Nevigetting e Al Search Really

The executive playbook for visibility, trust,
and getting chosen in 2026.

BASED ON RESEARCH SPANNING 89,000 CITATIONS, 325,000 PROMPTS, AND FIVE LLMs.
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The #2 Most Cited
Domain in Al Search

LinkedIn appears in roughly 11% of Al-
generated responses, outpacing Wikipedia, ChatGPT Search: 14.3% citation rate

YouTube, and every major news publisher.

Google Al Mode: 13.5% citation rate

' __ .. Perplexity: 5.3% citation rate

y & § MARKETERS ARE OBSESSED WITH

’ THIS VISIBILITY. THEY ARE ASKING
THE WRONG QUESTIONS.
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UNIFORM VISIBILITY DOES NOT EXIST

Al models do not pull from the same sources. Relying purely on a Company

Page or purely on Thought Leaders leaves massive citation gaps.

PLATFORM DIVIDE MATRIX

Company Page

Individual Member

59% of citations
rely on Company

Perplexity Pages

ChatGPT /
Google Al

59% of citations
rely on individual
members.

A winning strategy requires both engines, serving different models.
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Al Does Not Just Link to You.
It Echoes You.

Cited LinkedIn content shows a 0.57-0.60 semantic overlap with the original post. Al isn’t just
pointing to your brand; it is repeating your exact framing, language, and conclusions.

I T = Clear positioning is

Original Brand Al Output mathematically amplified.
Positioning to Buyer

= Vague, keyword-stuffed
content generates generic
echoes.

‘ .

= Al trains on your language to
define your category value.
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The Anatomy of an Al-Favored Post

The median cited post has just 15-25 reactions. Al retrieval is not a
popularity contest; it rewards relevance, originality, and structure.

FORMAT & LENGTH

500-2,000
words

(Articles dominate
50-66% of citations)

50-299

words
(Ideal for feed posts)

ORIGINALITY

95% Original
Content

Reshares account
for only 5%.
Amplification adds
zero Al value.

INTENT

66%
Educational

Google Al Mode
heavily prioritizes
knowledge-driven
advice over brand
promotion.

CONSISTENCY

5+ Posts Per
Month

75% of cited authors
maintained this
frequency. Follower
count (<500 vs 2k+)
shows no significant
citation correlation.
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Visibility is Not the Same as Being Chosen

Most LinkedIn optimization stops at getting ‘Seen.” But generic content
optimized purely for Al impressions erodes the trust required to convert.

SEEN BELIEVED CHOSEN

The visibility gain is real. The trust gap it creates is invisible on your dashboard.
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The Branded Prompt Blind Spot

Up to 44% of Al prompts include brand names. 77% of B2B purchases begin with
a network recommendation. Buyers use Al for validation, not category discovery.

I’'m choosing between two PR firms. My friends |
recommended Maven PR and AgileCat. Helpme | . oo
compare them.

By the time they type your name into ChatGPT, the sale is half made. What
Al says in that moment either validates the referral or introduces doubt.
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Earned Media Drives a 325% Citation Lift

When a story lives only on your LinkedIn, Al has one chance to find it. When distributed across
trusted third-party news publishers, multi-domain presence signals undeniable authority.

Owned Domain % Earned PR s 34% Total
Domain (7.6%) Distribution = Citation Rate

\ 325% LIFT —1

B
Owned Domain @ .

Al Model

Syndicated PR /
Earned Media

19.2% of citations come purely from syndicated third-party
sources where the brand’s own site was ignored.
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Realighing the Measurement Dashboard

Stop tracking the wrong signals. Velocity-first content strategies
optimize for impressions without building underlying brand equity.

TABLE STAKES THE REAL ROI

= Share of voice vs. competitors * Branded Search Volume

= LinkedIn post reach & impressions (Signals word-of-mouth health)

= Raw citation rate on unbranded » Direct Traffic (High-intent validation)

queries = Social Referral Traffic (Private DMs /
dark social sharing)

= Narrative Accuracy (Monthly audit of
branded Al comparison prompts)
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Your LinkedIn strategy and
your PR strategy are no
longer separate silos.
They are a single, unified
engine for Al trust.

The Strategic
Convergence

ANE

Narrative
Inventory

Audit what Al says
about your brand today.

Original
Authority

Publish deep, original
expertise (500-2,000
words) across both
Company Pages and
Individual Thought

The gap between current

Al output and your

desired positioning

dictates your content h
roadmap.

Leaders to satisfy all

N

<

: 3

=

The Canonical
Multiplier

Treat best-performing
LinkedIn content as
pitchable earned media.
Secure syndication with
canonical tags to build an
inescapable citation web.
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Visibility is the door.

Trust is what’'s on the other side.

The winners in Al search will not be those who game semantic signals the fastest,

but those who build a body of content actually worth citing.
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