
Winning SEO 
Strategies in the 
Age of AI Search
How Ecommerce Brands Can Earn 
Visibility, Trust & Growth in the AI Era



Search Is 
Evolving. Is Your 
Brand Ready?

We’re at a pivotal moment. AI is redefining how 
people search, shop, and decide.

Traditional SEO alone won’t cut it anymore.



20+ Years of SEO 
Evolution—Here’s 
What We Know
At National Positions, we’ve helped brands 
ride every wave of change in digital search:

From keyword stuffing to semantic search

From desktop-only to mobile-first

From SEO to omnichannel growth

Now, the next wave is here:
AI-driven search.



Consumers Are 
Asking AI—Not Just 
Searching Google
Emerging tools like ChatGPT, Gemini, Perplexity, 
and Claude are transforming discovery.

Users are skipping search engines

They’re having conversations, 
not typing queries

Decision-making is happening 
before clicking a single link



AI Search Is a 
Challenge—And a 
Massive Opportunity
You’re not just optimizing for rankings anymore. 
You’re shaping how your brand answers questions, 
earns trust, and drives action.

Your brand needs to show up—when 
customers are asking, not just searching.



This Isn’t Just Theory. 
It’s a Game Plan.
Whether you’re a:

→ Solo ecommerce founder

→ In-house growth marketer

→ Retail team leader...

...you’ll find clear, actionable strategies to stay visible 
and competitive as AI rewrites the SEO rulebook.



What to Expect

• Deep analysis of AI search trends

• Strategic SEO shifts for ecommerce

• Real-world recommendations

• A blueprint for sustainable growth

Inside This Guide



The Future of Search Isn’t 
Coming—It’s Already Here.

And your brand’s next chapter starts now.



SEO Strategy & Discoverability 
in the Era of AI Search

Understanding how AI is reshaping the search landscape—and 
what ecommerce brands must do to adapt.

CHAPTER 1



Google
~14 billion queries per day

Bing
~614 million

DuckDuckGo
~108 million

ChatGPT
~37.5 million

Perplexity
~6× smaller than ChatGPT

Traditional Search 
Still Dominates
AI tools = under 1% of global search share
Google = ~90% (but possibly declining)

Traditional engines remain critical, 
but disruption is on the rise.



StatCounter Breakdown:

Google Bing Yandex Yahoo! DuckDuckGo Baidu

89.66% 3.88% 2.53% 1.32% 0.84% 0.72%

Google still leads—but is feeling pressure from shifting behaviors.



AI Search Growth: 
A Look at the 
Acceleration

	■ ChatGPT: 100M → 400M weekly users (in 18 
months)

	■ AI search traffic: +1200% (mid-2024 to early 2025
	■ AI-generated content used in 40%+ of searches by 
80% of users

	■ ChatGPT referral clicks: +44% MoM (Nov 2024)

AI is moving from fringe to mainstream—
especially among younger audiences.



AI Tools That 
Matter for Search
These platforms are not just tools—they’re 
shaping buyer journeys.

ChatGPT: Projected to reach 1% of 
all global search by end of 2025

Perplexity: +8,400% referral traffic 
(Q3 → Q4 2024)

Google’s AI Overviews: Appear in 
13%+ of all Google searches



From Search Engines 
to Answer Engines

Concise, conversational results = fewer clicks

AI-generated results change expectations

Younger audiences increasingly rely on 
AI-first discovery

Consumers are skipping “10 blue 
links” and going straight to answers.



AI Overviews 
Are Changing 
the Game

This isn’t just a traffic issue—it’s a strategic wake-up call.

Desktop CTR:
↓ from ~13% to under 5%

Mobile CTR:
↓ from ~20% to ~7%

MailOnline CTR:
↓ by 56% when Overviews are present



Publishers & 
Brands Respond

	■ Concerns: Revenue loss, visibility drop, 
attribution gaps

	■ Industry backlash growing
	■ Google says: “This is a better UX”

Marketers must now:

From desktop-only to mobile-first

Reevaluate analytics and KPIs

Diversify beyond traditional SERPs



What This Means 
for Ecommerce 
Brands

	■ Traditional SEO is still essential—but 
not enough

	■ LLMs (like ChatGPT, Claude, Perplexity) 
are becoming referral sources

AI tools =

Content curators

Decision influencers

Discovery gatekeepersForward-thinking brands will 
optimize for both traditional 
and AI-driven visibility.



AI Search = New Rules 
for Visibility & Growth

	■ Traditional search remains dominant — but 
change is coming fast

	■ Younger audiences shifting habits toward AI-
first discovery

	■ Tools like ChatGPT & Perplexity = not just 
search engines, but:

	  → Content curators

	  → Answer engines

	  → Referral traffic sources



Winning in both = future-
proofing your business.

Traditional Search
	■ Where most volume still lives
	■ Critical for sustained traffic & sales

AI-Driven Search
	■ Growing influence over buyer journeys
	■ Shaping how brands appear in 
conversational results

Brands Must Win 
in Two Fronts:



Traditional Search 
Still Matters:

Maintain strong technical 
SEO foundations:

	■ Site speed
	■ Mobile UX
	■ Schema markup

Build topical authority:
	■ Blogs, guides, FAQs
	■ Educational product content

Prioritize Google Shopping — 
crucial for DTC brands

Your base must stay strong even as 
AI reshapes the top of the funnel.



Structure pages for AI summarization:

→ Q&A format

→ Clear headings

→ Concise, factual language

Add FAQ sections to key pages

Keep clean, crawlable markup 
(structured data remains vital)

Think about how your brand “answers 
questions,” not just how it ranks.

How to Prepare 
Your Content for 
AI Engines:

ACTION PLAN:



Feed this data into:

→ SEO planning (answer real 
customer questions)

→ Paid media targeting

→ On-page personalization

Collect first-party data via tools 
like AdBeacon™

First-party data is your edge 
in an AI-driven world.

Own Your 
Customer Insights:

ACTION PLAN:



Use GA4 or other analytics tools to 
create custom tracking tags for:

→ ChatGPT

→ Perplexity

→ Future AI tools

Monitor new traffic trends and 
double down where traction builds

Don’t fly blind—track AI as its 
own channel.

Measure New 
Traffic Sources:

ACTION PLAN:



Diversify discovery channels:

→ Pinterest

→ TikTok & TikTok Shop

→ Instagram

→ YouTube Shorts

Many of these platforms are 
integrating AI shopping experiences 
(e.g. Meta’s Advantage+)

Think of AI search like mobile in the early 
2010s: get ahead while others are skeptical.

Don’t Rely on 
Google Alone:

ACTION PLAN:



Key Takeaways
Traditional search is still #1—but evolving rapidly

AI-driven search is shaping how consumers discover 
and decide

Brands must:
	■ Optimize for both traditional and AI-driven visibility
	■ Build first-party data intelligence
	■ Track emerging AI traffic sources
	■ Diversify channels to future-proof growth

AI search isn’t just a threat—it’s your next big 
opportunity.

Chapter 1



How LLM Search Is Changing 
the Way People Ask Questions

Understanding the shift from “search queries” to 
conversations—and what it means for ecommerce brands.

CHAPTER 2



LLMs = New ways to think, explore, 
and create—not just search.

A New Kind of 
Search Behavior
LLMs Are Not Just Replacing Google—They’re 
Redefining Search

	■ Platforms like ChatGPT aren’t just search engines
	■ Users treat them as creative assistants, planners, 
problem-solvers



Only 30% of 
ChatGPT Prompts 
Resemble Classic 
Search Queries:

Navigational
“Nike website”

Informational 
“What is SEO?”

Commercial
“Best protein powder”

Transactional
“Buy shoes online”



70% of Prompts Are 
Non-Search Tasks:

Brainstorming ideas

Writing content

Debugging code

Generating plans

Doing math or data analysis



Informational 
Queries Still 
Bridge the Gap
Informational Queries Dominate the 
“Search-Like” Usage

Examples:
	■ “Explain blockchain in simple terms”
	■ “Why does the moon affect tides?”

Instead of scanning 10 blue links, users get 
one synthesized, conversational answer.



ChatGPT is used for 
exploration, not logistics.

“Open Facebook”

“Restaurants near me”

“Buy AirPods”

Google’s Query 
Mix: Still Heavily 
Transactional & 
Navigational



How Long Are 
Queries?

LLMs = conversational thinking, not keyword snippets.

Average ChatGPT prompt (no browsing): 
~23 words → natural questions & sentences

Average Google search:
~3-4 keywords → short, task-oriented

ChatGPT’s browsing mode = shorter prompts 
(~4 words) but still more exploratory



Implications for 
Ecommerce Brands

	■ Users are “thinking out loud” in LLMs
	■ Discovery happens earlier in the funnel
	■ AI is redefining what a “query” even means

Big opportunity: Help customers learn, 
plan, and decide — not just buy.



Why PR Now 
Matters More 
Than Ever:

	■ LLMs prioritize frequently 
mentioned, trusted brands

	■ It’s not just about backlinks—it’s 
about mentions and authority

Key Findings:

Brand mentions correlate with 
LLM citations (Seer Interactive 
→ correlation coefficient = 0.18)

LLMs lean on high-authority 
sources: WSJ, The Atlantic, Vox

Structured data (schema) 
boosts brand attribution



Engage in Thought Leadership

→ Publish insights, contribute to 
industry conversations

Leverage Press Releases

→ Ensure pickups by credible 
media outlets

Optimize for Entity Recognition

→ Be consistent in how your brand is 
named & described online

LLMs “read” the entire web. Give them 
consistent, trusted signals about your brand.

PR Action Steps 
for Ecommerce 
Brands

ACTION PLAN:



Reddit = 
Training Data 
for LLMs

	■ OpenAI’s WebText2 dataset draws 
heavily from Reddit

	■ Reddit discussions shape LLM 
understanding of brands

Key Insights:

High-upvoted content 
= higher influence

Active engagement 
= authority signals

User reviews impact 
brand perception



Participate in Relevant Subreddits

→ Share insights, answer questions authentically

Encourage Customer Reviews

→ Invite real users to share experiences

Monitor Brand Mentions

→ Address issues, gather insights, spot trends

Reddit = where LLMs “listen” for 
brand reputation.

Reddit Action 
Steps for Brands

ACTION PLAN:



Map content to navigational, 
informational, transactional, creative

Target “explainer” searches:

→ “Best way to use [product]”

→ “How to choose the right [product type]”

Build educational hubs, not just 
product pages

Rethink Keyword 
Strategy Around 
Intent

ACTION PLAN:



Think: How can you help users 
plan, build, or create?

Lean Into 
Creative Queries

	■ Add interactive tools: calculators, 
planners, visual guides

	■ Offer downloadable templates or 
checklists tied to products



Optimize for Long-
Form Queries

Use FAQ schema & 
conversational copy

Develop pillar pages 
covering topics in depth

Capture long-tail, 
multi-step queries



Embrace Content 
That Solves, Not 
Just Sells
Shift from purely commercial content to 
value-driven resources:

	■ How-to guides
	■ Product comparisons
	■ Buyer’s checklists
	■ Creative usage inspiration (e.g., “10 ways 
to style our [product]”)



Prepare for Voice + 
LLM Hybrid Discovery

	■ Voice search is merging with AI tools
	■ Queries are becoming more conversational
	■ Optimize content for natural language and 
full-sentence answers



Key Takeaways
LLMs are not just search engines—they’re 
creative partners

Queries are longer, more conversational, 
and more exploratory

Ecommerce brands should:
	■ Target informational and creative queries
	■ Build authority across the web
	■ Prepare for voice + LLM integration

Brand mentions, PR, and Reddit 
engagement shape LLM results

Chapter 2

Meet customers earlier in the journey—
while they’re learning, not just buying.



Overlapping vs. Divergent 
Search Behaviors

Understanding where traditional search and AI 
search align—and where they split.

CHAPTER 3



Where Google & AI 
Search Overlap
Both Excel at Informational Queries:

“Benefits of vitamin D”
	■ Google → Articles, blog posts, medical resources
	■ ChatGP → Synthesized plain-English summary

Users expect direct answers—regardless 
of the platform.



AI Overviews 
Mimic ChatGPT

Search isn’t just keywords—it’s conversations.

Google’s AI Overviews now appear in 
25% of searches with 8+ words

Users increasingly type longer, 
conversational queries

Shift happening as people grow 
comfortable “talking” to AI tools



Where Traditional 
Search Still Wins
Not All Searches Fit AI Platforms

Navigational Queries
	■ “Reddit login”
	■ “CNN homepage”

Local Search
	■ “Coffee near me”
	■ “Urgent care Austin”

Shopping & Transactions
	■ Price comparisons
	■ Inventory and product filters
	■ Live stock data

Real-Time Info
	■ “NBA scores right now”
	■ “Weather in Seattle”

ChatGPT can explain—but it’s not designed to 
navigate, transact, or serve real-time results.



Shopping Example – 
Google vs. ChatGPT

Phone 15 vs. 
iPhone 16 Search:

Google:
	■ Feature breakdowns
	■ Live prices
	■ Review videos
	■ Shopping links

ChatGPT:
	■ Text explanation only
	■ No visuals, pricing, or purchasing journey

AI = great for learning, not for buying.



Real-Time 
Limitations of LLMs
LLMs lack live indexes for breaking updates.

Users still turn to search engines for:
	■ Stock prices
	■ Sports scores
	■ Weather
	■ Time-sensitive news

Google = Real-time data hub.
ChatGPT = Static knowledge + explanations.



This fuels the rise of 
no-click behavior.

Search Engine Users:
	■ Expect to scan and click
	■ Use snippets & headlines as previews

LLM Users:
	■ Expect instant answers
	■ Prefer no clicking, no links
	■ The “answer” is the entire experience

The Psychology of 
Search vs. LLMs



Your brand must be the answer—not just the link.

No-Click Search – 
A New Reality

	■ In 2024, ~60% of Google searches ended with no click
	 → Driven by AI summaries & rich snippets

	■ LLMs take this even further: 
	 → Users rarely click anywhere

Different Outcomes:
	■ Google → Discovery & navigation
	■ ChatGPT → Self-contained explanation



Publish blogs & landing pages 
answering buyer questions

Use structured data (FAQ, how-to 
schema) for AI visibility

Key Action Items 
for Ecommerce 
Brands

ACTION PLAN:

Focus on Informational Content:



The goal: Be present—even if 
there’s no click.

Understand Limits 
of AI Referrals
Don’t expect ChatGPT to drive local or product 
search traffic
Focus on brand visibility in answers

	■ Brand mentions
	■ Expert quotes
	■ Entity recognition



Embrace No-Click 
Search as Normal

	■ Shift mindset from click volume → brand 
presence & authority

	■ Build content that positions your brand as the 
trusted source

In AI search, awareness = new currency.



Create Dual-Purpose 
Comparison Content

Great for both traditional & 
AI search:

	■ “Best running shoes for wide feet”
	■ “X vs. Y: Which is better for [use case]?”

Structure content for:
	■ Easy scanning on Google
	■ Summarization in LLMs



Keep Investing 
in Real-Time & 
Transactional SEO

Optimize for:

Google Shopping

Local SEO

Product-rich snippets

Live inventory, pricing, 
shipping info (via Shopify, 
WooCommerce, etc.)

These remain critical for 
bottom-of-funnel conversions.



Key Takeaways
Informational queries bridge Google & 
LLM worlds

LLMs excel at explanations, not real-time 
or transactions

Ecommerce brands must:
	■ Be the answer, not just a link
	■ Balance traditional SEO with LLM strategies
	■ Invest in both awareness & conversion 
channels

No-click searches are becoming the norm

Chapter 3

Channels are diverging—but the 
customer journey is unified.



SEO Strategies and Their 
Influence on LLM Visibility

What works, what doesn’t—and how ecommerce 
brands can evolve for AI-driven search.

CHAPTER 4



The Big Question
Do Traditional SEO Strategies Still Matter in the 
Age of AI? Short answer: Yes—but with a twist.

It’s less about rankings… And more about being 
included in the answer.



What Still Works—
and Matters More 
Than Ever
Crawlability & Indexation

	■ If AIs can’t crawl your content, they can’t learn 
from it.

	■ Keep key info in HTML, avoid heavy JS, 
maintain logical linking.

	■ Don’t block AI crawlers in robots.txt if visibility 
is a goal.

Think: readable by bots as well as humans.



Structured Data & 
Schema Markup

	■ Schema helps AIs “understand” your content.
	■ Boosts chances of being quoted or 
summarized in AI responses.

	■ FAQs, Articles, Products, How-To schemas 
are all powerful.

Example:

A well-tagged FAQ→ more likely to appear 
in ChatGPT or Perplexity answers.



#1 Signal for LLM 
Inclusion:

Depth > domain authority

Organized formats (lists, bullets, tables)

Semantic clarity = natural language content

Even small brands can be cited if their 
content is more helpful than bigger sites.



Content Format & 
Structure

	■ Clear headings (H2, H3)
	■ Lists & bullets
	■ Summaries and Q&A sections

Makes your content easier for LLMs 
to extract, paraphrase, or quote.



Backlinks = discoverability, not answer prioritization.

Less relevant for “ranking” in AI answers.

Still critical for:
	■ Getting crawled & indexed
	■ Building brand recognition in training data

High-authority citations (e.g. Wikipedia, major 
publications) help LLM visibility.

What Still 
Matters—but in 
New Ways
Backlinks & Domain Authority



Content Freshness
AI tools with live web access prefer recent 
content for:

	■ Trends
	■ Deals
	■ News & stats

Even evergreen content needs updating to stay 
visible in both AI & Google.



What Matters Less 
for LLM Visibility
Page Speed & Core Web Vitals

	■ Great for human users—but LLMs don’t 
care how fast your site loads.

	■ Exception: live-fetch AIs like Perplexity 
might skip slow sites.



Keyword Stuffing 
& Ranking Hacks
Keyword stuffing, exact-match domains, doorway 
pages → obsolete in AI search.
LLMs choose answers based on:

	■ Relevance
	■ Clarity
	■ Trustworthiness
	■ Formatting

Natural language, semantic coverage, and 
helpful structure win the day.



No paywalls blocking important info

Minimal JS-only content

Logical site structure & static pages

Keep robots.txt open for AI crawlers

Make Your Site 
LLM-Friendly

ACTION PLAN:

Ensure Crawlability



Structure Content 
for AI Extraction

Design content 
for scanning and 
summarizing.

Use Schema Markup:
	■ FAQ
	■ Product
	■ How-To
	■ Article

Formatting Essentials:
	■ Bullet lists
	■ Headings matching user queries
	■ Clear labeling (e.g. “Ingredients”)



Prioritize Semantic-
Rich Content

Answer real user questions

Go deep on your niche

Use headings that mirror actual 
search queries
e.g. “What’s the difference between 
X and Y?”

Don’t write for keywords—write for 
questions and clarity.



Staying current helps in both AI 
summaries and Google’s results.

Keep Content 
Updated
Include timestamps or “last updated” labels

Refresh core pages regularly:
	■ Product guides
	■ Seasonal content
	■ New launches



Prioritize:

Credibility

Usability

Helpful formats like 
lists & comparisonsIn AI search, helpfulness 

beats hacks.

Think Inclusion, 
Not Ranking
The goal isn’t “Position 1”—it’s being 
included in the AI answer.



Key Takeaways
Traditional SEO still matters—but 
must evolve

LLM visibility depends on structured, 
semantic-rich content

Focus on inclusion in AI answers, not 
just rankings

Backlinks = discoverability, not direct AI 
influence

Update content regularly to stay relevant

Chapter 4

SEO isn’t dead. It’s becoming smarter, 
clearer, and more user-first.



So What Does 
Google Say?

 How to Succeed in AI-Powered Search

CHAPTER 5



AI Overviews Are 
Here to Stay

Google confirms: AI Overviews are now core to 
search—not an experiment

They appear at the very top of many results

Summarize helpful info from across the web

If you want your ecommerce brand to 
show up → optimize with AI in mind.



Google’s 
Bottom Line
Even with AI, the fundamentals matter:

	■ Strong SEO = the gateway to AI visibility
	■ AI Overviews pull from content already ranking well
	■ No shortcuts—just solid, helpful content

AI search isn’t a separate game—it’s the 
next layer on top of traditional SEO.



Ensure your site is:

Crawlable

Fast

Mobile-optimized
Good organic SEO = your 
ticket into AI Overviews.

Stick to SEO 
Fundamentals

Use descriptive, relevant page titles

Break up content with clear headings 
& bullet points

Align content to searcher intent



Provide Specific, 
Helpful Content
Content chosen for AI Overviews is:

	■ Directly answering questions
	■ Specific and actionable
	■ Free from fluff or pure sales copy

Highlight comparisons, 
unique features, pros/cons

Provide how-to guidance

Use plain language & 
clear structures

Vague content won’t make the 
cut. AI wants helpful answers.



Front-Load Your 
Key Insights

	■ Don’t bury the lead!

	 → Pages cited in AI Overviews start with the answer

	 → Then add supporting details, lists, and context
	■ Start with a direct answer or summary
	■ Treat every page as if it needs to stand alone as an answer

Think: “Could this opening paragraph be 
quoted in Google’s AI Overview?”



Use Structured Data 
to Your Advantage
Schema markup helps AI:

	■ Understand your content precisely
	■ Connect your page to user questions
	■ Improve chances of citation in AI summaries

Implement FAQs, product attributes, 
reviews, how-to schemas

Structured data = your roadmap 
for AI comprehension.



No Shortcuts, Just 
Smart Strategy

No hacks exist to “rank” in AI Overviews

AI pulls from high-ranking, high-trust content

Focus on:

	■ Trustworthiness
	■ Helpfulness
	■ Accessibility

Be the best answer—not just 
another webpage.



Start every page with a clear, 
direct summary or answer

Review top ecommerce content for:

→ Skimmability

→ Structure

→ Helpful details

Use FAQ & How-To schema 
where possible 

Remember: Ranking well puts you 
ahead—but format your content 
so AI can quote you.

Key Action Items for 
Ecommerce Brands

ACTION PLAN:



Key Takeaways
AI Overviews are changing the 
game—but rooted in traditional SEO

Clear, helpful, structured content wins

Schema markup is essential for 
AI readability

There’s no gaming the system—trust 
and clarity win out

Update content regularly to stay relevant

Chapter 5

Your mission: be the best, clearest 
answer on your topic.



Strategic Recommendations for 
Ecommerce & Online Businesses

Future-proofing your digital marketing for the LLM era

CHAPTER 6



Why This Chapter 
Matters

LLMs are changing how consumers search and 
discover products

Traditional SEO is no longer just about 
rankings—it’s about becoming the answer

Brands must adapt for visibility in both 
traditional search and AI-driven platforms

Ecommerce brands that pivot now 
will own the future.



National Positions–
Turning AI Into Advantage
At National Positions, we’re transforming AI 
disruption into opportunity through innovative 
AI agents.

Here’s how we’re helping brands stay ahead:
	■ AI KeywordClarity → Reverse-engineers AI 
Overview insights

	■ LLM RankLens → Maps citations across multiple 
LLMs

These tools help our clients build AI-optimized 
SEO strategies.



AI Agent – AI 
KeywordClarity
AI KeywordClarity helps you:

	■ Extract keywords from Google AI Overviews & 
People Also Ask

	■ Identify top-ranking URLs for those keywords
	■ Generate optimal content structures & outlines
	■ Automate insights into Google Sheets & Docs

Blueprints for creating AI-optimized content.



AI Agent – LLM 
RankLens
LLM RankLens helps you:

	■ Input keywords → receive top-cited URLs 
from multiple LLMs

	■ Compare citation overlap across ChatGPT, 
Gemini, Claude, Perplexity

	■ Track changes weekly
	■ Export insights to Google Slides for 
executive reporting

Know which sources AI trusts—and how 
to become one of them.



Pro tip: Add lists like “Why choose our 
product?” for LLM-friendly snippets.

Core SEO Still 
Matters—But Think 
Beyond Clicks
Maintain essentials:

	■ Fast-loading pages
	■ Indexable catalogs
	■ Keyword-relevant titles and headers

BUT…
	■ Optimize for AI that might quote you instead of 
sending traffic



Leverage 
Structured Data 
(Schema)

Implement schema 
across your site:

Product schema → name, 
brand, price, availability

FAQ schema on product 
& blog pages

How-To schema 
for tutorials

Structured data makes 
your content machine-
readable—and AI-quotable.



Topical authority signals 
relevance to both Google and AI.

Group your educational content 
into thematic hubs:

	■ Skincare → “moisturizer ingredients,” “routine 
building,” etc.

	■ Home goods → “organizing tips,” “material 
guides,” etc.

Include follow-up Q&A for 
multi-step AI conversations

Build AI-Optimized 
Content Hubs



Emphasize Clarity 
& Formatting

The easier your content is to scan → the higher 
your chance of being quoted in AI responses.

Google’s AI Overviews now appear in 
25% of searches with 8+ words

Users increasingly type longer, 
conversational queries

Shift happening as people grow 
comfortable “talking” to AI tools



Emphasize Clarity 
& Formatting
Structure content for AI (and humans!):

H2/H3 headings matching 
search phrasing

Bullets, numbered lists, 
comparison tables

Front-loaded answers

The easier your content is to scan → the higher 
your chance of being quoted in AI responses.



Keep Content 
Fresh & Timely

Seasonal buying guides

“Best of” lists

Trend explainers

Product specs

Regularly update:

AI platforms prefer recent data for 
topics like deals, trends, and launches.



Insights reveal where to double 
down—or fill gaps.

Monitor AI Mentions 
& Referrals
Start tracking:

	■ Perplexity referral traffic in analytics
	■ Mentions in AI platforms like ChatGPT, 
Claude, Perplexity

	■ Competitor citations vs. yours



Develop AI-Ready 
FAQs & Q&A Content
Create robust FAQ sections for:

	■ Common product questions
	■ Brand policies
	■ Category education (e.g. “Cotton vs. bamboo sheets?”)

Mark them up with schemareviews, how-to schemas

FAQs often surface directly in 
AI responses.



In a no-click world, brand 
recognition is everything.

Foster Brand 
Presence & Authority
Increase brand recall:

	■ FaWikipedia pages
	■ Industry directories
	■ Review and comparison sites
	■ Thought leadership on blogs & forums

Explore direct LLM integrations like plugins or 
data feeds



Diversify Your 
Traffic Sources
Don’t rely solely on organic search. Bolster:

Email marketing

Social media engagement

Loyalty and referral programs

Multimedia content (videos, 
podcasts, infographics)

Meet customers wherever they 
discover, browse, or chat.



LLM Strategy Checklist for 
Ecommerce Brands

ACTION PLAN:

SEO Foundation

Schema Markup

Maintain fast, indexable, mobile-friendly pages

Implement Product, FAQ, and How-To schemas

Build structured, themed educational content hubs

Use question-based headings, bullets, and tables

Align updates with seasonal trends and product launches

Track Bing referrals, ChatGPT citations, and brand mentions

Create schema-rich Q&A content targeting natural-language searches

Earn citations in Wikipedia, forums, and third-party reviews

Strengthen direct marketing and non-search visibility

Content Hubs

Formatting

Content Freshness

AI Monitoring

FAQs & Long-Tail Queries

Brand Authority

Diversify Channels



From Disruption to 
Opportunity—Your Next Chapter 

Starts Now

CONCLUSION



The goal stays the same: Help people find 
what they need—and trust you to deliver it.

Don’t Fear the 
Shift—Embrace It
AI search tools aren’t a threat—they’re an 
opportunity,

The rules are changing:
	■ Fewer clicks
	■ More conversations
	■ Answers instead of rankings



AI Levels the 
Playing Field

Clarity

Relevance

Helpfulness

AI doesn’t just reward big budgets
It rewards:

A niche brand with the best explanation 
can appear alongside industry giants.



The Early Adopter 
Advantage
Most businesses are still catching up…
Early adopters who optimize for:

	■ SERPs and AI-driven answers → Will earn 
disproportionate visibility as AI platforms mature

Move now—and lead the market, rather than 
react to it.



Your Roadmap 
Is Clear

Update and clarify your content

Structure FAQs for AI extraction

Monitor AI mentions and adapt

Build topical hubs that position you as 
the go-to expert

Here’s how to future-proof your brand:

The brands that act now will 
own tomorrow.



National Positions 
is your partner to:

Navigate the changes 
happening now

Build strategies for 
what’s next

Together, we’ll help 
you own the future of 
ecommerce discovery.

You’re Not Alone 
in This Journey
This guide wasn’t just written to 
inform—it’s here to equip you.



AI is the next chapter in search—and 
the opportunity of a generation

Don’t wait for change to leave 
you behind

Let’s build a strategy that ensures 
your brand is the answer.

Your next chapter 
starts today.



Los Angeles Headquarters
31280 Oak Crest Dr Suite #1
Westlake Village, CA 91361

Local:  (818) 852-0600
Toll Free: 1 (877) 866-6699

Marketing@NationalPositions.com NationalPositions.com

Contact Us Today
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