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Preface

WHO IS THIS EBOOK FOR?

This guide is designed for the modern marketing leader—CMOs, VPs of Demand Gen, and
Digital Strategists—who recognize that the "Search" era is peaking and the "Answer" era has
arrived. If you are responsible for brand equity and pipeline in a technical or competitive
category, GEO is your next competitive advantage.

WHAT YOU WILL LEARN

Across the following chapters, we will move from the theory of the Al answer layer to a proven
methodology for measurement and implementation. We will define the four pillars of a
successful GEO strategy and show you how to move from "Al-invisible" to "Al-recommended."
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The New Frontier of Enterprise Visibility

The dawn of the Al-first buying

journey

THE SHIFTING LANDSCAPE

For two decades, the B2B buying journey started with a keyword in a search box. Today, that
journey has migrated. Enterprise buyers are bypassing the "ten blue links" of Google in favor of

nuanced, multi-turn dialogues with Al assistants.

When a VP of Operations asks Perplexity, "Which inventory management systems integrate with
SAP and have the best security ratings for mid-market manufacturing?" they aren't looking for a
list of websites to browse, they are looking for a verdict. If your brand isn't part of that
synthesized answer, you don't just lose a click; you lose the opportunity to be considered at all.

BEYOND SEO: WHY
SEARCH OPTIMIZATION
ISN'T ENOUGH

Traditional SEO was built for crawlers and
keywords. It prioritized backlink quantity
and meta-tags to rank a page. But
Generative Al doesn't "rank" pages in the
traditional sense; it recomposes
information.

Al engines like ChatGPT and Gemini
prioritize trust, entity relationships, and
synthesis. You can rank #1 on Google for a
keyword and still be completely ignored by
an Al assistant if your data isn't structured
forits "knowledge model." GEO is the

evolution required to survive this transition.

INTRODUCING
GENERATIVE ENGINE
OPTIMIZATION (GEO)

Generative Engine Optimization is the
strategic process of ensuring your brand's
information is accurately ingested,
prioritized, and recommended by Large
Language Models (LLMs).
The goal of GEO is three-fold:
* Discoverability: Ensuring the Al has
access to your most current data.
¢ Recommendability: Positioning your
brand as the "best-fit" solution for
specific buyer prompts.
¢ Citations: Securing the footnotes and
links that drive high-intent traffic back to
your domain.
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Why GEO matters now more
than ever

Al ANSWERS: THE "UPSTREAM" SHIFT OF INFLUENCE

In the traditional funnel, marketing owned the "awareness" and "consideration" stages via
organic search and paid media. Today, those stages are being consolidated within the Al
interface.

When an enterprise buyer asks an Al assistant to "compare the top three cybersecurity
platforms for SOC 2 compliance," they are performing a week’s worth of research in three
seconds. If the Al summarizes your competitor as the "leader in compliance" and lists you as
"best for small teams," that perception is baked in before the buyer ever clicks a link. The
influence has moved upstream. Your website is no longer the start of the journey; it is the
destination for a buyer who has already been "convinced" by an Al.

YOUR BRAND: RECOMMENDED OR IGNORED?

Al systems are not neutral librarians; they are curators. They evaluate your brand based on:

Authority Signals Entity Clarity Structured Data
How oftenis your brand cited by = Does the Al understand exactly  Is your information presented in
third-party technical journals or ~ what "category" you occupy, or away thatan LLM can parse
industry analysts? is your messaging too and "trust"?
fragmented?

Most organizations are currently flying blind. They track Google rankings (SERPs) but have no visibility
into their "Share of Model" (SOM). If you aren't measuring how often ChatGPT recommends you

versus your top three competitors, you are essentially ceding your market share to the algorithm.
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3 THE FIRST-MOVER ADVANTAGE: CLOSING THE
"KNOWLEDGE GAP"

The most critical realization for a CMO in 2026 is that Al models are semi-static. While they
update, they have "training cut-offs" and "fine-tuning" phases. Once an Al model "decides" that
Brand A is the leader in Cloud Infrastructure, that association becomes a core part of its neural
weights.
¢ The Saturated Horizon: The "Answer Layer" is currently a green field. Because most brands
are still obsessed with 2020-era SEO, the Al is looking for authoritative sources to cite. Early
adopters who optimize their digital footprint for GEO now will become the "default"
answers.
¢ The Cost of Delay: Displacing an incumbentin an Al's "memory" is significantly harder than
outbidding them on a keyword. Late adopters will find themselves in a "deficit," needing to
spend 5x-10x more on digital PR and authority building just to break the Al’s existing bias
toward early-moving competitors.

CMO INSIGHT

IN THE AGE OF Al, THE "SECOND-MOVER ADVANTAGE" DOES NOT EXIST. YOU ARE EITHER THE
CITED AUTHORITY OR THE FORGOTTEN ALTERNATIVE.

What can | help with?
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The dawn of the Al-first buying
journey

D
ENHANCED VISIBILITY IN Al RECOMMENDATIONS:
WINNING THE "SHORTLIST"

In the traditional B2B sales cycle, a buyer might spend weeks researching 10+ vendors before
narrowing them down. In the Al-driven journey, the "long list" is bypassed entirely. The Al
assistant provides a curated shortlist of 3-4 recommendations instantly. GEO ensures your
brand is the "constant" in these recommendations. When a buyer asks critical, high-intent
questions, your brand must be present:

e "Which enterprise ERPs have the fastest implementation time for global manufacturing?”
e "Compare Vendor A and Vendor B for data privacy features in the EU."

e "Who are the emerging leaders in Al-driven supply chain analytics?

THE OUTCOME

WE MOVE YOUR BRAND FROM "MINIMAL PRESENCE" TO "CATEGORY LEADER" STATUS
WITHIN THE AI’S MODEL. SUCCESS ISN'T JUST A MENTION; IT’S BEING THE FIRST
RECOMMENDATION WITH A CITATION THAT VALIDATES YOUR CLAIM.
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INCREASED QUALIFIED DEMAND: THE "PRE-
INFORMED" BUYER

The most expensive lead is the one that doesn't understand your value proposition. GEO flips
this dynamic. Because the buyer has already "vetted" your brand through a dialogue with an Al
assistant (like ChatGPT or Copilot), they arrive at your website pre-qualified.

¢ Higher Conversion Rates: Traffic originating from an Al citation typically converts at a
higher rate because the "trust building" happened upstream.

* Increased Sales Velocity: Your sales team spends less time educating on basics and more
time on solution mapping. The buyer already knows you integrate with their stack because
the Al told them so.

* Reduced Friction: When an Al says, "Brand X is the most secure option for your industry,"
the buyer enters the demo with a baseline of trust that traditional advertising cannot buy.

DEFENSIBLE BRAND AUTHORITY: THE "MOAT" OF Al
TRUST

¢ Trust Al models favor consistency and structure. GEO isn't a "hack"; it is the process of
aligning your brand's digital truth with the Al’s logic. By optimizing your authority footprint—
through technical schemas, high-value PR, and structured knowledge bases—you build a

long-term competitive moat.

THE OUTCOME

IMAGINE A MID-SIZED SAAS FIRM COMPETING AGAINST A LEGACY GIANT. THROUGH GEO,
THE MID-SIZED FIRM ENSURES THE Al HIGHLIGHTS ITS AGILITY AND MODERN API
STRUCTURE AS SUPERIOR TO THE LEGACY GIANT’S "CLUNKY" INTERFACE. THE Al

EFFECTIVELY BECOMES A THIRD-PARTY VALIDATOR THAT LEVELS THE PLAYING FIELD,
GRANTING THE SMALLER BRAND AN AUTHORITY STATUS THAT MIRRORS (OR EXCEEDS)
THE MARKET LEADER IN THE EYES OF THE Al.
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The Framework

OUR STRUCTURED GEO METHODOLOGY

To win in the Al answer layer, you cannot rely on guesswork. Our methodology is built on a
rigorous, four-stage process that treats Al visibility as a measurable science.

PILLAR 1: AUDIT

Before you can optimize, you must diagnose. Traditional SEO tools are blind to the "black box"
of LLMs.

The Process
We test hundreds of high-intent buyer prompts across the services/products of your brand
(ChatGPT, Copilot, Gemini, and Perplexity).

What do we measure?
¢ Brand Mention Rate: How often does your brand appear in the generated answer?
* Recommendation Rate: Does the Al actively suggest you as a solution, or just list you as an
"also-ran"?
¢ Citation Share: Which domains is the Al linking to as its "source of truth"? (Often, it's not
your own site, but a third-party review or Reddit thread).

What do we deliver?
The Executive GEO Audit Report, which benchmarks your "Al Share of Voice" against your top
three competitors.
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PILLAR 2: STRATEGY

Al models don't just look for keywords; they look for Entities and Relationships.

The Process
We identify the "Knowledge Gaps." If the Al thinks your brand is "Legacy" when you are "Cloud-
Native," we identify the specific data points that are confusing the model.

Actionable strategy

We define the specific "Trust Signals" (citations, technical whitepapers, or specific partner
listings) needed to shift the Al’s narrative.

What do we deliver?

The Prioritized GEO Roadmap, a 6-month strategic plan focused on the prompts that drive the
highest pipeline value.

PILLAR 3: IMPLEMENTATION

This is where the work happens. Implementation is divided into two lanes:

Technical Architecture Content Ecosystem
Implementing Semantic Schema and "Al- Refactoring your high-value pages into
readiness" (such as llms.txt files and "Direct Answer" formats. We move away
modular content chunks) that allow Al bots from fluff and toward extractive clarity—
to ingest your data without friction. using tables, statistics, and expert quotes

that Al models love to cite.
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PILLAR 4: MONITORING

GEO is not a "one-and-done" project. Al models are updated constantly, and competitors will
react.

The Process

We use an Executive Dashboard that monitors real-time shifts in Al sentiment and
recommendation frequency. If a competitor displaces you in a high-value prompt (e.g., "Best
CRM for 2026"), our system flags it immediately so content can be refreshed.

Impact
You maintain a defensible moat in the Al answer layer, ensuring your brand remains the
"default" recommendation for your category.
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Don't JustWitness the Evolution.
Lead lt.

CONCLUSION

The shift from the "Search Era" to the "Answer Era" is the most significant change in buyer
behavior since the dawn of the internet. In a world where Al-generated answers determine
which brands thrive and which ones fade into invisibility, the risk of inaction is no longer just a
loss of traffic—it is a loss of relevance.

Generative Engine Optimization (GEO) is your playbook for this transition. By auditing your
current visibility, optimizing your authority signals, and monitoring your share of the "Answer
Layer," you aren't just reacting to the market—you are shaping it.

The future of your brand is being written by an algorithm right now. Let’s make sure it’s saying
the right things.

READY TO AUDIT YOUR Al VISIBILITY?

Don't let your competitors define the narrative in the Al answer layer. Contact us today for a
Discovery Session where we will:
e Share the ins-and-outs of GEO
¢ Perform a high-level test of your brand's presence across 1 model (ChatGPT, Claude, Al
Overview, Gemini, ChatGPT)
* Define a custom GEO scope for your marketing department.

CONTACT OUR EXPERT

NIELS WAEM

Operational & Strategic Marketing Lead
nwaem@deloitte.com
+32498699776
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5 Questionsto Ask Your Digital
Team Today

Before approving next year's search budget, ensure your department isn’t optimizing for a world
that no longer exists. Use these questions to benchmark your brand's Al maturity:

1.What is our current 'Share of Model' (SOM)?
o Do we know how often we are recommended in ChatGPT, Gemini, and Perplexity for our
top 50 category-defining prompts?

2.1Is our content 'Extractive’ or 'Narrative'?
o Al prefers structured data and direct answers. Is our high-value content buried in 3,000-
word "fluff" articles, or is it formatted for easy Al ingestion (tables, lists, and clear
headers)?

3.Who is the 'Source of Truth' for our brand in the Al layer?
o When an Al cites us, is it linking to our website, or a third-party site like Reddit, G2, or a
competitor's comparison page?

4.Do we have an llms.txt or robots.txt strategy for Al Agents?
o Are we actively guiding Al crawlers to our most authoritative "knowledge chunks," or are
we letting them guess based on old SEO site maps?

5.How are we defending our 'Brand Entities'?
o If an Al assistant is asked to compare us to a competitor, what are the three "key
differentiators" it consistently repeats? Are those the ones we want?
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HELLO THERE! I'M NIELS WAEM, OPERATIONAL AND STRATEGIC
MARKETING LEAD AT DELOITTE BELGIUM. LET’S CONNECT!

Niels Waem is a high-octane growth marketing leader and "digital wizard" with
a track record of driving complex, cross-border marketing transformations.
His expertise lies in bridging the gap between high-level CMO strategy and the
technical, operational "how" that drives measurable pipeline.

As Lead at Deloitte, Niels is currently at the forefront of the Al transition,
helping brands navigate the complexities of Generative Engine Optimization.
He doesn't just theorize about the future of marketing; he builds the systems
that make it operational.



