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The Al Marketing
Playbook.

The Al + GEO system we use to get brands found, cited and
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results — and to turn those answers into pipeline.

Written by the strategy team at Brand Blazers.
Everything here is the same system our paying clients get — no
fluff, no gatekeeping. brandblazers.online




READ ME FIRST

Why this playbook exists.

Buyers stopped clicking ten blue links. They ask an assistant, get one answer, and
act on it. If your brand isn't in that answer, you're invisible at the exact moment
someone is ready to choose. This playbook shows you, step by step, how we make
brands the answer.

It's written to be actionable without us. Every stage has a checklist you can run with your
own team. If you'd rather have it done for you — our pricing is public at
brandblazers.online/pricing, so you can budget before we ever talk.
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01 - THE SHIFT

Search became answers.
Marketing has to follow.

For twenty years, the game was SEO: rank on page one, win the click, convert on your site. That
game still matters — but a second game now runs on top of it. When someone asks ChatGPT "best
marketing agency for a D2C brand” or Google's Al results answer "how much does local SEO cost",
the assistant composes one answer from sources it trusts. There is no page two. There's barely a
page one.

Two disciplines decide whether you appear in that answer:

AEO GEO

Answer Engine Optimization Generative Engine Optimization
Structuring your content so answer engines (featured Making your brand the source generative models cite
snippets, Al Overviews, voice assistants) can lift it and recommend: entity clarity, verifiable claims,
directly: question-first headings, concise answers, comparison content, third-party corroboration, and
FAQ & HowTo schema, clean structure. consistent facts everywhere your brand appears.

The good news: Al assistants reward exactly the things honest brands already have — transparent
pricing, real proof, clearly written expertise, and consistent business facts. The system in this
playbook is how you package those things so machines can find them, trust them, and repeat them.

A useful mental model: SEO earns the visit. AEO earns the quote. GEO earns the recommendation. You want all three,
built in that order.
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02 - HOW THE MACHINE READS YOU

Where Al assistants actually
get their answers.

Every recommendation an assistant makes is assembled from a handful of source
types. Each one is a lever you control.

SOURCE

WHAT THE MODEL READS

YOUR LEVER

Your website

Structured data

Comparison &

pricing pages

Google Business
Profile

Third-party
mentions

Your own facts,

everywhere

THE CORE RULE

Crawlable pages, headings, plain-language answers,
page speed, canonical URLs.

Organization, LocalBusiness, Service, FAQPage and
Offer schema (JSON-LD).

"X vs Y", "best X for Y", published price ranges — models
love citeable specifics.

Categories, services, reviews, Q&A, posts, opening hours,
photos.

Directories, press, review platforms, industry lists —
corroboration of your claims.

Name, address, phone, founding date, services —
checked for consistency across the web.

Answer-first content, clean
technical SEO.

Mark up who you are, what you
sell, what it costs.

Publish transparent pricing and
honest comparisons.

Complete, active, review-rich
GBP.

Consistent NAP + earned
citations.

One canonical fact sheet,
synced everywhere.

Machines cite what they can verify. Vague brands get skipped; specific, consistent brands get

recommended.
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03 - THE SYSTEM

Five stages. One loop.
Run it every quarter.

This is the whole system on one page. The next five pages break each stage into a
working checklist.

1 Diagnose

Audit how search engines and Al assistants see you today. You can't fix what you haven't measured — and most
budgets leak here first.

2  Build the entity foundation

Make your brand machine-readable: schema markup, canonical facts, technical hygiene. Boring, decisive, done

once.

3 = Create citation-worthy assets

Publish the pages assistants quote: transparent pricing, honest comparisons, answer-first guides and FAQs.

4 Win the local & GBP layer

For any business with a service area, Google Business Profile and local pages are the highest-leverage citation
source there is.

5 @ Measure, capture, iterate

Track where you're mentioned, wire every form to real capture and first-party data, and feed what you learn back
into stage 1.
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G STAGE ONE

Diagnose your baseline.

Before you spend a rupee or a dollar on campaigns, find the leaks. In accounts we
take over, fixing measurement and foundations first regularly changes what every
later decision is based on.

Run these four checks

(O Technical SEO audit. Can crawlers reach every important page? Are titles, descriptions,
headings and canonicals clean? One canonical URL per page, no duplicate variants.

(O Al visibility check. Ask ChatGPT, Gemini and Perplexity the questions your buyers ask
("best [your category] in [your city]", "how much does [your service] cost"”). Note who gets
named. If it isn't you, save the answers — that's your gap list.

(O Conversion-path audit. Submit every form on your own site. Does each one actually store
the lead and notify a human? Silent lead loss is the most expensive bug in marketing.

(O Fact-consistency sweep. Google your brand name. Is your name, address, phone and
description identical on your site, GBP, directories and social profiles?

SHORTCUT

We run all four as a free 15-page audit at brandblazers.online/audit — and the free tools at /tools/website-audit,
Itools/seo-audit and /tools/aeo-visibility give you instant single-channel scores.

Output of this stage

A one-page gap list, ranked by impact: what's broken, what's missing, what's inconsistent. Every
later stage works off this list.
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e STAGE TWO

Build the entity foundation.

An "entity" is what machines know your brand to be. Stage 2 makes that knowledge
explicit, structured and identical everywhere.

The schema stack (JSON-LD)

SCHEMA TYPE WHERE WHY IT MATTERS
Organization Site-wide Who you are: legal name, logo, contact, social profiles
(sameAs).
LocalBusiness Site-wide / location Address, geo, opening hours, area served — the local trust
pages layer.
Service + Offer Each service page What you sell and what it costs. Priced offers are highly
citeable.
FAQPage Any page with real Your answers, in the exact format answer engines lift.
FAQs
BreadcrumbList Every page Site structure machines can follow.

Foundation checklist

(O One canonical fact sheet: name, address, phone, email, founding date, services, service
areas. Everything else copies from it.

Canonical tags on every page — including the ones you forgot (tag pages, UTM variants).
Validate every schema block (Google Rich Results Test). Broken schema is worse than none.

Fast, mobile-first pages. Assistants prefer sources their crawlers can read cheaply.

O O OO

NAP consistency across GBP, directories and social — letter for letter.

HONESTY CLAUSE

Never mark up claims you can't back. Fake reviews, invented ratings and inflated stats get brands filtered, not
featured — by Google and by generative models alike.
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e STAGE THREE

Create citation-worthy assets.

Assistants don't cite brochures. They cite pages that answer a question with a
specific, verifiable claim. Build these four asset types:

1 - Transparent pricing 2 - Comparison pages

Publish real prices or honest ranges. "How much "You vs. the big competitor”, "best X for Y business".
does X cost" is one of the most-asked questions in Be genuinely fair — concede what the alternative
every category — the brands that answer it get does well. Fairness is what makes a comparison
quoted; the ones that hide it get skipped. citeable.

3 - Answer-first guides 4 - Proof pages

Long-form guides where every H2 is a real question Named case studies with real numbers you can

and the first sentence under it is the answer. Depth defend, and the receipts to back them. Proof pages
for humans, liftable answers for machines. are what turn a mention into a recommendation.

Writing rules that make content liftable

Do
Lead with the answer, then explain. Use specific numbers, dates and names. Keep one idea per paragraph. Add an FAQ

block with schema to every important page.

Don't

Bury answers under storytelling intros. Publish stats you can't source. Write "we're passionate about excellence" — no

machine (or human) can do anything with that.
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° STAGE FOUR

Win the local & GBP layer.

If customers can buy from you in a place, the local layer is your fastest path into Al
answers — assistants lean heavily on Google Business Profile data for any "near
me" or "[service] in [city]" question.

Google Business Profile checklist
(O Primary category exactly right; every relevant secondary category added.
(O Allservices listed with descriptions — mirror the language on your site.

Reviews: a steady ask-and-reply system beats a one-time blast. Reply to every review, good
and bad, like a human.

Weekly posts (offers, updates, tips) — activity is a freshness signal.

Photos with real context; answer the public Q&A yourself before someone else does.

OO0 O

Hours, phone and address identical to your website — to the character.

Location pages that earn their place

One page per city-and-service combination you genuinely serve — but only if each page says
something true and specific about that market: local search behaviour, seasonal demand,
neighbourhoods served, market-correct pricing. Thin copy-paste city pages are a penalty risk;
genuinely local pages are a citation magnet. (This is exactly how the 200 location pages on our own
site are built.)

FREE TOOL

The GBP post generator at brandblazers.onlineltools/gbp-post drafts a week of profile posts from one input.
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e STAGE FIVE

Measure, capture, iterate.

Visibility without capture is theatre. Stage 5 closes the loop: know where you
appear, catch every lead, and feed the data back.

Track your Al visibility

(O Keep a standing list of 10-20 buyer questions. Re-ask them in ChatGPT, Gemini and
Perplexity monthly; log who gets named.

(O Watch referral traffic from Al surfaces in your analytics (they're small today; their buyers
convert disproportionately well).

(O Track branded-search volume — rising branded search is the classic downstream effect of Al
mentions.

Capture like you mean it

(O Every form writes to a database and notifies a human. Test them monthly — forms rot.

(O Server-side conversion tracking (e.g. Meta Conversions API) alongside the browser pixel,
with shared event IDs so nothing double-counts. Ad blockers and iOS eat browser-only
tracking.

(O Every promise on a thank-you screen must be true. If it says "report within 24 hours", a report
ships within 24 hours.

(O Follow up fast: answer within one business day, nurture with useful email — not a drip of
pitches.

Then loop

Quarterly: re-run the Stage 1 diagnosis, compare against your gap list, and put the next quarter's
effort where the gaps still are. Compounding comes from the loop, not from any single tactic.
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09 - THE Al TOOLSTACK

14 free Al tools, mapped
to the funnel.

These run free at brandblazers.online/tools — they're the same diagnostic and
drafting steps we use in engagements, opened up.

;:AN(':EL ToOL USE IT TO
Diagnose Website Audit Full-site teardown with prioritised fixes.
SEO Audit Technical + on-page health score.
AEO / GEO Visibility How Al assistants see your brand today.
Plan Keyword Ideas Query clusters worth answering.
Blog Brief Answer-first outlines for guides.
ROI Calculator Sanity-check budgets before you spend.
Create Meta Writer Titles & descriptions that earn the click.
GBP Post Generator A week of profile posts in minutes.
UGC Script Short-video scripts that don't feel like ads.
Ad Copy Critique Fix the ad before it spends.
Social Bio Profiles that state exactly what you do.
Brand Brand Name Generator Name a company, product or offer.
Tagline One line that positions you.
Logo Generator Directional identity concepts, fast.

Rule of thumb for any Al tool, ours included: Al drafts, humans decide. Publish nothing a knowledgeable teammate
hasn't verified.
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10 - THE PROMPT LIBRARY

Copy, paste, adapt.

Six prompts we actually use. Replace the [brackets], and always feed the model

your real facts — never let it invent them.

01 - BUYER-QUESTION MINING

List the 25 questions a [role, e.g. clinic
owner in Austin] asks before hiring a [your
category]. Group them by funnel stage.
Phrase each exactly as they'd ask an AI
assistant.

03 - COMPARISON PAGE SKELETON

Draft an honest comparison of [you] vs
[competitor] for [audience]. Include a
criteria table, 3 cases where the
competitor is the better choice, and 3
where we are. No invented numbers.

05 - GBP WEEK

Write 4 Google Business Profile posts for

[business]: one offer, one tip, one proof
point, one update. Under 80 words each, one
clear CTA, no hashtags-for-the-sake-of-
hashtags.

BRAND BLAZERS

02 - ANSWER-FIRST FAQ

Using ONLY the facts below, write FAQ
answers of 40-60 words each. Lead with the
direct answer in sentence one. Facts:
[paste your fact sheet]. Questions: [paste
from prompt 01].

04 - VISIBILITY CHECK

Act as a buyer: "Recommend the best
[category] for [specific situation] in
[city]." Then explain which sources you
drew on and what would make you include
[your brand].

06 - SCHEMA DRAFT

Generate JSON-LD (Organization + FAQPage)
for the business below. Only include
properties I've given real values for.
[paste fact sheet + FAQs]. I will validate
before publishing.




11 - THE ROLLOUT

The 30-day plan.

A realistic first month for a small team (2—4 focused hours per week). Foundations
first — visibility follows.

WEEK 1 - DIAGNOSE
O Run the four Stage-1 checks; write the gap list.
O Ask your 10 buyer questions in three Al assistants; screenshot the answers.

O Test every form on your site end-to-end.

WEEK 2 - FOUNDATION
O Write the canonical fact sheet; fix NAP everywhere it differs.
O Ship Organization + LocalBusiness + FAQPage schema,; validate.

O Fix canonicals and the top technical issues from the audit.

WEEK 3 - ASSETS
O Publish or upgrade your pricing page with real ranges.
O Ship one honest comparison page and one answer-first guide.

O Add an FAQ block (with schema) to your three most important pages.

WEEK 4 - LOCAL + LOOP
O Complete the GBP checklist; start the weekly post + review-reply habit.
O Wire server-side conversion tracking alongside your pixel.

O Book the monthly 30-minute "re-ask the questions" review. That's the loop.
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12 -

WHAT NOT TO DO

Seven mistakes that keep
brands invisible.

1 - Hiding your pricing.

The question gets asked either way — you're just choosing whether the answer includes you.

2 - Publishing Al slop.
Mass-generated generic pages dilute the very signals GEO depends on. Ten specific pages beat a thousand vague

ones.

3 - Inventing numbers.
One fabricated stat can cost you the credibility that took years to earn — with buyers and with models that cross-check

claims.

4 - Inconsistent facts.

Three different phone numbers across the web reads as "unreliable source" to a machine deciding whether to cite you.

5 - Treating GBP as set-and-forget.

A dormant profile with unanswered reviews actively signals decline.

6 - Forms that go nowhere.

Every visibility win is wasted if the lead vanishes. Audit your own funnel before you buy more traffic.

7 - Chasing hacks over the loop.

There is no prompt injection trick that beats being a genuinely well-documented, consistent, provable brand. The loop

wins on boring repetition.

THE WHOLE PLAYBOOK IN ONE SENTENCE

Be specific, be consistent, be verifiable — everywhere a machine might look — and capture

every lead your visibility earns.
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WANT IT DONE FOR YOU?

You've seen the system.
Now see it aimed at your brand.

The free marketing audit applies everything in this playbook to your
website — a 15-page teardown with prioritised fixes, in your inbox
within 24 hours. No sales call required, and our full pricing is public.

FREE AUDIT PUBLIC PRICING
brandblazers.online/audit brandblazers.onlinelpricing
EMAIL WHATSAPP
hello@brandblazers.online +91 74289 97296

© Brand Blazers - Tripcode Solutions LLC - US - AU - IN - Global. You're welcome to share this playbook as-is; please credit
brandblazers.online.




