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shelley singh
NewDelhi, 24 August

Lookingforanewphonewith inbuiltartificial
intelligence (AI) features, sharpcamera,and
battery that lastsmorethanaday?Oranelec-
tricvehicle (EV)asyouplantoshift from
petrol? It’s likely thesearchandcomparisons
will startonanAIplatform. Insteadof10blue
weblinks inatraditionalsearch,youwillget
ananswer—likely fromCoPilot,Anthropic,
ChatGPT,Perplexity,ClaudeorGoogle’s
AImode.
Forbusinesses, thischange iscreatinga

newcontest fordigitalvisibility. It isno longer
enoughtoappearhighinsearchresults.Com-
panieswant theirbrandstoappearaspartof
theanswer itself.Makingthishappenis
generativeengineoptimisation,orGEO,
sometimescalledanswerengineoptimisa-
tion,orAEO. Whatsearchengineoptimisa-
tion(SEO)wastothewebera, toensurethat
thebrandappearsrightontopof theusers
searchresults,GEOis toAI,anevolutionof
SEO.GEOmarksafundamental shift inhow
informationisbeingdiscoveredonAI.
“SEOhelpsbrandswintheclick;GEOwill

helpbrandswintheanswer,”saidVamshi
Krishna,managingpartner,mediasolutions
atOmnicomGlobalSolutions (OGS).He
describedthechangingconsumer journeyas
amovefrom‘Search-Site-Action’ to ‘Prompt-
Answer-Action’. Inotherwords,discovery is
movingfromatraditionalwebsearchto
seekinganswersonAIplatforms.

GEOleadssearchshift
TheexplosiveadoptionofconversationalAI
platformssuchasChatGPT,andGoogle’s
integrationofgenerativeAIdirectly into
search-AImodearepushingGEOinto
themainstream.
AmareshGodbole,CEO,PDX(Publicis

DigitalExperience) IndiaandchiefofAI
experiences&solutions,PublicisGroupe
India, said, “Theshiftbecamehardto ignore
asAIplatformsmovedfromexperimentation
tomainstreamconsumerbehaviour,with
ChatGPTrapidlyscaling itsuserbase inIndia
beyondthe100millionmark.”Globally ithas
over1billionusers.Google’s
introductionofAImodein
searchinJune2025hasacceler-
atedthat transitionfurther.
Forbrands,Godbolesaid,

“Thissignalsa fundamental
change:Discovery isno longer
limitedtotraditionalsearch
engines. It is increasinglyhap-
peningthroughAIconversa-
tionsandanswers.”Publicis
Groupe,whichfocusesonmar-
keting,communicationand
digital transformationworks
withmorethan700clients in
India includingNestlé India,BhartiAirtel,
Amazon,Dabur, ITCandHeroMotocorp.
Thequestionspeopleaskarechanging,

too.AccordingtoGoogle,averagequerieson
AImodegloballyare three times longer than
traditionalsearchqueries. Insteadof typing
‘bestSUVIndia’, abuyermightaskwhichSUV
underacertainprice is safest forhighway
driving,hascomfortableseats forelderlypar-
entsandis inexpensive tomaintain.
InIndia,Googledatashows84percentof

peopleusingAImodereportmakingdeci-
sions faster,while87percentsay ithelps them
makedecisionsmoreconfidently.
Thathas implications forbrands. Ifa

brandpreviouslyworriedaboutwhether it
rankedfirstorfifthonasearchengine, itmust
nowconfrontadifferentquestion:Whenan
AIplatformdeliversanswers frommultiple
sources,does thecompanyappearatall?And,
perhapsmore importantly,whatdoesAI
sayabout it?
TraditionalSEOrevolvedaround

measures likerankings, impressions,click-
throughratesandorganic traffic.GEOintro-
ducesadifferentscoreboard.Marketersare
beginningtomonitor their ‘AIshareofvoice’
acrossLargeLanguageModels (LLMs),brand
mentions—howoftenabrandappears in
answers toprompts—alongwithcitations
andtheattributesAIsystemsassociatewith
thecompany.
“Thequestionis,doesyourbrandappear,

howis itpositioned,andwhatattributesare
beingassociatedwith it?”saidGodbole.
Thatmattersbecausetheconsumermay

nevervisit themanufacturer’swebsite.

Research,comparisonandevenpreference
formationis increasingly takingplacewithin
theAI interface.Acompanycontrolswhat it
saysonitsownwebsite. Itdoesn’tcontrol
whatanAIsystemconcludesafter reading
thecompany’swebsitealongsidereviews,
retailer listings,newsreports, socialconversa-
tions,discussionforumsandcompeting
brands’claims.
PraneetDutta,co-founderandCEO,

POMO,anAImarket-intelligenceplatform,
andaformerGoogleDeepMindresearcher,
said thismakesGEO’smodusoperandi
farbroader than just tinkeringwitha
corporatewebsite.
“ForSEO, thewebsitewasoftenthedesti-

nation.AnAIanswercandrawfromthe
brand’ssite, retailerpages, reviews,pub-
lishers, socialdiscussions,videosandeven
competitors,” saidDutta.
Abrandcanthereforerankstronglyona

conventionalsearchandstillbepoorlyrepre-
sented—orabsent—whensomebodyasksan
AIassistant forarecommendation.
This isparticularly important incategories

suchasautomobiles,financeandelectronics,
wherebuyers typicallyconductextensive
researchbeforespendingmoney.Aprospec-
tivecarbuyer, forexample,mightpreviously
havesearchedfor ‘SUVsunder~20lakh’,
openedhalfadozenwebsites,watched
reviewsandcomparedspecifications.Now,
thesamepersoncandescribebudget, family
size,drivinghabitsandpriorities inasingle
conversationalqueryandaskanAIassistant
tonarrowthefield.Bythetimethatconsumer
reachesanautomaker’swebsite, several
brandsmayalreadyhavebeeneliminated.
AccordingtoaspokespersonforOpenAI,

whichownsChatGPT,“Forbrandsthis
increases the importanceofmaking
informationclear, factual,detailed,andcur-
rent.GEOisparticularlysignificant ina
market like India.”

That’sbecauseusersare
increasinglyseekinganswersvia
voice interfaces, in theirown
language.Sotoget intotheAI
answers thatuserssee,brands
havetoensurethat thequalityof
theunderlying informationis
relevantandspringsupwhena
userentersaprompt.
Forbrands,GEOcontent

strategy,accordingtothe
OpenAIspokesperson,“starts
withwritingforusefulnessand
understanding.Andmaking
suretheanswershaveclear, fac-

tualandcurrent informationaboutwhat they
sell, costs,availability, specificationsandthe
problemsit solves.”
SwagatSarangi, co-founder,Smytten(a

productdiscoveryandtrialplatform),
describedtheSEO-GEOdistinctionas, “SEO
helpsusersfindtherightwebpage;GEO
focusesonhelpingAIenginesfind,under-
standandcite information.”Brands including
Mamaearth,SugarCosmetics,Plum,Cetaphil,
Maybelline,L'Oréal,Minimalist,SwissBeauty
andLakméare featuredonitsplatform.

OptimisingforAI
ForBengaluru-basedSmytten,GEO
“meansansweringconsumerquestions
clearlywhilemakingourexpertiseproducts
andpropositionseasyforAIsystemstounder-
stand,”Sarangisaid.Thegoal is tomake
informationusefulenoughforconsumers
andcredibleenoughforAIsystemstocite.
Thatrequireschangesbehindthescenes too.
SitesmustbeeasyforAIsearchsystemsto
crawlandinterpret.
OpenAI, for instance,advisesbusinesses

thatwant theirpublic informationdiscover-
able inaChatGPTsearchtoensurethat its
searchcrawler isn’tblockedfromrelevant
content.WhileGooglesayswebsitesdonot
needspecialAImarkuporAI-specificfiles,
retailerscanprovidestructuredproduct
informationthatmakestheproductdata
moreusablebyAIagents.
ThiswillmakeAIsystemsmeetfivebasic

tests,accordingtoDuttaofPOMO.Theseare:
CanAIsystemsdiscover the information? Is it
consistent?Are importantclaimssupported

bycredibleevidence? Is itcurrent?Andcan
thecompanymeasurehowthe informationis
beingused?Thelastquestionisprovingtricky
toanswer.Abrandmaynotice trafficchang-
ingbutnotknowwhichAIanswerreplaced
theclick,whichsourcesshapeditorwhya
competitorappearedinstead.Asearchmar-
ketercanseewhereapageranksandhow
manypeopleclickedit.AIanswersaremore
fluid.Theycanvarybyplatform,promptand
sometimesfromonedaytoanother.
NewGEOtools thereforerunsetsofcon-

sumerquestionsthroughdifferentAIsys-
tems, recordingwhichcompaniesappear,
howtheyaredescribedandwhatsourcesare
cited.Brandscanthenidentify“citation
gaps”—questionswherearival repeatedly

appearsbut theydon't.

EnablingAI-ledcommerce
Tostayrelevant,KrishnaofOGSsaid, “Brands
mustshift fromkeywords (dominant inSEO)
toanswers (GEO).Contentstrategiesmust
evolve fromtargetingsearchrankings to
addressingconsumerquestions inwaysthat
AIenginescanunderstand,summarize
andrecommend.”
GEOwillplayabiggerroleasusersget

comfortablewithAIAgentsandplatforms
doingtheirdailychores, likeorderinggroc-
eries,placinganorder foranewairconor
buyinganniversarygiftswithinthebuyers’
budget.GEOwillactuallybecomecloser to
enablingcommerce.Aretailer's information
mustnotmerelybereadable–eventually it
mayneedtobeactionableby lettingAI
takedecisions.
vvvvvvvvvvvvvvvvvvvvvvvv
Thewriter isaNewDelhi-based
independent journalist
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GEO, the evolution
of SEO
SEO (search engine optimisation) and GEO
(generative engine optimisation) differ in their focus,
platforms, and outcomes: SEO drives clicks and traffic
through traditional search-engine rankings, while
GEO ensures your content is cited or recommended
directly in artificial intelligence (AI)-generated
answers. GEO is key to visibility in the AI era.

Target platforms
SEO: Traditional search engines like Google, Bingn

GEO: AI-driven engines and chatbots (ChatGPT,n
Gemini, Perplexity, Google AI Mode etc)

Result type
SEO:Multiple search results pagesn
for users to explore

GEO: Single summarised AI answer with directn
brand mentions

User journey
SEO: Relies on clicks — users visit your siten

GEO:Often zero-click — users consume contentn
within AI responses

Measurementmetrics
SEO: Success measured by traffic, CTR,n
and rankings

GEO: Success measured by visibility and citationsn
in AI answers

Traffic
SEO:Drives high-volume traffic to websitesn

GEO: Brings lower direct traffic butn
higher-quality leads (intent-driven)

Content types
SEO: Primarily text, with growing usen
of video/maps

GEO: AI answers may integrate diversen
formats — PDFs, code snippets, maps

Business impact
SEO: Builds long-term organic traffic pipelinesn

GEO: Positions brands directly in AI-drivenn
recommendations, critical for future visibility

Source: Industry

GEO’s choice
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In the AI era, brand visibility is about being the one
AI chooses to recommend. That explains the rise of

generative engine optimisation
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