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Visibility in the Age of Al
Search

How answer engines choose which businesses to cite

What changes when buyers ask an assistant instead of typing a query — and
the on-page work that makes your pages quotable.
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Who this is for

SEO owners, content leads and founders whose category is already being summarised by Al
assistants.
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Classic search, Al overviews and answer engines

Three surfaces now decide visibility: the classic ten blue links, Al summaries inside search results,
and standalone assistants. They share an index but not a selection logic. Ranking first no longer
guarantees being quoted.

The practical consequence is that clarity and citability matter as much as authority signals.

Why entity clarity beats keyword density

Answer engines resolve entities before they resolve queries. If a machine cannot state plainly what
your business is, where it operates and what it sells, it will not cite you as a source.

» Use one consistent name, description and category everywhere you appear.
» Make the About page factual and specific, not aspirational.

* Keep third-party profiles — directories, review sites, social — consistent with the site.

Structuring pages so they can be quoted accurately

A guotable page answers the question in the first two sentences under a heading that matches the
guestion, then supports it with specifics. Long preambles get skipped; hedged copy gets paraphrased
into someone else's answer.

» One question per heading, answered immediately beneath it.
* Include the numbers, dates and constraints that make the answer verifiable.

» Keep tables and lists parseable rather than rendered as images.

Schema that actually gets used

Organization, WebSite, BreadcrumbList, Article, FAQPage, Service and LocalBusiness cover almost
every case a marketing site needs. Add them accurately or not at all — mismatched markup is worse
than none.

Validate after every release, and keep schema generated from the same data the page shows so the
two cannot drift apart.
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Measuring visibility when there is no click

Impressions without clicks are now a signal, not a failure. Track branded search volume, direct traffic,
assisted conversions and the share of category prompts where your business is mentioned.

Run a monthly prompt panel: ask the assistants your buyers use the ten questions that matter, and
log who gets cited.

A practical audit checklist
* Is the business described identically across site, profiles and directories?
» Does each commercial page answer its question in the first 40 words?
* Is schema present, accurate and validating?
* Are your key facts stated on-page rather than only in a PDF or image?

» Do you know which prompts your category is being summarised for?
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Want this applied to your business?

We audit what you have, tell you what is actually limiting growth,
and scope the work that fixes it. No obligation on the first call.

Hop on a call

inffo@mgdigigrowth.com - +91 96761 23747 - wa.me/919676123747
MG DigiGrowth, Hyderabad, Telangana, India
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