GEO/AEO Content Best Practices

1. Structural Formatting & Technical Layout

a) Heading Hierarchies & Layout Blocks

Large language models (LLMs) index pages by layout fragments and structured semantic
blocks rather than processing the page entirely.

e Strict Headings: Use header tags to build a logical, nested outline of the topic, never for
visual styling. Headings should provide a clear outline of the page or section.

e Targeted Prompt Alignment: Consider descriptive, question-based headings that would
align closely with the targeted user prompt or query.

e Data Presentation: Present data through HTML tables for comparisons and
bulleted/numbered lists for sequential processes. Structured formats allow engines to
more easily extract data.

b) Code Interoperability & Markup
Ensure that LLMs can easily crawl & understand your content.

e Avoid JavaScript Dependencies: Ensure all primary content is rendered as plain text in
the raw HTML. Avoid hiding important text behind JavaScript-heavy interactive features
like tabs, accordions, or infinite scroll features, which can prevent crawlers from seeing
the text.

e Writing for Schema Markup: Structure your headings and text sequences so technical
teams can easily map them to FAQ, Article, Product, or Review schema as examples.
Ensure the written text matches the schema code inputs identically.

2. Text Composition & Syntactic Clarity
a) Paragraph Segmentation & Word Count

Al search models prioritize text that quickly satisfies user intent without unnecessary filler.

e Direct Answers First: Place a direct, objective answer in the first paragraph immediately
following an H2 or H3 heading.

e The 40-80 Word Rule: Aim for an initial paragraph length of 40 to 80 words (roughly 2 to
3 concise sentences) to answer the core query before expanding into deeper analysis.
This can also apply to each section beyond the core theme.

e Micro-Paragraphs: Keep subsequent body paragraphs short, between 60 and 120
words. Frequent paragraph breaks help extraction algorithms parse distinct ideas. Try to
have each paragraph only focus on a single idea.

e Passage Chunking: Organize paragraphs or content sections into modular, self-
contained units (or "chunks") that can stand alone as quotable blocks for easy LLM



retrieval.

e Efficiency Over Length: Prioritize complete but concise answers over high word counts.
If a concept can be answered clearly in a short sentence, keep it brief, as conciseness is
more important than page length for Al search. Avoid padding articles to hit arbitrary word
counts.

b) Passage Autonomy & Tone

Because search engines extract specific snippets to answer user prompts out of context, every
key section should be self-contained.

e Specific Noun References: Limit the use of ambiguous pronouns like it, they, we, or our
at the beginning of paragraphs. Replace them with the explicit name of the brands.

e Dictionary-Style Definitions: When introducing a core concept, include a standalone
paragraph that defines the term completely and early in the section without relying on
information from preceding sections.

e Objective Syntax: Write through clear, direct, and neutral assertions. Avoid uncertain or
passive language (e.g., substitute phrases like "it could potentially be argued that" with
"evidence indicates"). Eliminate marketing exaggeration, subjective adjectives, and
biased sales language except for a call to action at the end.

3. Entity Definition & Topical Scope
a) Knowledge Graph Alignment

Modern search engines process information via Knowledge Graphs, connecting entities
(uniquely identifiable people, places, things or concepts) rather than just tracking words.

e Explicit Identity: Think in terms of entities. Explicitly name the brand, product,
framework, or industry concept you are discussing instead of using general descriptions.
Keep product & brand terminology highly consistent across pages to avoid semantic
confusion.

e Contextual Disambiguation: If a term has multiple meanings across industries, provide
immediate context in the sentence to help the machine categorize the entity accurately.

b) Core Theme Maintenance

Al models build an understanding of a brand's specific expertise based on the consistency of
content.

e Maintain Theme Focus: Restrict content production to your core business themes, main
products & services, and relevant industry verticals to establish topical authority.

e Avoid Peripheral Content: Do not publish peripheral content solely to capture high-
volume, unrelated search traffic, as this dilutes the site's topical authority.

4. Authority, Trust & Verification Signals

a) Retrieval Verification Metrics



Ret

rieval systems evaluate the credibility of a page using specific verification signals within the

text to determine citation suitability:
Content Element Best Practices
External References Link out directly to primary industry research,

academic papers or government data to
anchor your claims.

Direct Quotations Use literal quotation marks around expert

testimonies or unique industry perspectives
rather than paraphrasing them.

Statistical Evidence Support general assertions with concrete

numbers, percentages and verifiable
timelines, formatted in bulleted lists, tables,
etc., and that provide proper attribution.

Th

ird-Party Support & Reviews Reference independent industry benchmarks,
user reviews, or aggregate market feedback
to provide consensus verification.

5.

b) Document Accountability

Verified Authorship: Associate real people with your content. Ideally, every article
should feature a clear author byline linked to a dedicated bio page outlining their
professional credentials, experience, and authority. Models check these details against
broader web references to verify expertise.

Verified Freshness: Include a clear "Last Updated: [Date]" line at the top of your content.
Keeping information verified and chronologically current signals relevance to search
models tracking real-time data.

Strategic Architecture and Link Integration

a) Query Fan-Out and Depth

To ensure complete topical coverage, content must address the natural progression of a user's
research path.

Map Sub-Intents: Perform query fan-out on the main topic of the page. Identify the core
target query, then uncover its natural sub-questions, related variations, and common
follow-up prompt paths. Usually, these involve additional searches like the current year,
Best and comparisons that compare brands & emphasize freshness.

Information Gain: Begin technical or analytical sections by briefly confirming widely
accepted industry facts on the topic to validate the page against the model's training data.
Once established, introduce proprietary data, internal case studies, or original insights
that do not exist elsewhere.

Proprietary Frameworks: Develop and include unique frameworks, original research, or
brand-specific methodologies within the copy, which increases the likelihood of earning




direct attribution & citations from Al engines.

b) Competitive Positioning and Interlinking

e Competitive Context: Instead of creating too many thin comparison landing pages,
integrate competitive context directly into your existing core pages, solution hubs, or FAQ
sections. Frame text around terms like alternatives, competitors, or replacements, and
explicitly name industry standards alongside your brand.

e Systematic Internal Linking: When publishing a new piece of content, use site search
queries to find older, authoritative pages on your site that mention the topic. Manually
update those older pages to link to the new piece.

e Descriptive Anchor Text: Use specific, keyword-relevant anchor text that provides clear
context about the target page. Avoid vague, generic phrases like "click here" or "read
more” only. These can still be used if better anchor text exists before the more usable
version.



