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VibelLogic Al Guide for Marketers

Real talk about Al's place in marketing (especially SEQ) - and how to win

visibility when the rules are changing.

Searchisn’t going away - it's just getting compressed.
Al doesn't skip the journey. It speeds it up. And that means the most useful,

structured, and citable brands show up.

This quide breaks down what Al actually changes, what it doesn’t, and what to

do now to stay findable, trusted, and chosen.
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The Shift (no fluff, just context)

Search used to be a page race. Now it's an influence map.
Al Overviews, LLM answers, and zero-click experiences are compressing the visible real estate.

Nobody lies to their search bar, but they ask LLMs different questions and expect faster, more complete
help.

Winning isn't just "rank = click = convert." It's

[JJ Coreidea: Stop chasing algorithms. Start building relevance across the ecosystem Al pulls

from.



What Al Actually Changes (and what it doesn't)

"Alisn't just a tool. It's a content medium.”

Doesn't change:

Humans still have needs: clarity, proof, and next

steps.

Technical SEO still matters: (findability, crawlability,
structure). If machines can't parse you, they won't

surface you.

Content and context are still core of how any engine
understands your business. Pages must say what you
are, what you do, for whom, and why you are credible.

Where answers appear: increasingly inside AIO/LLM

experiences.

What gets credited: brands with clear entities,
schema, consistent facts, and signal density across

owned + unowned surfaces.

How we repurpose: content is no longer just formats
(blog — video). Al is a content medium (chat flows,
custom GPTs, guided tools).
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https://www.vibelogic.com/post/stop-thinking-of-ai-as-a-tool-it-s-a-content-medium
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From "Rankings"” to Relevance

"You don't win by chasing the algorithm. You win by
understanding the audience."

Old playbook:
e Pick keywords e Model the topic(questions, jobs-to-be-done, outcomes).
e Publish pages e Map the landscape (owned, earned, unowned)where

e (Chaselinks decisions are influenced.

e Structure for machines (entities, schema, source of truth
pages, consistent facts).

e Prove it socially (reviews, mentions, expert corroboration,

helpfulness signals).

e Package it for Al(interactive flows, micro-tools, answer

objects, citations).

Ask of every asset: Are we helping, or just hoping?


https://www.vibelogic.com/post/forget-rankings-think-relevance
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The 3 Engines of Visibility

"Most brands obsess over rankings. Smart ones build relevance.”

Think of your visibility as needing optimization in 3 ways:

AEO Readiness LLM Presence Search Influence Landscape
(technical + structural) (brand + competitive) (ecosystem)

Can machines ingest, interpret, Do major models represent you Are you present where your

and quote you? accurately and often? audience already seeks proof and

help (review sites, marketplaces,

forums, publications)?

Each can help or hinder your ability to be seen.


https://www.vibelogic.com/post/forget-rankings-think-relevance
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AEQO Readiness: Make Your Site Machine-Legible

"Grounding... anchors an Al model's output in real, verifiable
information to ensure accuracy and relevance."

Goal: Remove blockers that keep LLMs and Al Overviews from trusting and re-using your content.

e Entity clarity: Have canonical "About/Who/What" pages that define people, products, features, prices, locations, and
policies. Keep facts consistent across site + profiles.

e Schema everywhere that matters: Organization, Product/Service, FAQ, HowTo, Article, Review, Event. Validate and

maintain.

¢ Indexing & crawl health: Eliminate accidental noindex, faceted crawl traps, thin/dup clusters, JavaScript only render
blocks.

e Answer objects: Tight, cited, scannable sections LLMs can lift: definitions, steps, pros/cons, tables, FAQs.
e Evidence: First-party data, quotes, case specifics, author + reviewer with credentials (E-E-A-T hygiene).

* Freshness cadence: Update facts, version content, expose dates responsibly (avoid false staleness).

[J Ship this quarter: Convert your top 10 "key topics" into structured answer hubs with schema, FAQs, and
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LLM Presence: What the Models Say About You

"There is areason LLMs favor brands that have a lot of brand
mentions and brand equity - they've earned it."

Reality check: LLMs synthesize from multiple sources. If you're under-represented—or misrepresented, your brand
disappearsin the blend.

What to assess:

e Presence: Do major models (OpenAl, Google, Anthropic, Perplexity, etc.) cite you? Describe you correctly?

Recommend you?
e Parity vs. competitors: Who gets named, quoted, or linked more in Al responses for your key topics?

e Gaps & blind spots: Topics you own on site but not in model answers; third-party pages credited instead of you.

01 02 03
Tighten your source-of-truth pages. Seed proof on third-party surfaces Publish concise, citable explainers
Make facts unmissable and models trust (high-authority (definitions, process steps,

link-worthy. publications, docs, editorials, calculators) that earn references.
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Search Influence Landscape: Search Results Tell a
Story - Make Sure It's Yours

Your customer journey isn't a single SERP click. It follows Google's : plan for roughly 7 hours of meaningful
interaction across 11touchpoints in 4 distinct locations (owned, earned, and unowned surfaces). If you only optimize your
domain, you'll be invisible for most of those moments.

Map it out:

e |dentify proof platforms (review sites, industry directories, analyst notes, buyer guides) that count toward the 4
locations.

e Find topic neighbors(YouTube walkthroughs, Reddit threads, community posts)your audience actually reads to build
toward the 11 touchpoints and 7 hours.

e Quantify unowned wins worth chasing (contributor slots, syndication, collaborations, placements) so machines and
humans encounter you repeatedly.

()  What now: Ship one "ecosystem pack" per key topic: 1authoritative page, 1third-party placement, 1explainer
video, Tcommunity answer, 1citable stat/visual. That single pack purposely advances the 7-11-4 cadence for
your priority topics.



What to Ship in the Next 90 Days

Week 1-2: Prioritize 5 key
topics

(intent + revenue link).

e Pull SERP+AIO+LLM

snapshots.

e Audit owned vs. unowned

coverage.

T

Week 3-6: Build

5 answer hubs (entity
clarity, schema, FAQs,
citations, short video).

5 ecosystem packs (1
third-party placement
each).

2 interactive pilots(one

selector, one mini-GPT).
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Week 7-12: Prove & Polish

Tighten facts, add
evidence blocks, refresh

dates.

Solicit 3 expert
reviews/quotes per hub.

Measure assisted
conversions + model

mentions.
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Want help applying this?

We'll run a for one priority topic. You'll get:

A simple readiness snapshot (what's blocking machines from trusting you).

An LLM presence view (how you show up vs. top competitors right now).

A landscape map (the unowned places worth winning first).

A short action plan (what to fix, what to publish, where to place it) you can execute with your team.

() How to requestit: Fill out the form on here and we'll get started right away:

Get My Web Presence Report


https://www.vibelogic.com/web-presence-intelligence?utm_source=guide&utm_medium=pdf&utm_campaign=ai-guide&utm_content=ai-guide-for-marketers

be the
most useful, citable version of
yourself...everywhere the answers
happen.
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