1011 1 01 101

11011101010 11 001
1 10101 01010101 O

01010100101 1 1
010101001 1 10 10

]
010 01010100
L 10

010101 1 1

01010101
10101010

D101001 010 1101
10
01010 1010410 10101001 10001 °
101 11 101010001001010101¢ 11
010101 10 1 101001 101 1 101 10,
101 101 1 101 10101 101010101010 111151
1001110101 101010101010 .
11 1 111111111 00000 1
1111111110 10
5
)1 0101010110101 1 1010101010 110 01010100101 01 C

40100 011010101010 101011 111 111 NNANN A4 A A 4 4

O'GSDC

Global Skill Development Council

Generative Engine Optimization
Use Gase Scenario Workbhook

@ www.gsdcouncil.org




1. Introduction to the GEO Case Study
Workbook

This workbook is designed to help learners apply Generative Engine Optimization (GEQ) principles in practical
business environments. Each case study demonstrates how organizations optimize content, authority, semantic
relevance, and Al discoverability for generative search systems and conversational Al platforms. By working
through each scenario, you will develop a hands-on understanding of how GEO differs from traditional SEO — and
why that distinction increasingly determines digital visibility.

The workbook focuses on real-world inspired scenarios across five core industries, each presenting a distinct set
of challenges and strategic opportunities. Whether you are a marketer, product manager, or content strategist,
these cases offer actionable frameworks you can immediately apply to your own organization.

=) Y

E-Commerce B2B SaaS Local Business

Product discoverability and Intent-focused content and topical Entity consistency and local
semantic authority in Al-generated clusters for enterprise software authority for conversational search
recommendations visibility

= @

Media Publishing Al Consulting

Al summarization resilience and Personal entity recognition and

citation authority strategies demonstrable expertise signals

Workbook Objectives

After completing this workbook, learners will be equipped with a practical, cross-industry GEO toolkit. The
objectives below define the core competencies you will build as you move through each case study.

Apply GEO strategies in business Optimize content for Al-generated
environments search experiences
Translate GEO principles into real-world content Structure content so generative engines can
and technical decisions across different surface, summarize, and cite it confidently.
industries.

@ Build entity-driven content strategies 4 Analyze conversational search behavior
Strengthen brand authority and entity Understand how users phrase natural-language
recognition across platforms and content queries and align content to match those

formats. patterns.



Case Study1— E-Commerce Brand GEO
Optimization

CASE STUDY 10F 5

Scenario

A fast-growing skincare e-commerce brand notices declining organic traffic despite publishing regular blog
content and product pages. The marketing team discovers that Al-powered search platforms rarely mention
their products when users ask natural-language questions — even though the brand has a strong product catalog
and competitive pricing. The root cause lies not in product quality, but in how the content is structured for Al
comprehension.

Meanwhile, competitors with stronger semantic content architectures and educational resources are
consistently cited in Al-generated responses. These competitors answer the "why" and "how" behind skincare —
not just listing products, but educating users about ingredients, skin types, and use cases. This educational
depthis precisely what generative engines reward.

Queries They're Missing GEO Challenges
e "Best skincare products for sensitive skin" e Product pages are keyword-heavy but lack
e "Top vitamin C serums" semantic depth

INE authority

e Weak entity recognition across digital platforms

e Limited authority signals (no expert
endorsements, thin citations)

e No conversational optimization for natural-
language queries

Current Content Problems

Problem GEO Impact

Thin product descriptions Poor Al understanding of product context and use cases
Weak FAQ sections Low conversational relevance in Al-generated answers
Minimal topical authority Reduced Al trust and lower citation frequency

Inconsistent brand mentions Weak entity recognition across generative platforms



Strategic GEO Opportunities

CCASE STUDY 1— E—COMMERCE>

Addressing the brand's GEO gaps requires a shift from product-centric content to an educational content ecosystem. Generative
engines are trained to surface content that comprehensively answers user questions — meaning the brand must become a trusted
skincare authority, not just a product seller. The following strategic recommendations form a practical GEO action plan.

4 )

Build Educational Skincare Guides

1 Develop in-depth guides covering skin types, ingredient science, and routine building. These long-form resources signal
topical authority to Al systems.
o /
4 A
Create Conversational FAQs
2 Structure FAQ content to mirror how users phrase questions to Al assistants — using natural language, full sentences,
and direct answers.
o /
4 : : )
Improve Entity Consistency
3 Ensure brand name, product names, and descriptions are consistent across the website, social platforms, and third-
party listings.
N .

Add Ingredient Explainers

4 Publish dedicated pages for key ingredients (niacinamide, retinol, hyaluronic acid) to build semantic relevance around
high-intent queries.

4 A
Structure Comparison Content
5 Create "Best serum for X skin type" comparison articles that help Al systems understand product differentiation and
recommend accordingly.
. /
4 A
Implement FAQ Schema Markup
6 Add structured data markup so generative engines can reliably extract and surface the brand's answers to common
skincare queries.
- /

Discussion Questions

4 \
Question1

Question 2

Why are competitors being cited more frequently by Al
systems despite similar product quality?

Which GEO principles are most visibly missing from the
current content strategy?

.

4
\
Question 3 Question4

How can the brand credibly improve its semantic authority
without sounding overly promotional?

N

J

Which content formats are most likely to improve
conversational Al visibility for skincare queries?



Model Answers — Case Study 1

G—COMMERCE GEO)

Why Competitors Are Cited More

Competitors provide deeper semantic

coverage, educational content, and stronger

authority signals that generative engines trust.

When Al systems evaluate which brand to
recommend, they prioritize sources that
thoroughly address the user's underlying
question — not just the product. Competitors
who publish ingredient science, skin-type
guidance, and expert-backed
recommendations are effectively speaking the
language of generative Al.

Missing GEO Principles
e Semantic optimization across content

types

e Conversational formatting and natural-
language alignment

e Entity consistency across digital
touchpoints

e Structured, scannable content
architecture

e EEAT signals(expertise, experience,
authority, trust)

Improving Semantic Authority

The brand should shift its publishing strateqgy
to produce content that genuinely educates.
This includes ingredient guides, skin condition
explainers, dermatologist-backed content, and
educational tutorials. Each piece should be
structured to answer a specific user question
in natural language, with consistent use of

brand and product entity names.

Best Content Formats for
Conversational Visibility

e FAQs structured around natural-language

queries

e Buying guides with clear recommendation
logic
e "Best for"articles targeting specific skin

types

e Product comparison tables with semantic
context

e (Conversational explainers that mirror Al

response style

© Lessons Learned: E-commerce GEO success depends on semantic authority and

educational content rather than product-focused keyword optimization alone. Brands that

teach earn Al trust — and Al citations.



Case Study 2 — B2B SaaS GEO Strategy

CASE STUDY 2 OF 6

Scenario

A B2B SaaS company offering workflow automation software wants to increase visibility in Al-generated
business recommendations. Despite a well-maintained product website and reqgular blog publishing, the
company rarely appears when enterprise users pose natural-language questions to generative Al tools. The
disconnect stems from content that speaks to developers and internal teams rather than to the intent-driven
queries of operations leaders and business decision-makers.

The competitive landscape has shifted: generative Al now mediates software discovery for a growing share of
enterprise buyers. Companies that fail to optimize for this channel risk losing pipeline to competitors who have
aligned their content ecosystems with Al recommendation logic. For this SaaS brand, the gap is structural — not
a matter of content volume, but content architecture and intent alignment.

Target Queries Being Missed GEO Challenges

o "Best workflow automation tools for enterprises" e Technical jargon-heavy content misaligned with

« "Top project automation Saa$ platforms" buyer intent

« "Best Al workflow tools for operations teams" o Weak user-intent alignment across landing pages

e Limited comparison pages that Al systems use to
evaluate products

e Lack of conversational structure in blog and
resource content

e Minimal topical clusters to signal domain
authority

Strategic Analysis — Missing GEO Elements

Missing Element Impact on Al Visibility

Intent-focused content Low Al relevance for business decision-maker queries

Topic clusters Weak semantic authority across the workflow automation
domain

Comparison guides Reduced recommendation visibility in competitive evaluations

FAQs Poor conversational optimization for natural-language Al

queries



Recommended GEO Strategy

(CASE STUDY 2 —-B2B SAAS)

The company's GEO transformation requires building a content ecosystem that mirrors how enterprise
buyers think and ask questions — not how engineers describe product features. This means restructuring
existing content for intent alignment and layering in new content types that generative Al systems actively

surface in response to business queries.

2

Build Knowledge Hub

Create a workflow automation resource center
with pillar pages and supporting cluster content

Publish Use Cases

Develop operational use cases for specific roles
(ops managers, IT leads, finance teams)

Discussion Questions

Create Comparisons

Publish "best tool" comparison guides that
position the product within its competitive
category

Industry Solutions

Add industry-specific solution pages
(manufacturing, healthcare, finance) to expand
entity coverage

~

J

\
Question1 Question 2
Why is conversational optimization especially How do comparison pages specifically support
important for SaaS brands competingin Al- GEO and increase the probability of Al
generated recommendation environments? recommendation?

J

\

Question3

Which entity signals matter most when
building B2B GEO authority in a crowded SaaS
category?

J

Question4

What role does EEAT play in improving SaaS
visibility within enterprise Al-assisted
procurement journeys?



Model Answers — Case Study 2

B2B SAAS GEO

The following model answers address the core strategic questions raised in Case Study 2. Each

answer reinforces a foundational GEO principle applicable beyond the SaaS context.

-

Conversational Optimization

Business users increasingly ask natural-
language questions to Al systems when
evaluating software. SaaS content must
mirror this pattern — using plain language,
intent-driven structure, and direct answers
to questions like "What is the best tool for
automating approvals?" rather than feature-

first product descriptions.

N\

~

J

/Key Entity Signalsin B2B

Brand name consistency, product category
clarity, industry association mentions, and
documented customer success references
all strengthen entity recognition. These
signals help Al systems correctly classify
and recommend the product within the
right competitive context.

-

~

Value of Comparison Pages

Comparison content helps Al systems
evaluate product differentiation and
construct credible recommendations.
When a generative engine must answer
"What is the best workflow automation tool
for ops teams?", it draws from comparison
content to justify its response. Brands

absent from this content type are

J

©

effectively invisible in those evaluations.

N v

Role of EEAT in SaaS

Enterprise buyers and the Al systems they
increasingly rely on both prioritize trusted,
authoritative, expert-driven content. Case
studies, analyst citations, customer
testimonials, and thought leadership
articles all contribute to EEAT signals that
raise a brand's recommendation probability.

Lessons Learned: B2B GEO success requires intent-focused educational ecosystems

rather than feature-heavy product marketing alone. Enterprise Al visibility is won through

demonstrated expertise and semantic alignment with buyer language.



Case Study 3 — Local Business GEO
Optimization

CASE STUDY 30F 5

Scenario

A'local dental clinic wants to appear in Al-generated local recommendations when users ask conversational,
location-based questions. Despite receiving positive patient reviews and maintaining a functional website, the
clinic is largely absent from Al-generated responses to local healthcare queries. The problem is not reputation —
it is entity clarity and content structure.

Al systems that power local recommendations rely heavily on consistent, verifiable business information and
contextually rich service content to build confidence in a recommendation. When a patient asks "Best dentist
near me" to an Al assistant, the system draws from structured data, review aggregations, and content depth to
determine which providers it can confidently name. The dental clinic's inconsistent digital footprint prevents it
from meeting this bar.

Target Queries Being Missed GEO Challenges

e "Best dentist near me" e Poorlocal entity optimization across directories
o "Affordable dental clinic in Pune" and platforms

« '"Top-rated cosmetic dentist" e Inconsistent business name, address, and phone

number data

e Weak local authority signals (no local citations,
thin service pages)

e Minimal conversational content addressing
patient questions

Current Problems
Problem Impact on Local GEO
Inconsistent business details Weak entity trust — Al systems cannot confidently verify
the business
No FAQ content Poor conversational matching for patient-intent queries
Thin service pages Limited semantic relevance for specific treatment

queries



Recommended GEO Actions

CC/—\SE STUDY 3 — LOCAL BUSINESS)

For local businesses, GEO optimization begins with the fundamentals: making the business entity

unambiguous and trustworthy across every digital surface. Once entity clarity is established, the clinic

can layer in content that directly addresses the conversational queries Al systems are fielding on behalf of

local patients. The recommended actions below form a prioritized action plan.

01 02 03
Standardize Business Create Local Service Add Treatment FAQs
Information Explainers

Audit and align the clinic's name,
address, phone number, hours,
and service descriptions across
Google Business Profile, Yelp,
Healthgrades, and the clinic
website. Consistency is the
foundation of entity trust.

04

Improve Local Authority Signals

Seek citations in local directories, dental
association websites, and community publications.
Each credible external mention reinforces the

clinic's local entity authority.

Publish dedicated pages for each
core service (cleanings, cosmetic

dentistry, orthodontics)with local

context, pricing transparency,
and patient-friendly language
that matches conversational
search queries.

05

Develop FAQ sections for each
treatment page answering
questions like "How much does a
crown cost?" or "What should |
expect from teeth whitening?"in
natural, conversational language.

Publish Oral Health Educational Content

Create a blog or resource section covering oral
health topics (cavity prevention, gum disease,
pediatric dental care) to establish topical authority

in the local healthcare content space.

Discussion Questions

4 N
Question1
Why is entity consistency so
foundational in local GEO —
and what happens when it is
absent?

4 )
Question 2
Which content types are
most effective at improving
local conversational Al
visibility for service
businesses?

4 )

Question 3

How do patient reviews
specifically impact GEO
authority beyond their
traditional SEO function?

N\ J




Model Answers — Case Study 3

CLOC/-\L BUSINESS GEO)

Local GEO presents a unique set of challenges because it sits at the intersection of structured data,

conversational content, and location-based trust. The answers below clarify why each element matters
and how they interact to drive Al recommendation outcomes for local service providers.

Importance of Entity Consistency

Al systems that power local recommendations are
essentially pattern-matching machines — they
cross-reference business information across
multiple data sources to validate that a business
is real, trustworthy, and accurately described.
When a clinic's address appears differently on
Google versus Yelp versus its own website, the
system's confidence in that entity drops. This
inconsistency doesn't just hurt SEO rankings — it
actively prevents the business from being named
in Al-generated answers, because the system
cannot confidently attribute the recommendation
to a well-defined entity.

Best Content Types for Local Visibility

e Treatment FAQs answering patient questions
in natural language

e Localquides(e.g., "What to Expect at Your
First Visit in Pune")

e Service explainers with transparent pricing
and process details

e "What to expect" pages that address patient
anxiety and decision-making

Role of Reviews in GEO Authority

In traditional SEQ, reviews primarily influence
click-through rates and local pack rankings. In
GEO, theirrole is more nuanced. Generative Al
systems use review sentiment, recency, and
volume as authority and trustworthiness signals
when constructing local recommendations. A
clinic with 200 recent, detailed positive reviews is
not just more attractive to human readers —it is
more "recommendable” to an Al system evaluating
which provider to name in response to a local
query. Reviews also contribute to semantic
coverage: detailed patient reviews frequently
contain the same natural-language phrases users
ask Al assistants, creating arich corpus of
conversational reinforcement.

© Lessons Learned: Local GEO depends heavily on entity trust, conversational relevance, and

consistent local authority signals. For service businesses, the digital footprint must be as

consistent and credible as the in-person reputation.



Case Study 4 — Media Publisher GEO Strategy

CASE STUDY 4 OF 5

Scenario

A technology media publisher experiences declining referral traffic because Al-generated summaries are providing
direct answers to user queries — answers often derived from the publisher's own articles — without users needing to
click through to the source. This phenomenon, sometimes called "Al answer cannibalization," represents an existential

challenge for content-driven publishers whose revenue models depend on page views and engaged readership.

The publisher's strategic imperative has shifted: rather than simply ranking well in traditional search, the brand must
now ensure it remains visible and authoritative within Al-driven search experiences. This means being cited, quoted,
and attributed — not just indexed. The transition from traffic-focused SEO to authority-focused GEO is not optional for
publishers navigating this new environment.

GEO Challenges

Al answer cannibalization reducing direct traffic

Weak structured summaries that Al can attribute
back to the source

Limited entity optimization for the publisher brand
and bylines

Poor topical clustering reducing domain-level
authority signals

Strategic GEO Opportunities

Create authoritative explainers that Al systems cite
by name

Publish expert-driven analysis that cannot be easily
summarized away

Add semantic topic clusters to reinforce domain
authority

Optimize article summaries for Al extraction and
attribution

Improve factual clarity and structured formatting

throughout content

Traffic-
Focused SEO

Authority-
Focused GEO

Al-Attributed
Visibility

The diagram above illustrates the strategic evolution media publishers must undergo — from optimizing for search
engine rankings toward optimizing for Al attribution and citation authority. Each stage requires a different content and
technical strategy.



Discussion Questions & Model Answers —

Case Study4
Q’IEDIA PUBLISHER GEO)

Why Are Publishers Vulnerable?

Generative Al systems are designed to answer
questions efficiently — and informational
content is the primary source they draw from.
Publishers who create clear, factual, well-
structured articles are inadvertently training Al
systems to summarize their work without
attribution. The more a publisher's content is "Al-
friendly" in the traditional sense (clear structure,
factual accuracy, comprehensive coverage), the
more likely it is to be absorbed into Al answers

that don't drive return visits.

How Can Publishers Remain
Authoritative?

The answer lies in producing content that Al
systems cannot fully replace: expert insights
derived from proprietary research, unique
analytical perspectives, original data, and deep
topical authority built through consistent
editorial focus. Publishers who become the
definitive source on a topic area — not just a
participant in it —are more likely to be named
and attributed in Al responses rather than
silently summarized.

Effective GEO Tactics for Publishers

¢ Clear semantic structure — Use headings,
summaries, and structured data to help Al
systems correctly attribute content

e Strong entity signals — Consistently identify
author credentials, publication brand, and
editorial standards across content

e Accurate, citable summaries — Include a
clear "key takeaway" or summary section that

Al systems can quote with attribution

e Structured formatting — Use schema
markup, article tags, and byline consistency
to strengthen machine-readable attribution

The Attribution Mindset

Publishers must optimize not for clicks, but for
citations. Every article should be structured with
the question "Would an Al system feel confident
attributing this statement to our publication?"
The answer depends on clarity, authority signals,
and the uniqueness of the insight provided — not
keyword density or meta tag optimization.

® Lessons Learned: Media publishers must shift from traffic-focused SEO to authority-focused

GEO strategies. In the generative search era, being cited is more valuable than being clicked —

and content that demonstrates unique expertise is the primary currency of Al visibility.



Case Study 5 — Al Consultant GEO Positioning

CASE STUDY50F 5

Scenario

An independent Al consultant wants to appear in Al-generated recommendations when business owners and
executives search for expert guidance on generative Al strategy and implementation. Despite maintaining an
active blog and social media presence, the consultant receives little visibility in Al-generated responses — even
on topics where they have demonstrable expertise and published opinions.

The challenge for independent consultants in the GEO era is distinctly personal: unlike brands with large content
teams, solo practitioners must build and maintain a coherent digital entity that Al systems can recognize,
categorize, and trust. This requires a disciplined approach to personal branding, content differentiation, and
authority signal accumulation — all aligned with how Al systems evaluate individual expertise.

Target Queries Being Missed GEO Challenges

e "Best Al consultants for small businesses" e Weak personal entity recognition across digital
 "Top generative Al experts" platforms

e Al strategy consultant recommendations" e Generic content strategy lacking clear topical

specialization

» Absence of authority signals (no speaking
credits, no original research)

e Minimal case-study content demonstrating real-
world expertise

Currentissues
Issue GEO Impact
Generic blogs without a clear niche Low differentiation — Al systems cannot categorize the
consultant as a domain expert
No published case studies Weak expertise proof — Al has no evidence of real-world
outcomes to cite
Inconsistent professional branding Fragmented entity authority — Al cannot reliably identify a

single coherent professional identity



Recommended GEO Strategy

CCASE STUDY 5 —Al CONSULTANT)

For independent consultants, GEO is fundamentally a personal brand architecture challenge. The goal

is to build a digital presence so clear, consistent, and substantive that Al systems can confidently

categorize the consultant as a credible expert in a specific domain —and name them in response to

relevant queries. The strategy below addresses each dimension of this challenge.

Publish Detailed Case
Studies

Document real Al
implementation projects with
specific outcomes, challenges
overcome, and measurable
results. Case studies are the
most powerful expertise signal
an independent consultant can
produce — they transform
abstract claims into verifiable
authority.

Build Niche Topical
Authority

Select two or three specific Al
application areas(e.g.,
generative Al for SMB
operations, Al-assisted
customer service)and develop
comprehensive content hubs
around each. Depth beats
breadth in GEO authority
building.

Discussion Questions

4 N\
Question1

Why are case studies
especially valuable as GEO
authority signals for
independent consultants?

Question 2

How can consultants
systematically improve
personal entity authority
across digital platforms?

4 I

Improve Entity
Consistency

Align professional name, bio,
headshot, and specialization
descriptions across LinkedIn,
personal website, podcast
appearances, and guest article
bylines. Consistent entity
signals across authoritative
platforms dramatically improve
Al recognition.

4 )
Question 3
Which EEAT signals carry
the most weight for
individual practitioners
competingin Al
recommendation
environments?

N J




Model Answers & Closing Lessons — Case

Study 5
CAI CONSULTANT GEO)

Value of Case Studies in GEO

Case studies serve a dual function in GEO: they
demonstrate real-world expertise and generate the
kind of specific, verifiable claims that Al systems
can extract and cite. A blog post titled "Why Al
Matters for Small Business" is easy for an Al to
ignore — it contains no unique authority signal. A
case study titled "How | Helped a 12-Person
Logistics Firm Cut Onboarding Time by 40% Using
a Custom LLM Workflow" contains specific
outcomes, named domain expertise, and verifiable
context. This is the type of content Al systems can
confidently attribute to a named expert.

Improving Personal Entity Authority

e Maintain consistent professional branding
across all platforms

o Publish original insights and proprietary
frameworks

o Seek speaking opportunities at industry events
and podcasts

e Build authoritative content hubs around
specific Al application niches

e Accumulate credible external mentions
through guest publishing and interviews

Most Important EEAT Signals for
Consultants

Forindependent practitioners, the EEAT
framework prioritizes demonstrated over claimed
expertise. The four signals that carry the most
weight in Al recommendation environments are:
demonstrated expertise through published work
and documented client outcomes; real-world
experience evidenced by case studies and
implementation records; credible testimonials
from named, verifiable clients; and consistent
thought leadership through a recognizable body of
work across authoritative platforms.

The common thread across all four is specificity. Al
systems are not impressed by generic claims of
expertise — they look for the specific, consistent,
cross-platform evidence that a human expert in
the field would use to evaluate credibility.
Consultants who build their digital presence with
this standard in mind will increasingly find
themselves named, cited, and recommended in Al-
generated responses.

© Lessons Learned: Personal branding and demonstrated expertise are critical for GEO visibility in

consulting. In the generative search era, being a recognized entity matters as much as having the

right answer — and that recognition is earned through consistent, specific, and credible digital

presence.
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