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For nearly two decades, visibility online meant showing up on the first page of Google or trending on 
social platforms. With the rapid rise of AI search, discovery is increasingly mediated by machines who 
don't just point users to blue links, they decide what content is worth surfacing in the first place.   

This shift in discovery has given rise to what is being called AI optimization (AIO) – an evolution of SEO 
that focuses less on persuading humans to click and more on ensuring AI bots can scrape and cite 
owned content. Perhaps you have seen references to GEO or AEO – while the terminology is undecided, 
the labels are less important than the reality. Machines have become the new gatekeepers of attention, 
and their judgments now shape what users see, believe, and act on.   

So, why now? The rise of generative AI as a discovery tool in the last year coupled with AI’s mainstream 
adoption forced this evolution. In 2022, early LLMs were closed systems, drawing on static training data 
and offering little-to-no source transparency. Since then, web browsing and source citing models have 
become widely used, shifting user behavior from task-focused to search-like discovery.  

For brands, AIO is not simply another marketing hygiene task but a reputational safeguard. In a steady-
state, AIO ensures your brand voice is present and accurate when machines summarize, compare 
competitors, or frame critical issues. In a moment of crisis, it can contribute to whether stakeholders see 
brand narratives or someone else’s. As policy influencers, journalists, and investors increasingly consult 
generative engines as a first step, absence or misrepresentation becomes a strategic risk.  

The next practical question is how to respond. Beginning with a clear audit of how a brand and its priority 
issues appear across leading AI applications, we measure not just presence but accuracy, sentiment, and 
competitive standing. From there, the work splits into two tracks – first, strengthening owned content so 
that when LLMs pull answers, they have credible material to reference. The second is more focused on 
structure and ensuring data, sites, and signals all line up with how these popular models scan and select 
sources. Adding complexity, Cloudflare and other infrastructure providers are increasingly choosing to 
block AI bots by default, meaning site owners will need to deliberately allow verified bots access to scrape 
sites.   

The rules are changing, and the shift is not incremental but structural. Machines now govern what 
surfaces and the organizations that adapt early will secure influence. The hype of AIO will eventually 
settle, but the value is clear: ensuring content is accessible and legible to generative models is now part 
of maintaining a healthy digital reputation.  

For additional questions or to discuss how AIO can support digital reputation and discovery, please 
contact AIO@fgsglobal.com.   
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