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SEO: Search Engine Optimization

What is SEO?

78% founders want to get SEO done but don't exactly know what it entails. Search Engine
Optimization is the art of making Google (and other search engines) fall in love with your

welbsite — for free!

SEO in a Nutshell — Mind Map

Higher Rankings SEO

on SERPs

Meta Tags Fast Loading
&Keywords Site Speed
Great Content On-Page

& UX Optimization

Why should you do SEO?

Mobile-First
Design

Quality
Backlinks

Analytics
& Tracking

Visibility & Free Traffic

Higher rankings= more organic visitors,
zero ad spend.

Credibility & Trust

Pagel= trusted brand. Google vouches
for you.

Cost-Effective

Long-term traffic without on-going ad
costs.

Better UX

SEO sites load faster, navigate
easier, convert better.

Competitive Edge

Beat competitors by staying on top of
search results.

Measurable ROI

Track every click, rank, and conversion
with analytics.
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Major SEO bottlenecks & fixes

Every SEO journey hits roadblocks. Here's a visual map of the 12 most common
bottlenecks across industries — and how to crush them.
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BOTTLENECK

Weak Keyword
Research

Ignoring Search
Intent

Poor Mobile
Optimization

Weak Technical
SEO

Overlooking Local SEO

Bad Link Building

Ignoring
Analytics

Neglecting On-Page
SEO

Keyword
Stuffing

Low User
Engagement

Not Adapting to
Updates

No Strong CTA Funnel

FIXIT

Use Ahrefs, SEMrush, and Google Keyword
Planner. Target long-tail, low-competition
keywords.

Align content to informational,
navigational, or transactional intent.

Responsive design + test with Google
Mobile-Friendly Test.

Audit with Screaming Frog & Google Search

Console. Fix broken links and sitemaps.

Optimise Google My Business, use local
keywords, get reviews.

Build relationships with credible sites;
monitor backlinks with Moz/Ahrefs.

Review CTR, bounce rate, organic traffic
regularly via GA4 & Search Console.

Optimise all on-page elements: title tags,
meta, headers, alt text.

Write for humans first. Optimize naturally
never force keywords.

Use multimedia, CTAs, easy navigation to
reduce bounce rate.

Stay current with Google algorithm
changes and core web vitals.

Add clear CTAs: 'Download Now', Try for
Free', 'Get Started.

04



Page Rankings & SEO for Growth Marketers
Why Rankings are Everything

Rank #1

~30%+ CTR

Most clicks, most trust

Growth Marketer's SEO Framework

Page 2+

<1% CTR

Virtually invisible online

Goal

Pagel, #1-3

Where revenue lives

DRIVER WHAT IT DOES HOW TO ACTION

Organic
Traffic

Conversions

Brand
Visibility

Cost
Efficiency

Competitor
Intel

Drives high-intent, free visitors
who are already searching for
your solution.

High-ranking pages pull in
users ready to buy or sign up.

Page 1 = Google endorsing
your brand to millions.

Organic traffic costs nothing
per click vs. paid ads.

Knowing where rivals rank
reveals strategic gaps.

Target keywords your audience
uses; create content that answers
their needs.

Focus on high-intent keywords;
create compelling landing pages.

Optimise consistently; build E-E-
A-T (Experience, Expertise,
Authority, Trust).

Invest in SEO infrastructure
once,; reap compounding
returns.

Use SEMrush/Ahrefs to find
keywords competitors rank for
that you don't.
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What not to do in SEO?

Pro Tip: SEO smart karo, shortcuts nahi! Here are the cardinal sins that kill rankings.

THE SIN THE SMART MOVE

Keyword Stuffing — overloading content Write naturally; weave keywords in where
with keywords they fit organically

Ignoring Mobile — not having a responsive  Mobile-first design is non-negotiable;

site Google indexes mobile first

Wrong Audience — high-volume but Match keywords to actual audience
irrelevant keywords intent and buyer journey

Low-Quality Content — thin, Publish fresh, valuable, long-form
duplicate, or copied pages content regularly

Ignoring Technical SEO — broken links, Audit quarterly with Screaming Frog &
slow load times Google Search Console

Skipping Backlinks — no off-page Build high-quality links; one strong link beats
authority building 100 spammy ones

Expecting Instant Results — SEO hai. SEO takes 3—-6 months; stay consistent and
Maggi nahi trust the process

Skipping Meta Tags — no title, Every page needs an optimised
description, or alt text title, meta description, and alt tags
Overloading with Ads — slow, cluttered Balance ads with UX; page speed is a
pages ranking factor
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Al Tools to Power your SEO

CATEGORY

TOOLS

IMPACT

Keyword
Research

Website
Optimization

Content
Creation

Competitor
Analysis

Backlink
Building
Local SEO

Analytics

Reporting

Google Keyword Planner,
Ubersuggest, SEMrush, Ahrefs

Google PageSpeed, GTmetrix,
Screaming Frog

Yoast SEO, Surfer SEO,Grammarly,
ChatGPT

Ahrefs, SEMrush, SimilarWeb

Ahrefs Backlink Checker,
Hunter.io, BuzzStream

Google My Business, Moz
Local, BrightLocal

Google Analytics 4, Google
Search Console, Hotjar

Looker Studio, RankMath, Zapier

Find what your audience
searches; win the right
traffic.

Faster sites rank higher
and convert better.

Create content that's both
human-loved and SEO-
ready.

Discover gaps in
competitors'
strategies to exploit.

Build authority through
quality link acquisition.

Capture nearby
customers actively
searching for you.

Data-driven decisions
that compound over
time.

Automate reporting; save
hours every month.
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Future of SEO (2025-2030)

SEO ka future hai Smart, Ethical, Aur User-Centric. Here's what's coming.

Al-Powered Search

Original Content Rules

Visual & Video SEO

Page Speed = Non-Negotiable
Zero-Click & Voice Search
AR/VR Optimization

Sustainability SEO

(>

Search engines will anticipate user
needs before they type. Optimise for
intent clusters, not just keywords.

Repurposed or Al-copied content
will be penalised. Creativity and
unique POVs will dominate.

Google Lens and visual search will
grow. Image alt text and video
transcripts will be critical ranking
signals.

Sub-2-second load times will be the
baseline. Core Web Vitals will carry
more weight.

Featured snippets and direct
answers reduce clicks to sites.
Optimise for Position Zero.

Immersive web experiences will
emerge as ranking factors. Spatial
content will matter.

Green hosting and ethical practices
will influence brand trust and
eventually rankings.
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AEO: Answer Engine Optimisation

Whatis AEO?

Answer Engine Optimization (AEO) is the practice of structuring your content so that
search engines — and Al assistants like Siri, Alexa, Google Assistant, Perplexity, and
ChatGPT — can directly extract and serve your answers to users. While SEO wins the
click, AEO wins the answer box.

AEO Mind Map
How to Win the Answer Box

WIN POSITION ZERO ANSWER USE FAQ
(Featured Snippets) QUESTIONS DIRECTLY PAGE SCHEMA
STRUCTURE: VOICE SEARCH ‘
Bullets + Tables+ OPTIMIZATION: CONCISE ANSWERS:
Numbered Lists Conversational tone 40-60 words ideal
N J
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AEO Implementation Checklist

STEP

ACTION

Research question-based keywords using tools like AnswerThePublic, AlsoAsked, and
People Also Ask boxes.

Structure every page with a clear H2/H3 question followed by a 40-60 word direct answer.
Add FAQ Page and HowTo schema markup to all Q&A and instructional content.

Write in a conversational, natural tone that mirrors how people speak to voice assistants.
Create a dedicated FAQ section on key landing pages targeting high-intent questions.

Use bullet points, numbered lists, and tables — these formats are preferred for
featured snippets.

Track which queries trigger Position Zero for your site using Google Search Console.

Monitor competitors appearing in answer boxes for your target keywords.
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SEO vs AEO — Head to Head

DIMENSION

AEO

Goal

Format

Output

Audience

Metric

Tech

Intent

Rank #1 on search results page

Long-form blogs, landing pages

Blue link that users click

Search engine algorithms

Rankings, CTR, organic traffic

Keywords, backlinks, site speed

Broad keywords

AEO

Be THE direct answer to
user questions

Concise Q&A, FAQs,
structured data

Featured snippet, voice answer,
Al response

Al assistants + voice search users

Featured snippets, Position
Zero wins

Schema markup, FAQPage,
How to structure data

Specific questions (Who,
What, How, Why)
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GEO: Generative Engine Optimisation

What is GEO?

Generative Engine Optimisation (GEO) is the next frontier — optimising your brand
and content to appear as a cited source or recommended answer inside Al-
generated responses from ChatGPT, Google Gemini, Perplexity, Claude, Microsoft
Copilot, and other large language model-powered tools. GEO is to Al search what
SEO is to Google Search.

GEO Mind Map — How Al Decides Who to Cite

E-E-A-T Experience, PR & Digital

ExpertiseAuthority, GEO Core Mentions Get cited
Trust by media

Original Research & Expert Authorship Comprehensive Topical
Data Al loves unique stats Named authors matter Coverage:
Be the definitive source
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GEO Implementation Checklist

ACTION

10

Build E-E-A-T: Ensure every piece of content is attributed to a named expert author
with clear credentials.

Publish original research, surveys, and unique data that Al models will want to cite as
a primary source.

Get covered by authoritative third-party publications: tech blogs, industry media,
and academic references.

Create comprehensive topical clusters — be the definitive source on a subject, not
just one blog post.

Use clear, factual, citation-friendly language. Avoid fluff; Al models extract precise,
quotable statements.

Set up brand monitoring to track when your brand or content is mentioned
or cited in Al-generated responses.

Add structured data (JSON-LD) to mark up your author profiles, organisation info,
and content types.

Optimise your Wikipedia, Wikidata, and knowledge graph presence — LLMs heavily
use these sources.

Build a strong social proof trail: reviews, testimonials, case studies — Al tools factor
in brand credibility.

Regularly test: ask ChatGPT, Perplexity, Gemini questions in your niche — are you
being cited?
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SEO vs AEO vs GEO — The Full Picture

DIMENSION

Optimises For

User Intent

Content Format

Technical Need

Outcome

Key Metric

Tools

SEO

Google/Bing
search crawlers

Find a welbsite to
explore

Long-form, keyword-
rich pages

Backlinks, site
speed, crawlability

Click to your
website

Organic traffic,
rank position

Ahrefs, SEMrush, Search
Console

AEO

Voice assistants &

snippet boxes

Get a quick direct
answer

Short Q&A,
structured FAQs

Schema markup,
structured data

Answer shown
without click

Featured snippet
wins, voice share

AnswerThePublic,
“AlsoAsked

GEO

Al chatbots &
generative search

Ask Al anything; get
cited source

Authoritative, cited,
expert content

E-E-A-T, citations,
authoritative mentions

Brand mentioned in
Al response

Al citation rate, brand
mentions in LLMs

Perplexity tracking,
brand monitoring
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The Triple Engine Strategy

The brands that win in 2025 and beyond don't choose between SEO, AEO, and GEO. They run
all three as a unified system.

SEO AEO (c]Je)
Win the Click Win the Answer Win the Al

Rank#1 on Google Drive Own feature snippets,
organic traffic. Capture voice search
Build domain authority Dominate Position Zero

Get cited by ChatGPT
Appear in Perplexity
Become the Al's source

Your Unified Action Plan

Fix technical SEO — speed, Month1 SEO
mobile, crawlability

Keyword research + Month 1-2 SEO
content calendar

Add FAQ sections +

schema markup to all key Month 2 AEO
pages

Build backlinks from Month 2-3 SEO + GEO
authoritative sites

Publish 2+ original data Month 3 GEO
pieces [ research articles

Optimise Google My Month 3 SEO + AEO
Business + local SEO

Create expert author profiles Month 3-4 GEO
on your website

Monitor Al citations in ongoing GEO
Perplexity, ChatGPT, Gemini

Track featured snippets in ondoi AEO
Google Search Console L

Refresh content quarterly; ongoing SEO + GEO

Update stats and facts
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The Perfect SEO + AEO + GEO Optimised
Landing Page

SEO LAYER AEO LAYER GEO LAYER

; ; Named Expert
FAQ Section V.V'th Schema Q&A Author Bio Original Stat or
Format Headings

: Research
Concise 40—60 word Answers Author Schema Markup

Keyword-richTitleTag
Meta Description

H1-H3 Hierarchy

Fast Load [ Mobile-First
Internal Links Backlink-
worthy Content

Bullet + Table Formats External PR + Citations

FAQ Page JSON-LD Knowledge Graph Presence
Voice-search Friendly Copy Brand Mentions Tracked
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Q.
P
Thank You

www.brandtobytes.com

SEO + AEO + GEO = The Trifecta of Digital Visibility

Let's Talk Follow Us
www.brandtobytes.com m @
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https://cutt.ly/Re1lcIHK
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https://www.instagram.com/brand_to_bytes
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