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Navigating the AI Frontier:

Future-proofing Member 
Engagement & Digital Visibility
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Poll 1

How much do you trust and 
value the AI Mode Results?



3

© Green River Media Ltd.
All rights reserved.

Quote from a research paper called How People Use ChatGPT by 
National Bureau of Economic Research

“ChatGPT is months away from 
mass adoption as a search tool.”

https://www.nber.org/papers/w34255
https://www.nber.org/papers/w34255


4

© Green River Media Ltd.
All rights reserved.

“AI Mode isn’t just a 
search interface; it’s a 

paradigm shift”
 

- Google
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“Visual and audio content may 
surface more easily. Think voice 

search optimisation and image or 
video-based responses.” 

 

- Google, August 2025
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Generational behaviour has shifted.
S

p
e

e
d

 o
f 

R
e

sp
o

n
se

Fast

Boomers Gen X Millennials Gen Z Gen Alpha



I’ll Google it

I want results 
I can trust

I want 
authenticity

I want curated, easily 
scrollable results
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Generative Engine 
Optimisation (GEO)

Answer Engine Optimisation 
(AEO)

Search Engine Optimisation 
(SEO)
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Generative Engine 
Optimisation (GEO)

Answer Engine Optimisation 
(AEO)

Search Engine Optimisation 
(SEO)

What is Answer Engine Optimisation (AEO)?

Purpose: AEO helps you rank your content for the featured snippets and summaries 

you now see at the top of Google and Bing searches. In addition, it optimises your 

content for voice searches such as Google Assistant, Siri and Alexa.

How does AEO work?

• Understand User Intent

• Answer FAQs your content

• Schema Markup and content hierarchy is paramount

• Focus on easy-to-digest content which is voice optimised

• Keep answers short and direct

What is the end goal?

The way people search has changed. People are more likely to ask search engines a 

question rather than a specific keyword or topic. AEO focuses on optimising content 

for this new style of search, leading to growth in organic search results.
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Generative Engine 
Optimisation (GEO)

Answer Engine Optimisation 
(AEO)

Search Engine Optimisation 
(SEO)

What is Generative Engine Optimisation (GEO)?

Purpose: GEO is about optimising your content for AI tools like ChatGPT and, in the 

near future, Google AI Mode. The next iteration of search is heavily dependent on 

Generative AI tools that provide summaries. GEO will make sure you’re ready for 

them.

How does GEO work?

• Use Natural Language

• Add In-Depth & Helpful Info

• Technical SEO is key, Structured Data & Schema Markup

• Build Topic Authority, cite sources, for example

• Focus on Answers.

What is the end goal?

Every major search engine now provides users with a short summary of the content 

related to the question or term searched for. GEO focuses on optimising your content 

to be used in these summaries and referenced as a source.
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Optimising for query intent and 

layered topic coverage may 

increasingly outperform narrow keyword 
SEO approaches going forward.

 

- Google, August 2025
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Optimising for query intent and 

layered topic coverage may 

increasingly outperform narrow keyword 
SEO approaches going forward.

 

- Google, August 2025
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LLM ‘queries’ average 
23 words.

Average Google is 4.6 words.

>70% of questions are 
unique

People search for basic 
lookup to deep learning 

experiences.

Dialogue averages over 7 
minutes and averages 

over 4.14 queries.
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Structured content that answers not just the 

first question, but the second and third, is 

more likely to be surfaced in 

AI-powered overviews. 

- Google, August 2025
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The foundations haven’t changed. 

You still need good technical SEO 
to perform. 

- Google, August 2025
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Google is focusing on what their users 

want. Quick and accurate responses.
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Stop optimising pages for keywords. 

Start optimising pages for conversations.
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Marketing goals are changing. 

Zero-click visibility is now dominating 

marketing reports.
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Google is shifting towards a 

rich snippets focused experience.
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ChatGPT Atlas
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ChatGPT Atlas



Closer
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Interested in seeing how GRM Digital could help 
with your next digital project?

Speak with our expert team today!

grm.digital  | hello@grm.digital | +44 (0) 203 397 4155

Thank you!

http://grm.digital/
mailto:hello@grm.digital
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