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Executive summary

For two decades, marketing teams competed for rankings. The objective was straightforward: find the right
keywords, build authority, and move important pages higher in search results. Generative Al is changing that
competition. A prospective buyer can now ask ChatGPT, Google Al Overviews, Perplexity or Copilot a complex

question and receive a synthesized answer without visiting a single website.

The competitive question is no longer only whether a brand ranks. It is whether Al understands the brand, trusts its
information, and uses its content when answering the questions that influence buyers. That distinction creates three
levels of visibility worth tracking separately: appearing in traditional search results, being cited as evidence inside an

Al-generated answer, and becoming one of the entities an Al system recommends for a category or buying question.

This paper argues that the next layer of Al visibility is not only technical. Content clarity, authority, consistency,
corroboration and structure can make information easier for retrieval systems to interpret, extract and reuse, while
technical discoverability remains the prerequisite. Many of the same qualities that help people judge information as
credible, clarity, authority, consistency, repetition and social validation, also make content easier for retrieval
systems to interpret and reuse. The overlap is operational; it should not be read as evidence that an Al system

experiences trust in the human sense.

The content problem

Ranking and being cited are not the same fight.

A page can perform well organically without becoming a preferred source inside an Al-generated answer. An Al
system may instead retrieve a highly specific passage from a source that was never the first traditional result a user
would have clicked. Independent citation-tracking research observed exactly this decoupling: recent citation tracking
suggests that the share of Al Overview citations sourced from pages ranking in Google's organic top 10 declined

materially between mid-2025 and early 2026.

38% 10.6% 44.2%

of Al Overview citations came from top-10 of cited URLs still held their Al citation after of ChatGPT citations came from the first 30
organic results in early 2026, down from 76% 28 days, across 1,127 tracked URLs (Digital percent of a page, across 1.2 million responses
in mid-2025 (Ahrefs, Search Engine Journal, Authority Partners, 2026) (Kevin Indig, Search Engine Land, Feb 2026)
March 2026)

This changes the editorial test. Traditional SEO asks how to make a page rank. Al visibility adds a second question:
which part of this page would an Al system confidently use to answer a specific question. The gap is widening for a
structural reason too: only about 11 percent of domains are cited by both ChatGPT and Perplexity for the same
queries, each engine draws from a largely separate pool of sources, and 40 to 60 percent of cited sources rotate out
within a month (Semrush, 2026). There is a further accuracy gap worth naming plainly: a peer-reviewed Nature

Communications study (Wu et al., 2025) evaluating medical queries found that 50 to 90 percent of LLM responses
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were not fully supported by the sources cited alongside them, even for models using retrieval-augmented
generation. The medical-domain study is a useful warning that the presence of citations does not guarantee that
every generated claim is fully supported by those citations. For marketers, that makes source quality, provenance

and human claim verification more important, not less. Compare two openings for the same topic.

VERSION A

Businesses today operate in a rapidly evolving digital environment where technology continues to transform the
way customers discover and engage with brands. With artificial intelligence becoming increasingly important,
companies need to rethink their digital strategies.

VERSION B

Al search visibility is the ability of a brand, product or source to appear, be cited, or be recommended inside
answers generated by Al-powered search and answer engines.

Version A may read as polished. Version B is easier to retrieve, because it defines one concept clearly, directly and
independently. Most organisations already have the underlying expertise. The problem is usually that the expertise is
packaged in a way that makes it hard for an Al system to identify, interpret and reuse. Publishing more content is

rarely the fix. Restructuring what already exists usually is.

Why this matters more, not less, for an Indian audience

India is a major market for this shift. Available 2026 usage estimates reported for India place ChatGPT, Gemini,
Perplexity and Meta Al at substantial scale (Sensor Tower data, reported by TechCrunch; OpenAl's February 2026
India report), reinforcing the need to design content for the way Indian users increasingly ask questions through Al
interfaces. OpenAl's own report found that users under 30 account for a large majority of India's ChatGPT activity,
with work-related messages making up a higher share of usage than the global average. A 2025 IAMAI figure cited in
this paper reports strong year-on-year growth in voice-search adoption in India, particularly for Hindi and regional-
language queries; the exact source link and measured population and metric are being confirmed before this figure is
used externally. A content strategy built only around English-language, desktop-style search behaviour is already out

of step with how a large share of the addressable Indian market actually queries Al systems.

Where citation value is created

Al systems do not experience trust the way people do, but they retrieve and rank material produced and organised
by humans. Many of the characteristics that make information easier for a person to understand and trust also make
it easier for a retrieval system to extract and cite. Six useful editorial principles emerge when established human-

credibility research is considered alongside current evidence about retrieval, extraction and citation behaviour.

Principle The Human-Trust Version The Al-Retrieval Version
Cognitive fluency Clear, simple information feels easier to trust than A direct answer placed early creates a cleaner
complicated or ambiguous phrasing. unit of text for a model to extract.
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Principle

Authority heuristics

The consistency effect

Social proof and
corroboration

Structural chunking

Entity clarity

The Human-Trust Version
Specific, named sources are more persuasive than

vague claims of expertise.

Conflicting facts about the same entity create doubt,
even when each version is minor.

People trust claims validated by others more than self-
published claims.

Short, labelled sections are easier to hold in working
memory than one continuous block.

Vague, pronoun-heavy writing forces the reader to
infer who or what is meant.

The Atomic Answer principle

From Ranking to Answer Authority

The Al-Retrieval Version

Claims tied to a named source, date and
checkable evidence are easier for a model to
treat as reliable.

Conflicting facts across channels create
ambiguity about which version an Al system
should treat as authoritative.

Consistent independent mentions give retrieval
systems more corroborating sources from

which to resolve entities and claims. The exact
influence of corroboration varies by engine and

query.

Retrieval systems break pages into chunks and
cite the clearest, most self-contained ones.

Explicit naming of people, products and
concepts reduces the inferential work a model
has to do.

A long guide does not need to be retrieved as one block. An Al system may only need the section that answers one

specific question. MagicWorks uses the term “Atomic Answer” for a self-contained editorial unit that names the

question, answers it immediately, identifies the relevant entity, adds evidence where needed, and still makes sense

when retrieved outside the full page.

MAGICWORKS POINT OF VIEW

Do not think only in pages. Think in page, topic, question, answer, evidence. Every important section should
survive being read in isolation.

The MagicWorks self-audit

To test these principles against real behaviour rather than theory, MagicWorks ran its own citation audit: ten buyer-
intent queries, checked across ChatGPT, Google Al Overviews, Gemini and Perplexity. MagicWorks was cited or
recommended in 7 of 32 completed checks. All six ChatGPT hits ranked the firm first among a competitive shortlist,
and a seventh citation appeared inside a Google Al Overview, also ranked first among the agencies listed. Gemini
returned zero citations across all ten queries, and Perplexity returned zero across the two queries it completed
before hitting a rate limit.

One methodological detail matters here. The ChatGPT account used was already signed in, and its memory feature
associates that account with MagicWorks. Three additional answers referenced MagicWorks by name only because
ChatGPT was addressing its own logged-in user's company, not because an independent lookup surfaced it. Those
three were deliberately excluded from the count. Only answers where MagicWorks appeared as a ranked, linked, or
independently-sourced recommendation alongside genuine competitors were counted as citations.

SELF-AUDIT METHODOLOGY

Methodology field
Test date
Market / account context

Detail

21 August 2026, single continuous session

India; ChatGPT, Google and Gemini run on an already-signed-in
Purva Desai / MagicWorks account
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Engines tested

Session state

Runs per query

Queries used

What counted as a citation

Evidence retained

Before external use

From Ranking to Answer Authority

ChatGPT (web search enabled), Google Search / Al Overview,
Gemini (Flash-Lite model), Perplexity

ChatGPT: signed in, account memory active, not a clean session.
Google: standard signed-in browser, not incognito, a deviation from
protocol. Gemini: signed in. Perplexity: logged out, no account held.
One run per query per platform. Al answers are non-deterministic,
so each result is a single snapshot, not a stable average.

Ten buyer-intent queries covering agency-selection and how-to
intents for GEO, AEO and Al-visibility topics in an India and Pune
context; full query list retained in the underlying audit log.
MagicWorks appearing as a ranked, linked or independently-
sourced recommendation alongside genuine competitors. Answers
where ChatGPT referenced MagicWorks only via account-memory
personalisation were identified separately and excluded from the
count.

Answers were reviewed and verified live in-browser at the time of
testing; screenshots were not exported as image files in this run.
Re-run ChatGPT in a clean or memory-disabled session, and Google
in a true incognito window, to remove personalisation as a possible
explanation for the results.

Read plainly, the result is uneven rather than a clean success story: real, ranked visibility on one engine, and no

visibility yet on the other two. That pattern is consistent with the framework above, but it is not proof of causation;

engine-specific retrieval, personalisation, source availability and query interpretation may also contribute to the

differences observed. It is also, usefully, a live before-and-after baseline should the same ten queries be re-run after

applying this paper's framework.

The AI visibility readiness scorecard

Score each strategically important page from 1 to 5 across the eight dimensions below before deciding what to

rewrite.

Dimension

Answer clarity

Structural extractability

Entity specificity

Evidence and authority

Cross-platform consistency

Third-party corroboration

Freshness

Original value

Score 1 looks like

Important answers are buried past the opening
paragraphs.

Long narrative blocks dominate the page.

Generic or ambiguous terminology dominates.

Important claims carry little or no attribution.

Important facts vary between channels.

Expertise exists only as self-published claims.

No visible review discipline on time-sensitive
claims.

Content repeats what is already available
everywhere.

Score 5 looks like

Core questions receive an immediate, direct
answer.

Sections work as independent, self-contained
answer units.

Companies, people, products and concepts are
explicitly named.

Claims use identifiable, checkable, dated evidence.

Core facts remain consistent everywhere they
appear.

Independent sources reinforce the same association.

Time-sensitive information is actively reviewed
and dated.

Content offers original research, data, or expert
interpretation.

HOW TO READ THE TOTAL

© Purva Desai - MagicWorks IT Solutions
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Dimension Score 1 looks like Score 5 looks like

32 to 40: strong readiness, focus on distribution and citation monitoring. 24 to 31: moderate, prioritise targeted
restructuring. 16 to 23: weak, significant content and authority work is required. Below 16. a foundational gap,
fix content strategy and entity clarity before increasing publishing volume. Use 2 for weak but emerging, 3 for
partial or inconsistent implementation, and 4 for strong implementation with limited gaps. For high-stakes
audits, have at least two reviewers score the same page independently.

Prioritization: the 2x2 matrix

Once pages are scored, place them on a simple matrix: expected citation or recommendation impact on one axis,

production effort on the other. The best first rewrite is high impact and low to moderate effort.

HIGH IMPACT - LOW EFFORT HIGH IMPACT - HIGH EFFORT

Clear answer structure, proof points already exist, low Important topic but needs new research, data, or multi-

production complexity. stakeholder sign-off.

— START HERE. PUBLISH WITH BASELINE — MAP NOW, PHASE LATER. BREAK INTO MODULES.

TRACKING.

LOW IMPACT - LOW EFFORT LOW IMPACT - HIGH EFFORT

IMPACT 1 Easy to produce but unlikely to move citation or Heavy production cost for a topic with thin citation

recommendation share. potential.

— USE ONLY TO BUILD TEAM CONFIDENCE. — AVOID. DOCUMENT WHY IT IS NOT A PRIORITY.
LOW EFFORT HIGH EFFORT

DECISION RULE

Start with two or three high-impact pages per sprint, unless the site is small enough to maintain equivalent
review quality at a larger batch size. Preserve a fixed baseline before each batch so before-and-after changes
remain measurable.

Editorial governance

A single inconsistency, a founding year that differs between the website and LinkedIn, a statistic that reads
differently in a sales deck than on the case-study page, may look minor to a human reader. To an Al system trying to
resolve what is true about an entity, it creates entity ambiguity, weakens confidence in which version is current, and

makes consistent retrieval more difficult. Governance is what protects against this.

The Brand Knowledge Layer

Maintain one approved source defining the facts the organisation wants consistently represented everywhere:
company description, leadership information, locations, services, key statistics, approved claims, case-study results,

source references and the date each fact was last verified. Every channel, website, PR, social, sales collateral and
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executive profiles, should draw from this layer rather than restating facts from memory. Where relevant, mirror
approved facts in machine-readable structured data, maintain source URLs and review dates, and keep a simple

change log so website, PR, sales, social and executive profiles can be reconciled after updates.

Control Practical version Evidence to keep

Fact ownership One named editor approves every statistic before it is Approval record, source link, date
reused elsewhere. checked.

Cross-document consistency Before publishing, search existing content for the same  Consistency log, correction notes.

check figure and confirm it matches.

Source attribution Every data point cites a specific, named, checkable Citation list per document.
source.

Update cadence Set a review date for content citing a fast-changing Review calendar, last-updated field.
statistic.

Human review of Al-assisted A person verifies every Al-drafted claim against its Review sign-off, edit history.

drafts original source before publish.

Escalation for contested claims A conflicting figure is flagged and resolved before Escalation note, resolution record.

either version goes live.

What to stop doing

* Stop measuring content success only through traffic; a page can influence Al discovery without generating a

click.

e Stop producing generic articles purely to maintain publishing frequency; near-identical content gives an engine

no reason to prefer yours.

e Stop treating SEO, PR, social and thought leadership as separate workstreams; Al discovery reads the combined

digital footprint.
* Stop letting important facts differ between channels without a named owner responsible for resolving it.

e Stop treating Al-generated drafts as finished research; Al accelerates production, it does not carry

accountability for the claim.

A 90-day Al visibility roadmap

Six phases of fifteen days each. Every phase produces a specific output the editorial owner reviews before the next

phase begins.

Days 01-15 Days 16-30 Days 3145

Baseline Map buyer questions Build the knowledge layer
Output: Current rankings; Al citations and QOutput: The real questions buyers ask, mapped Output: Standardised company, product and
mentions; competitor visibility; conflicting against existing content. service facts with sources and dates.

facts; crawl/index status; robots, noindex and
canonical checks; key-content rendering;
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structured-data coverage; and a documented
Al-crawler access policy where relevant.

Days 4660
Redesign priority content

Output: A small set of pages rewritten for
answer clarity, chunking and evidence.

Days 61-75
Build external authority

Output: Digital PR, expert contributions,
partnerships, customer evidence.

From Ranking to Answer Authority

Days 76-90
Measure

Output: Repeat a fixed query set across
engines using a documented test protocol:
same market, clean-session conditions where
possible, multiple runs, dates recorded,
citations captured, and competitor results
logged. Report both average visibility and
volatility before deciding the next sprint.

Phases overlap in practice. Mapping buyer questions often reshapes what the baseline flagged as a priority, and

redesign frequently surfaces consistency issues that should have been caught while building the knowledge layer.

Treat phase boundaries as review gates, not handoffs.

Metrics and questions

Al visibility needs a broader measurement set than traditional organic reporting. Track a baseline for each before the

first rewrite goes live.

Metric

Citation visibility

Brand mention visibility
Recommendation visibility
Competitive share of Al voice
Cross-engine visibility
Citation persistence

Source diversity

Entity accuracy

Commercial influence

OPERATIONAL DEFINITIONS

What it tells you

How frequently your content is cited inside Al-generated answers.

How frequently your brand appears in relevant answers, cited or not.

How often you are included when users ask for providers or solutions.

How often you appear relative to named competitors on the same queries.

Whether visibility holds across multiple platforms or only one.

Whether visibility remains stable over weeks, not just a single snapshot.

Which external sources shape how Al systems describe your brand or category.

Whether Al-generated descriptions of your organisation are actually correct.

Direct Al referral traffic where available, assisted conversions, CRM source notes,
demo and enquiry language, and a simple self-reported “how did you hear about us”
field. Treat attribution as directional unless a direct referral or campaign path is

observable.

Citation visibility = percentage of tracked query-runs in which an owned or approved brand source is cited.
Recommendation visibility = percentage of provider or solution query-runs in which the brand is recommended.
Cross-engine visibility = number of engines with repeated visibility divided by engines tested.

ON THE LAST METRIC

Al visibility without business relevance is simply another vanity metric. Commercial influence is the one that
should anchor every reporting cycle.
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Eight questions for the next content review

01 Which buyer questions does our content actually answer clearly today, and which bury the answer?
02 Where does the same fact or statistic appear across our content, and does it match everywhere?
03 What would a successful 90-day rewrite prove?

04 Which claims must always be checked by a named person before publish?

05 Who owns fact accuracy across our content library?

06 What baseline citation and mention data can we capture before rewriting anything?

07 Are priority pages technically eligible to be crawled, indexed and rendered correctly?

08 Can we repeat this measurement under the same query, market and session conditions next month?

Conclusion

From ranking to answer authority.

The old objective was to rank high enough to earn the click. The emerging objective is to become authoritative
enough to influence the answer. That requires clarity, evidence, consistency, structure, authority and corroboration,

reinforced across the wider digital ecosystem rather than confined to a single page.

Teams that treat Al visibility as a one-time optimisation project will struggle with a discovery environment in which
sources and answers can change materially over time. Teams that build editorial habits around these cognitive
principles are building an information and authority infrastructure that keeps qualifying, regardless of which engine,

or which future engine, is doing the choosing.

MAGICWORKS POINT OF VIEW

Do not optimise only for rankings. Build a brand Al can understand, verify and confidently reference. The
starting question is simple: when your customer asks AI about the problem your company solves, does your
brand become part of the answer?

RECOMMENDED NEXT STEP

Request an Al Visibility Assessment covering priority buyer queries, ChatGPT and Al Overview presence,
competitor share of voice, content extractability, entity consistency and GEO/AEO readiness. The outcome is a
prioritised roadmap showing where the brand is visible today, where competitors are winning, and what to fix

first.

About the author

Purva Desai is the Head of Digital Marketing at MagicWorks IT Solutions, bringing 16 years of experience across visual
arts and digital strategy. A trained artist with a Master's degree in Visual Art and a background in art therapy, she
began her career as a graphic designer, later working as an Art Director before moving into performance marketing,
SEO and brand strategy. This dual foundation, art and analytics, shapes how she approaches marketing:

understanding not just what drives clicks, but what drives human perception and emotion. She leads MagicWorks'
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digital marketing department, writing on Al, buyer psychology and the evolving intersection of creativity and data in

marketing.

LinkedIn: linkedin.com/in/purva-desai-4842b521

Methodology and source notes

All figures in this edition, Al-citation mechanics, psychology, and India-specific adoption data, have been verified
against named primary or first-party sources as of August 2026 and are cited individually where they appear. Two
smaller caveats remain: Cialdini's seventh principle (Unity) is confirmed via his own published work but not
independently re-checked against the original text, and whether working-memory research more recent than Miller

(1956) revises his original figure has not been checked. Neither affects the paper's core argument.
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