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FOREWORD

For more than a decade, search engine optimization represented the foundation of digital
visibility. Organizations built strategies around a straightforward imperative: optimize for
Google, rank for keywords, capture traffic.

That paradigm has fundamentally shifted. We are witnessing a profound transformation
from Search Engine Optimization (SEO) to Answer Engine Optimization (AEO) and
Generative Engine Optimization (GEO), a recalibration driven by evolving consumer
behavior and technological capability.

Generation Z completes 40% of searches on social platforms. They consult conversational
Al systems such as ChatGPT for purchase recommendations, Perplexity for alternatives,
and Reddit for discovery. The contemporary consumer journey no longer centers on your
traditional search engines.

Most consequentially, nearly 60% of search queries now conclude without generating a
website visit. Traditional ranking metrics have become substantially less meaningful as
success measures.

Visibility is no longer determined by search engine positioning. It now depends on whether
artificial intelligence systems across multiple discovery surfaces choose to cite you as
authoritative. Organizations that anticipate this shift, building strategically for AEO and GEO
alongside SEO, will dominate their categories in 2026 and beyond. Those that continue
optimizing exclusively for the previous paradigm don't risk failure, but invisibility. They will
be preparing for a game that has already changed.

www.cdmmediagroup.com
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INTRODUCTION

What Multi-Surface Search Means

Information discovery now unfolds across multiple digital environments, not within a single
search engine. In a multi-surface search environment, answers emerge through Al
assistants, conversational interfaces, social platforms, vertical tools, and community-
driven sources, reflecting a fundamental shift from link-based retrieval to distributed,
Al-driven discovery.

While Google remains a critical part of this ecosystem, it
is no longer the only point of discovery.

Users ask Al assistants to compare solutions, rely on retrieval-augmented generation
(RAG) systems embedded within applications, search professional networks such as
LinkedIn for expert perspectives, and consult platforms such as Reddit for real-world
validation. In many cases, the user receives a complete answer without clicking through
to a website, reducing the importance of traditional traffic-driven metrics.

This shift has significant implications for brands. Traditional SEO strategies, which focus
on keyword rankings and page optimization, are no longer sufficient on their own. Visibility
now depends on whether content can be understood, trusted, and cited by Al systems
across multiple discovery surfaces.

Brands that fail to adapt risk losing visibility, because their content lacks alignment with
how people find information today and remains optimized for an outdated search model.

In a multi-surface search environment, success is defined by presence across the entire
discovery journey, not dominance within a single channel.

www.cdmmediagroup.com
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EXPERT PERSPECTIVE

"Search has fractured. Where once a single search query might
lead to a dozen potential websites, nearly 60 percent of searches

now end without any clicks at all. Users increasingly get answers directly
from generative engines, voice assistants, and in-app search. For brands, this
means the old methods of attracting attention and engaging with consumers are
swiftly vanishing. This is the multi-surface search era. Brands that treat visibility
as an ecosystem, rather than a ranking, will lead.

What this means for brands in 2026 is the understanding that today’s buyers
rely on Gen Al and platform search for instant answers, shaped by how clearly

your brand is understood.

If Al misreads your brand, it will misrepresent you or recommend competitors
making regular brand audits across these systems essential. The discovery
journey has shortened dramatically and the Al tools no longer provide a list of
links; they provide a conclusion, interpret intent and reduce the traditional

search journey into a single insight."

Anand Gera

Co-founder and Director,
eWay Corp

Key Takeaway

« The most successful brands in 2026 will not attempt to manipulate algorithms.

« These brands will create ecosystems across search, social, commerce, Al engines,
and conversational formats that reinforce a coherent identity machines can
understand, and audiences can trust.

» The winners will stop chasing rankings and start becoming the definitive answer.

A practical checkpoint

Search your company and/or brand name on ChatGPT, Perplexity, Gemini, Bing, and

Claude, one at a time (yes, all of them). Use a combination of text and voice chat options.
Ask questions like “Who is [brand]?” or “What does [company] do?” If what you see/hear
doesn’t match your brand’s story, that’s your roadmap.

www.cdmmediagroup.com



CoM

THE STATE OF SEARCH IN 2026

Al-Led Search Surfaces and Answer-First Discovery

In the old SEO model, visibility meant SERP position. Today, visibility means being
included in Al-generated answers, cited by systems, and discoverable across surfaces.

Visibility has shifted from ranking to inclusion.

Content is now a
knowledge asset

Zero-click search
dominates

Trust is the core
signal

Machine-readability
is essential

Zero-click search dominates

When Al assistants generate direct answers without linking to your website,
— = ranking position becomes irrelevant. Your content can be cited without you
receiving traffic.

Q :

Machine-readability is essential

Al systems parse, extract, and verify content differently than humans. They
need clear structure, factual accuracy, organized data, and explicit trust
signals.

Trust is the core signal
Al systems evaluate trustworthiness through factual accuracy, depth, data
structure, credentials, and consistency and not just external authority.

Content is now a knowledge asset
Brands that win treat content as enduring knowledge assets, not temporary
marketing campaigns.

www.cdmmediagroup.com
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“In 2026, visibility doesn’t live inside Google alone; it lives across ‘
multi-surface ecosystems like LLMs, answer engines, Al-driven
product finders, social algorithms, and niche vertical search surfaces.

A 360-degree presence is no longer a branding goal; it's the minimum operating
system for discoverability. If SEO was about ranking, GEO is about being included in
the answer, no matter where the answer is generated.

Brands must evolve from optimizing webpages to optimizing knowledge. Product
facts, narratives, FAQs, claims, datasets, and proofs must be structured, verifiable,
and machine composable across surfaces. Brands not existing in vectors, entities,
and citations effectively don't exist.

What should brands do now? Build a GEO framework optimizing for Al-generated
answers, not just Google rankings. Create LLM-ready content with clean facts,
structured schemas, and summary blocks. Strengthen your entity graph with
consistent naming, relationships, and verified sources.

Ensure brand presence across multi-surfaces: Reddit, YouTube, TikTok, Quora,
GitHub, Wikipedia, niche directories. Run monthly Al visibility audits on ChatGPT,
Perplexity, Gemini, Copilot. Build machine-actionable instructions, FAQs, comparison
data, metadata. The brands that win are brands Als trust, cite, and act upon.”

Mohammad Yousuf

Vice President, SEO
Dentsu International

Key Takeaway

« Visibility shifted from Google rankings to Al-generated answers across LLMs,
social search, and vertical discovery.

» Win by optimizing structured, verifiable knowledge for machines to compose
and act on.

« Brands with trusted entity graphs and multi-surface presence become citable
Al sources.

www.cdmmediagroup.com
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WHY SEO ALONE ISN'T ENOUGH ANYMORE

The Shift from Keyword Intent to Answer Intent

Traditional SEO strategy started with keyword research: ‘What keywords do our audiences
search for?’ This is becoming obsolete.

The new question: ‘What answers does our audience need across every surface they use?’

This is a complete inversion because the keyword intent is reactive and narrow whereas the
answer intent is proactive and expansive. You are not competing on rankings; you are
competing on comprehensiveness, accuracy, and trust.

The Visibility Gap

The data on global share of organic, social media, and Al traffic in 2025 reveals a critical
reality: most organizations optimize exclusively for a single discovery surface while
remaining invisible across the majority where their audience actually searches.
Understanding this gap is essential to unlocking growth in multi-surface discovery.

Global Share of Organic, Social Media,
and Al Traffic in 2025

Organic

v D s
Social Media

Traffic - 10'12%

Al Traffic 0.18%

0.00% 10.00% 20.00% 30.00% 40.00% 50.00%

Source: SE Ranking

Most companies optimize only for that first 45%. They are invisible everywhere else.
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The Impact of Multi-Surface Rebuilding

When companies rebuild their content strategy for multi-surface discovery; restructuring for
AEO, implementing GEO principles, and distributing across all discovery surfaces, the
results are immediate and measurable:

Qualified leads increase 30-50%

« Customer acquisition cost decreases

Conversion rates improve

Content ROl compounds over time

www.cdmmediagroup.com
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"Multi-surface search is not about ranking anymore. It's about whether Al systems
can confidently cite you. At TheNoah, we build Al that synthesizes answers from
structured knowledge. Brands that organize information as machine-composable
knowledge dominate across ChatGPT, Perplexity, and vertical search
simultaneously.

Google ranked pages. Al systems compose answers. If your content isn't structured
for machine extraction, then you are invisible. You need clear entity definitions. You
need verifiable facts. You need consistent metadata.

Stop optimizing for each surface separately. Organize your knowledge once. Make
it factually accurate. Make it structured. Make it machine-readable. It works across
all Al-powered discovery channels automatically.

By 2026, this won't be a competitive advantage. It will be table stakes. The brands
investing in knowledge structure now will dominate."

Akash Sureka

Founder,
TheNoah.ai

Key Takeaway

« Structure your knowledge for machines, and visibility across all discovery surfaces
follows naturally.

» Machine-composable knowledge is more valuable than content volume. Quality and
organization compound across all Al-powered channels.

» By 2026, machine-readable knowledge won't be a competitive advantage. It will be
the baseline requirement for any brand wanting to be discoverable."

www.cdmmediagroup.com
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ANSWER ENGINE OPTIMIZATION:
UNDERSTANDING R€O

Optimizing for Answerability, Clarity, and Machine-Readability

In 2026, visibility no longer means ranking, it means being cited. When ChatGPT,
Perplexity, and Claude synthesize answers, they extract and cite your content directly. If
your content isn't optimized for extraction, you're invisible in the fastest-growing search
surface.

How Brands Must Optimize for AEO

Answerability

Lead with direct answers. Not "You might consider..." but "This platform is
best for X because..." Al systems extract answers to specific questions. If
your content answers directly, it gets cited.

Clarity

Use simple, precise language. Active voice. Concrete examples. Specific
metrics. Machines parse differently than humans, ambiguity gets filtered
out. Clarity gets cited.

Structured Responses

Proper heading hierarchy. Clear lists. Tables for comparisons. Structure
signals importance to machines. When information is organized, machines
can parse and extract it reliably.

Trust Signals

Author credentials. Sources and citations. Supporting data. Consistency
with other trusted sources. Al systems evaluate trustworthiness before
citing. Credibility signals determine citation likelihood.

=
\

o

®©

Content That Makes Sense to Machines

Machine-readable content combines all four pillars. It's written for both humans and
machines simultaneously. It answers directly, communicates clearly, organizes
information logically, and proves credibility.

Brands optimized for AEO get cited consistently. Brands that ignore it disappear from
where customers actually search.

www.cdmmediagroup.com
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“As a content marketing professional, | have had extensive
experience in leading digital strategy, and content ecosystems
across industries like travel, renewable energy, ecommerce, media &
entertainment, and health & wellness. Having said that, | have been one of those
privileged millennials who witnessed the seismic shift unfolding in search, i.e., the
evolution from classic SEO to AEO, GEO, and multi-surface search.

As a result, | built multiple user-centric growth engines rooted in the orchestration of
data, and creativity over a period of a little more than a decade now. And for the entirety
of that duration, my experience and perception resonated with a consistent belief (read
fact) that brands win when they understand how humans ask questions, and how
machines interpret those answers.

Evolution is an innate part of who we are as humans, and that applies to search too.
Visibility is no longer about ranking but being referenced. Multi-surface search, AEO,
and GEO demand marketing discipline where brands structure knowledge and build
authority that Al systems can trust.

| have always fixated on the fact that AEO and GEO don't replace SEO. Rather, they
extend search into new decision-making surfaces. Winning marketers in 2026 treat
search as a discovery ecosystem, designing experiences that position their brand as
"the answer everywhere conversations happen."

Christina Patrick

Senior Content Marketing Manager, SMB Market
Daxko

Key Takeaway

« AEO's four pillars: answerability, clarity, structured responses, trust signals
enable machines to extract and cite your content across ChatGPT,
Perplexity, and vertical search.

» Optimizing all four doubles visibility across Al search engines and increases
qualified leads/

» Machine-readable content becomes discoverable everywhere
conversations happen.

www.cdmmediagroup.com
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G€O - GENERATIVE ENGINE OPTIMIZATION:
WHAT'S CHANGING

How GenAl Search Interprets Content and Requires Credibility

Generative Engine Optimization is about being the answer that Al systems choose to cite.
It's about credibility, building content with such rigor that generative Al decides your
content is worth citing repeatedly.

Al systems need credibility. When they cite unreliable sources, their answers fail. This
creates a trust hierarchy. Al systems prefer sources that demonstrate expertise, provide
verifiable facts, maintain consistency, show rigor, remain accurate over time, and build
community recognition.

Building GEO-ready Content Relates to:

Treating content as N Creating
Building
knowledge assets, structured
. depth and
not campaigns datasets
context

Prioritizing Documenting Maintaining
accuracy methodology consistency
obsessively obsessively

www.cdmmediagroup.com
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THE CDM FRAMEWORK FOR
MULTI-SURFACE SEARCH

The Proprietary Model for 2026 Success

At CDM, we have spent close to a decade building content systems that drive ROIl. We've
watched how content performs across industries, how it compounds discovery, and how it
translates to qualified leads. That expertise now extends into multi-surface optimization.

The CDM Framework is a complete content operating system built for discovery across
Google, ChatGPT, Perplexity, social platforms, and vertical search simultaneously.

Three-Layer Content Architecture

Foundation
Layer

Distribution
Layer

@» Foundation Layer
! Knowledge Assets Comprehensive, authoritative pieces that answer
ﬂ%‘—@ fundamental questions. Industry guides, methodologies, definitive
frameworks, original research. Built to last indefinitely. These establish
authority and get cited repeatedly.

Distribution Layer

Surface-Specific Adaptations From each knowledge asset, create
optimized versions for different surfaces such as Google articles, ChatGPT
summaries, social content, vertical search feeds. Same knowledge,
different packaging.

f,—s\\rg Entity Layer
@ Consistent Brand Identity Your narrative, credentials, positioning, and
& voice remain consistent across all content. Consistency signals

trustworthiness to machines.

www.cdmmediagroup.com



A€EO + GEO OPTIMIZATION CHECKLIST

AEO: Answer Engine Readiness

Content creators and marketers need the below checklist to ensure their content performs
well in Al-powered answer engines like Google's Al Overviews, which prioritize direct,
structured answers over traditional SEO signals.

@/ Answer-first structure: Use direct answers in opening

v/ Trust signals present:Credentials, sources, data

Clear, precise language: No jargon

Proper heading hierarchy: Organize content with clear H2, H3 tags

FAQ sections for extraction: Structure FAQs for Al parsing

QARARR

Schema markup implemented: Add structured data for machine readability

GEO: Generative Engine Trustworthiness

Enterprise content teams must follow these guidelines to maintain credibility when their
content appears in generative Al outputs, where trustworthiness signals are critical for
brand reputation and user confidence.

All claims verifiable and sourced: Cite references and evidence

Expertise demonstrated through methodology: Explain your research process
Data in structured formats: Tables, datasets

Author credentials displayed: Showcase qualifications and experience

Regular update schedule: Maintain fresh, current information

QRARQAQAR

Consistency across all properties: Align messaging across platforms

www.cdmmediagroup.com
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Machine-Friendly Writing: Five Principles

All content creators should internalize these principles to prepare for an Al-first future
where search engines, answer engines, and generative Al systems all reward content that
is structured, clear, and credible.

@  Answerability
" o= Lead with direct answers. "The best approach is X because..." not "You
' might consider..."

4  Clarity
% % Simple language. Active voice. Concrete examples. Specific metrics. One
) / idea per sentence.

~~~~~~~~

¢  Structure
,I:"mm,o Hierarchy through headings. Clear lists. Tables for comparisons.
A / Scannable sections.

~ @ _  Credibility
ﬁ Author credentials. Citations. Supporting data. Methodology. Expertise
© / signals.

~ Pt

‘ Consistency
i ff’@? ' Same terminology. Aligned narratives. Unified brand descriptions across
[‘1} /' platforms.

-
~~~~~~~~
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CONTENT DESIGN TEMPLATES

After defining your AEO and GEO standards, the next step is creating content that meets
those criteria. These three templates provide the structural blueprints for building content
that performs across multi-surface discovery, whether optimizing for ChatGPT extraction,
Al citation, or traditional search rankings.

Knowledge Asset - 2,000-3,000 words

This is your flagship content format. Knowledge assets are comprehensive, authoritative
pieces designed to establish expertise, earn citations from Al systems, and serve as
enduring reference material. Use this when building thought leadership, original research,
industry guides, or definitive frameworks.

o

||@\

Introduction Problem Comprehensive

Exploration

Data &
Research

Next Steps Key Case Studies
Takeaways

Answer-Optimized Article - 1,000-1,500 words

This format is built specifically for answer engines and featured snippets. It prioritizes
direct, extraction-ready answers upfront, followed by implementation guidance. Use this
for how-to content, best practice guides, and comparison pieces that feed ChatGPT and
Perplexity responses.

Direct Answer Why It

Matters
Common

Mistakes

Resources FAQ Examples

www.cdmmediagroup.com
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Comparison Content

Use this template when buyers are evaluating options and need side-by-side analysis.
This format works for competitor analysis, product comparisons, and methodology
comparisons. Al systems extract this structure for synthesis into generated answers.

Evaluation Side-by-Side Pros/Cons
Criteria Comparison

Citations Verdict Use Cases

e = N\

—~

e AT EE TN na
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CDM 4-STEP IMPLEMENTATION

With content templates defined, execution requires a systematic four-step process that
moves from discovery through distribution. At CDM Media Group, we have developed this
framework to ensure your multi-surface optimization is methodical, measurable, and
compounds over time.

www.cdmmediagroup.com

Step 1

Audit & Entity Mapping

Map visibility across all surfaces. Define brand entity. Document gaps.

Step 2

Content Restructuring
Build foundational assets. Restructure existing content. Close gaps.

Step 3

Technical Setup

Implement schema. Configure crawlability. Establish update processes.
Step 4

Distribution & Signals
Distribute across surfaces. Build citations. Establish media relationships.



EXPERT PERSPECTIVE

“What's becoming increasingly clear is that generative Al is changing how visibility
and credibility are earned. This shift isn’'t about search tactics or content volume
anymore. Al is making judgment calls about what information it trusts, what has
substance, and what adds real value.

Many brands are still approaching content as promotional output, and those efforts
are quietly losing impact. The organizations gaining ground are taking a different
view. They are treating content as a long-term knowledge asset that is built for
clarity, depth, and usefulness rather than short-term campaigns. When information
is thoughtful, well-grounded, and genuinely helpful, Al understands not just what a
company offers, but why it matters.

This represents a meaningful change in how content strategy supports business
strategy. It's less about visibility tricks and more about earning trust at scale. For
leadership teams, that mindset shift is quickly becoming a source of lasting
competitive advantage.”

Vinod Kumar M

Senior Vice President, Marketing
[24]7 .ai

Key Takeaway

« How GenAl determines trust, relevance, and credibility

CoM

« Why treating content as a structured knowledge asset creates competitive advantage

www.cdmmediagroup.com
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THE 2026 MULTI-SURFACE
SEARCH CHECKLIST

Before launching your multi-surface optimization, the below checklist ensures nothing is
missed across content quality, distribution coverage, and trust signals. Use this to verify
readiness as you implement the AEO, GEO, and CDM framework across your
organization.

Content Readiness

Verify that your content foundation is built for machine extraction and Al citation across all
discovery surfaces.

Created core knowledge assets answering fundamental audience questions
Restructured content with answer-first structure

Added trust signals (credentials, sources, data)

Improved clarity and precision

Built FAQ sections to key content

QARARRRAR

Implemented schema markup

Distribution & Signals

Confirm your content is discoverable and cited across Google, Al assistants, vertical
search, and community platforms.

Optimized Google Search presence

Ensured ChatGPT and Perplexity can index content
Submitted to relevant vertical search engines
Optimized social profiles and built community presence

Built quality backlinks from authoritative sources

QARARRRAR

Established media relationships

www.cdmmediagroup.com
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Trust & Verification

Validate that credibility signals are consistent and verifiable across all platforms where
your brand appears.

i
¢
)
Y
¢
)

Displayed author credentials prominently
Documented team expertise and backgrounds
Published original research with methodology
Verified business information across platforms
Ensured consistent brand messaging everywhere

Collected customer testimonials and case studies

www.cdmmediagroup.com



EXPERT PERSPECTIVE

www.cdm

“After more than three decades of working across brands and markets, I've
seen every shift; from brochures to websites, from search-driven visibility to
relationship-driven discovery. Each change altered how brands showed up,

but this one is fundamentally different.

Search is no longer a single destination; it's an ecosystem shaped by Al
tools, industry platforms, analyst insights, social conversations, and peer
recommendations. Buyers start forming opinions long before they land on a

website, often without brands even realising it

In the Beyond-SEO era, visibility isn’'t engineered through tactics alone, it's
earned through clarity of messaging, consistency across touchpoints, and
credibility that holds up wherever buyers look for answers.”

Amit Gajwani
A Marketing Leader with 30+ years of driving growth

Key Takeaway

» Search is no longer one place; it's everywhere.
Visibility is earned through clarity and consistency.
Buyers decide before they visit your website.
Trust now drives discovery.

mediagroup.com
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INDUSTRY US€E CASES:
MULTI-SURFACE OPTIMIZATION IN ACTION

These real-world examples demonstrate how organizations across different industries
applied AEO, GEO, and multi-surface strategy to break through visibility ceilings. Each
case shows the before-and-after impact of treating content as a distributed knowledge
asset rather than a Google-only strategy.

B2B Tech Firm - From Google-Dependent to
Multi-Surface Authority

The Challenge

A B2B technology company specialized in infrastructure solutions. 60% of their qualified
leads came from Google organic search. But internal analysis revealed a critical gap: they
were invisible on ChatGPT when prospects asked category-specific questions. Their
content ranked well for branded keywords but didn't appear in Al-generated comparison
answers. LinkedIn visibility was minimal. No presence on vertical search engines used by
technical buyers.

The Strategy
CDM rebuilt their content architecture around multi-surface discovery:

Foundation Knowledge Assets
m@ Created comprehensive technical guides and methodology papers that
‘ became the authoritative reference in their category

AEO Optimization
Restructured product content for answerability and machine extraction.
c Technical specs became comparison-ready. Solution briefs became answer-
first summaries

www.cdmmediagroup.com
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= Entity Strengthening
@" Unified their brand identity across website, LinkedIn, GitHub (for technical

e credibility), and industry directories
EE Distribution
B33 Published technical thought leadership on multiple platforms. Built backlinks
= from authoritative technical sources. Ensured presence on vertical search
engines where technical buyers research
™
a0l _|
Results

Visibility

ﬁ ChatGPT mentions increased from 0 to consistent citation in technical
comparison answers. Perplexity visibility went from absent to appearing in
65% of relevant queries

a Organic Pipeline
g’4® LinkedIn-sourced qualified leads increased 185%. Vertical search referral
&  traffic grew 240%

Content Performance

Eﬁ%} Older technical guides started driving discovery months after publication.
T Content citation rate across Al systems increased by 320%

www.cdmmediagroup.com
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SaaS Company - Breaking Through the
Visibility Ceiling

The Challenge

A project management SaaS company with decent Google rankings (average position 8-
12 for target keywords) and 47% organic traffic growth year-over-year. But they'd hit a
ceiling. Growth was plateauing. Analysis revealed they were invisible on e-commerce and
SaaS-specific vertical search engines. ChatGPT rarely cited them despite being a relevant
solution. Social platform discovery was non-existent. Most competitors had better visibility
across non-Google surfaces.

The Strategy
Multi-surface content restructuring focused on:

Product Content Optimization

SN : .
Restructured product documentation and use cases as comparison-ready
DM =

content. What used to be internal documentation became extraction-ready for
Al systems

Answer-First Content
@@@ Created content specifically optimized for ChatGPT and Perplexity discovery.

yay "What's the best project management tool for X?" queries targeted with direct,
structured answers
JO. Platform-Specific Adaptation
.:' Y Built product feeds for vertical search engines. Created comparison matrices
Oﬁ—-A machines could parse

Social-First Formats
B Developed TikTok and Inst tent that d ial platf di
@{ ped TikTok and Instagram content that drove social platform discovery
B (often overlooked for B2B SaaS)

www.cdmmediagroup.com
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ool _J
Results

Visibility

ﬁ Organic traffic increased 47% in the first 90 days (vs. previous ceiling of 25-
30% annual growth). ChatGPT appeared as a citation source in generated
answers. Vertical search engines showed 156% increase in referral traffic

a Organic Pipeline
z’4® Qualified leads sourced from Perplexity and vertical search increased 310%.
&  Overall CAC decreased 28%

Content Performance
Eﬁg} Product comparison content became their highest-performing asset class.
= Single guide generating 8,000+ monthly visits and consistent Al citations

www.cdmmediagroup.com
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“We used to build campaigns around keywords which now have
completely inverted.

The question now is - What answers does our audience need across
every surface they use?

But It's not just about answering the question. It's about understanding entity intent.
When someone searches 'best project management tools,' they are looking for your
brand: credibility, fit, trustworthiness. Entity optimization ensures when your name or
category appears, your brand's identity is clear and consistent.

We audited a mid-market B2B client. Their content was invisible on ChatGPT, barely
visible on Perplexity, and missing from vertical search and e-commerce. Google
delivered most traffic but only 35-40% of discovery. The remaining 50-60% was
invisible across TikTok, Instagram, LinkedIn, and niche platforms.

We rebuilt their content strategy for answer intent across multiple surfaces, not SEO
rankings. We mapped content to each platform's discovery logic, optimized product
information for e-commerce, created answer-first content for ChatGPT and Perplexity,
and built social-first formats for TikTok and Instagram.

That single shift moved their pipeline metrics. More qualified leads. Lower CAC.
Better conversion. That shift made them visible across the channels where customers
genuinely search today, not only on Google.”

Kelly Paul
VP, Marketing Operations,
New Path Digital

Key Takeaway

» Answer intent plus entity optimization makes your brand recognizable and
trustworthy.

» Most companies are only visible on Google, missing ChatGPT, Perplexity,
TikTok, Instagram, LinkedIn, and vertical search.

» Multi-surface content strategy directly improves qualified leads, CAC, and
conversion rates.

www.cdmmediagroup.com
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E-commerce - Reclaiming Discovery From
Multiple Channels

The Challenge

A mid-market fashion e-commerce brand dependent on Pinterest and Google Shopping.
Social commerce had fragmented across multiple platforms, and their presence across
these channels was weak. Product descriptions weren't optimized for Al-powered
shopping assistants. Social audience discovering them but converting at half the rate of
Pinterest traffic (indicating poor product information clarity).

The Strategy

Content strategy focused on product discoverability across multiple surfaces:

Product Information Restructuring

Rebuilt product descriptions with schema optimization and structured data.
Clear attributes, benefits, comparison data, and sizing guides that machines
could extract and reuse

Multi-Channel Product Optimization

=4

iy Optimized product information for discovery across multiple social commerce
Qe platforms and vertical shopping engines
Al Shopping Assistant Readiness
= Structured product metadata for Al-powered shopping assistants (like
&®  ChatGPT's shopping capabilities). Clear product facts, comparisons, styling

recommendations

Social Commerce Content
Built social-first product content that bridged discovery and conversion across
multiple platforms

2

i

www.cdmmediagroup.com



CoM

r
ool |
Results
Visibility
@nﬁ Social commerce referral traffic increased 320% in 120 days. Al-powered
= shopping assistant citations increased from zero to consistent mentions in
relevant product queries
Organic Pipeline
A, 9

,@ Social traffic conversion rate improved from 2.1% to 5.6% (clearer product
@g information = better purchasing decisions). Overall e-commerce referral traffic
grew 156%

Content Performance

Eﬁcﬁ} Product description optimization had compound effect, same product

T information working harder across multiple social platforms, Google Shopping,
vertical search engines, and Al shopping assistants

www.cdmmediagroup.com



EXPERT PERSPECTIVE

“After decades of working with manufacturing and industrial businesses, | now see
that the buyers are forming opinions through Al tools, peer conversations, and
industry platforms long before a sales conversation begins.

Most industrial companies aren’t losing visibility because they lack capability, they're
losing visibility because their expertise is scattered, locked in PDFs, sales decks, and
tribal knowledge that machines can’t interpret. When Al systems look for answers,
they don’t see decades of experience unless it's structured, consistent, and verifiable.

In this new era, marketing isn’t about promotion, it's about definition. Manufacturing
brands that take control of their narrative will earn trust earlier in the buying cycle.
Those that don’t will still be excellent at what they do, but increasingly hard to find.”

Bejoy Peter
Brand Strategist
Vision Kraft Media Works

Key Takeaway

« Buyers form opinions via Al and peers long before sales conversations begin.

« Industrial expertise remains invisible when trapped in PDFs, decks, and tribal
knowledge that Al cannot read.

» Marketing is now about definition. Brands that structure their narrative earn trust
early; others fade from discovery.

www.cdmmediagroup.com
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IT Services - Building Category Authority
Through Knowledge Assets

The Challenge

Large IT services firm with enterprise brand recognition but minimal thought leadership
presence. Rarely cited by industry analysts. Not appearing in ChatGPT when prospects
asked about IT strategy, emerging technologies, or problem-solving approaches. LinkedIn
presence existed but didn't drive meaningful discovery. Internal consulting assets
(methodologies, frameworks) remained hidden.

The Strategy

Content strategy built around knowledge asset creation and distribution:

-EE Flagship Knowledge Assets
! Published quarterly original research on emerging IT trends, compiled from
¥¢  proprietary client data. Created definitive guides on infrastructure
modernization, cloud strategy, and digital transformation

GEO Optimization

@}, Built these assets for machine credibility, extensive sourcing, clear
methodology, expertise signals, structured data. Designed for Al systems to
confidently cite

Community Authority

@ Established active presence in Reddit communities where IT decision-makers
ol |] discuss challenges. Published methodology frameworks on GitHub. Built
presence in industry analyst communities
Distribution
2 8 Syndicated thought leadership to industry publications. Built analyst
o relationships. Ensured presence across vertical search engines for IT services

www.cdmmediagroup.com
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Results

Visibility

ﬁ Analyst mentions and citations increased 8x. ChatGPT mentions as an
authoritative source increased from O to 3-4 per month on IT-related queries.
LinkedIn organic reach increased 340%

a Organic Pipeline
@'4,® Community-sourced qualified leads became consistent pipeline contributors.
&  Industry recognition led to speaking opportunities and partnership inquiries

Content Performance
e;l Original research became an annual reference point. Single research report
= generated 15,000+ downloads and consistent media citations

www.cdmmediagroup.com



KEY PATTERNS ACROSS ALL USE CASES

Pattern 1

The Visibility Gap Initial discovery concentrated on Google (35-65%), leaving
40-60% of the audience on ChatGPT, Perplexity, vertical search, and social
platforms invisible until multi-surface optimization.

Pattern 2

Content Compounds When content is optimized for multi-surface discovery, it
works harder. The same knowledge asset serves Google, ChatGPT, Perplexity,
social platforms, and vertical search simultaneously. simultaneously.

agpnt®

Pattern 3 .

Quality Traffic Increases Not just more traffic but more qualified traffic.
Customers discovering through multiple surfaces have higher trust and higher
conversion intent.

Pattern 4

Timeline Matters Most improvements visible in 90 days. Significant gains within
6 months. Compound effects and category authority visible after 12 months.

www.cdmmediagroup.com



EXPERT PERSPECTIVE
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“Effective marketing starts with an unfiltered visibility audit, to
understand where your brand is actually being discovered across
Google, Al answer engines, social platforms, vertical search, and where
it's missing entirely. Once that reality is mapped, the priority shifts to defining
the brand as a clear entity: its positioning, expertise, proof points, and
relationships, structured in a way both humans and machines can interpret.

From there, content is not replaced but re-engineered. High-value assets are
restructured for answer-first clarity, credibility, and machine readability, supported
by schema and technical foundations that allow Al systems to extract and trust
information.

GEO extends this by turning content into long-term knowledge assets, guides,
frameworks, research, and comparisons that compound visibility over time.
Distribution then becomes a trust-building exercise across multiple surfaces, while
measurement evolves beyond traffic to track citations, surface-level discovery, and
qualified pipeline impact.

Organizations implementing this systematic approach see 40-60% visibility gains
within six months. Success requires methodical execution: audit and entity mapping
in month one, structural changes over three months, then continuous optimization.
Strategic sequencing prevents chaos and ensures sustainable results across all
discovery surfaces.”

Jimmy Jonathan
Lead Gen Consultant to Global Tech Firms

Key Takeaway

« You can’t optimize what you haven’'t mapped hence visibility gaps across Al
social, and vertical search are the real growth blockers.

» AEO and GEO demand entity clarity, not more content and brands win when
their expertise is structured, consistent, and verifiable.

« Modern measurement is about trust and inclusion, hence citations, multi-surface
presence, and lead quality matter more than rankings.

mediagroup.com
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THE IMPLEMENTATION ROADMAP

A Clear, Practical Plan to Win in Multi-Surface Search

\
Step 1: Audit
What You're Doing: Mapping reality.

Audit where you are currently discoverable and where you are not

» Google rankings and search console data

« ChatGPT and Perplexity citations (search your category keywords)
» Vertical search engine presence

» Social platform visibility (LinkedIn, Reddit, industry communities)

« E-commerce and shopping engine presence

Deliverable
Visibility Gap Report showing current discoverability by surface.

Step 2: Entity Mapping
What You're Doing: Defining who you are.

Create clear entity definition

« Brand attributes and differentiators

« Core value proposition

» Product/service categories and positioning
« Key claims and evidence

» Expertise areas and credentials

« Team and partnerships

Deliverable
Entity Definition Document and Knowledge Graph Map.

www.cdmmediagroup.com
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Step 3: Content Restructuring
What You're Doing: Assessing and planning.

Audit existing content:

« What's performing well? What's not?
« What's outdated or incomplete?
« What gaps exist?

Plan restructuring:

Which pieces need rebuilding for AEO/GEO?
« What new content is required?

What can be repurposed vs. recreated?
Priority sequencing

Deliverable
Content Audit and Restructuring Plan.

Step 4: Schema Setup
What You're Doing: Making content machine-readable.

Implement:

« Organization schema (brand identity)

« Product/Service schema (offerings)

« Article schema (author credentials)

« FAQ schema (extraction-ready)

» Breadcrumb schema (hierarchy)

» Proper XML sitemaps

« Canonical tags for duplication prevention

Deliverable
Technical Implementation Complete, Schema Validated.

www.cdmmediagroup.com
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Step 5: AEO Writing Guidelines 0—

What You're Doing: Writing for machines and humans.

Rewrite and restructure key content pieces:

» Restructure for answer-first format

« Add explicit trust signals (credentials, sources, data)
« Improve clarity and precision

« Add FAQ sections where relevant

« Improve formatting for machine parsing

» Test extraction readability

Deliverable
AEO-Optimized Content Library.

CDOM

Step 6: GEO Optimization
What You're Doing: Building content machines trust.

Create flagship knowledge assets:

Industry guides and educational content
Original research or analysis

Comprehensive frameworks and methodologies
Definitive category comparisons

Each asset should be:

» Extensively sourced and cited
« Include original perspective

» Regularly updated

 Build clear authority

« Differentiate from competitors

Deliverable
Flagship Knowledge Assets Ready for Citation.

www.cdmmediagroup.com
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Step 7: Distribution + Signals
What You're Doing: Getting discovered.

» Google: Ensure proper indexing, build quality backlinks

« ChatGPT/Perplexity: Ensure content is indexable and cited

« Vertical Search: Submit to relevant specialized platforms

« Social: Build community presence, optimize profiles

« Communities: Establish presence in relevant Reddit, forums, Discord servers
« Media: Build analyst and publication relationships

Deliverable
Multi-Surface Distribution Complete.

e
Step 8: Measurement Framework f—g_J

What You're Doing: Tracking what matters.

Set up measurement:

« ChatGPT and Perplexity citation tracking
» Vertical search visibility tracking

« Social platform analytics

» Referral traffic attribution by source

« Qualified lead tracking by source

« Conversion rate by source

Deliverable
Dashboard tracking multi-surface visibility and ROI.

www.cdmmediagroup.com
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“For years, marketing leaders were taught to chase rankings,
traffic, and clicks. That playbook worked when discovery was
linear and attention was predictable.

But that era is over!

Today, visibility is no longer something you ‘win’ on a results page; it's something Al
systems interpret on your behalf, often before a buyer ever visits your website.

What's changed isn't just search technology, but the nature of trust at scale. Al doesn’t
reward volume, hacks, or clever tactics. It rewards clarity, consistency, and credibility.
Brands that treat content as short-term campaigns lose visibility over time, while
structured knowledge compounds reach across every meaningful surface.

AEO and GEO aren't trends or channels. They are signals of marketing maturity. They
force organizations to answer a harder question: Do we actually know who we are, what
we stand for, and how clearly that shows up everywhere buyers look for answers?

The future doesn’t belong to the loudest brands.
It belongs to the brands Al can trust, cite, and stand behind.

The only real question left is this:
Will your brand be discovered, or decided for?

Sujata Upadhyay
Founder & CEO
CDM MEDIA GROUP LLP

mediagroup.com
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CLOSING NOT€

The decade of SEO-only optimization is
ending. Not because SEO stops mattering,
but because Google is no longer the only
place customers search.

In 2026, brands that win treat content as
knowledge assets that are built for
permanence, rigor, and trust. They
understand that visibility happens across Al
assistants, social platforms, and vertical
search simultaneously.

This is what CDM has been building toward.
Our expertise in intent-driven content
translates directly to multi-surface
optimization. We know how to build
knowledge assets that work across multiple
surfaces and turn content into discoverable,
citable, trustworthy sources.

The question isn't whether to adapt. It's
when you'll start.

www.cdmmediagroup.com
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ABOUT CDM

CDM Media Group is a content-focused lead
generation firm driving ROI across 20+
industries. We've worked with 100+ businesses
to build content systems that drive measurable
outcomes: increased organic traffic, qualified
leads, improved conversion, and enhanced
authority.

Why We Lead in Multi-Surface

Optimization

Our expertise in matching intent with precision
translates directly to multi-surface discovery.
We know how to build knowledge assets that
work across ChatGPT, Perplexity, Google,
social platforms, and vertical search
simultaneously.
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