com/research/lcrs-
ai-trust/

5WPR HVAC & Plumbing Al Visibility Index, via Plumbing & Mechanical —
https://www.pmmag.com/articles/107415-87-of-hvac-and-plumbing-contractors-are-invisible-when-home-
owners-ask-ai

GrowthPro AI — local Al search statistics 2026 — https://growthproai.com/ai-search-statistics-local-busi-
nesses-2026

Funnel, conversion & lead impact (including the honest counter-evidence)

Seer Interactive — AI Overview impact on CTR (2026 update) —
https://www.seerinteractive.com/insights/aio-impact-on-google-ctr-2026-update

Microsoft Clarity — Al traffic conversion study — https://clarity.microsoft.com/blog/ai-traffic-converts-at-3x-
the-rate-of-other-channels-study/

Amsive — does LLM traffic convert better than organic? (54-site study, the contested counter-evidence) —
https://www.amsive.com/insights/seo/does-lIm-traffic-convert-better-than-organic-a-new-data-backed-
study/

Forrester — 2026 Buyer Insights — https://www.forrester.com/blogs/zero-click-is-only-half-the-ai-story/

G2 "Answer Economy,’ via Demand Gen Report — https://www.demandgenreport.com/industry-news/news-
brief/half-of-b2b-software-buyers-now-start-their-research-with-ai-chatbots-g2/52737/

Market context & urgency

HubSpot — Generative Engine Optimization for small business — https://blog.hubspot.com/marketing/genera-
tive-engine-optimization-small-business

Search Engine Land — repeated ChatGPT runs & brand visibility (~5 brands per category) —
https://searchengineland.com/repeated-chatgpt-runs-brand-visibility-468552



About Ozvor

Ozvor is the Al Search Trust Intelligence platform for small and mid-sized businesses. We audit how your brand
appears across ChatGPT, Claude, Perplexity, Gemini, and Google AI Overview, compute your TrustIndex
Score on three vectors (Brand 30% / Performance 35% / AI 35%), benchmark you against your real competi-
tors, and build the GEO content plan that targets the levers this guide is built on — crawlability, direct answers,
credible sourcing, freshness, and reviews. Our done-for-you arm, OrganicPosts by Ozvor, drafts and schedules
the citation-shaped content for you, with the Al's involvement disclosed on every draft and your approval re-
quired before anything goes live.

Your next three steps

1. Run the free Al Visibility Test — no credit card. See where you actually stand today. The Free plan gives you
1 brand, 3 competitors, 50 prompts, a monthly audit, and your TrustIndex Score. Ii's the fastest honest an-
swer to the question this whole guide is about: when a customer asks an Al, does it name you — or a competitor?

2. Get cited every week with Growth. When you're ready to compound, Growth is $99/mo (or $831/yr with
founder pricing). It includes 1 brand, 10 competitors, 250 prompts, weekly monitoring, citation tracking, and
GEO content — the always-on engine that turns a one-time audit into a rising score.

3. Run it across many brands with Agency. For agencies and multi-location owners, Agency is $149/mo (or
$1,251/yr with founder pricing): up to 25 brands, white-label reports, and a full client workflow.

Founder discount — 30% off, annual plans, first 100 customers only. GEO is where SEO was around
2010: high upside, low competition, compounding trust. The winnable "citation seats" in any category are
scarce — only about 5 brands per category get named consistently. The founder pricing exists to
reward the people moving now. When those seats are gone, they're gone.

Start today at ozvor.com. Questions? hello@ozvor.com

Ozvor - ozvor.com - OrganicPosts by Ozvor


https://ozvor.com/

