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Welcome to the first 
AEO conference.

01

We’re experiencing the biggest 
shift in how consumers discover 
and buy since Google.
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The Shift

01

01
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800 million people  are using ChatGPT every week.

1.5b people  are already seeing generative responses on Google.

There is a new layer 
between you and your buyer.
Agents.





Best hotels in Berlin for a family of 6 that…
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Beyond the headline numbers 
there is a fundamental behavior 
change

METRIC GOOGLE SEARCH AI PROMPT

Average query length ~4 words ~60 words

Intent specificity Low (“best CRM”) High (“best CRM for 50-person B2B SaaS with HubSpot integration)

Decision behavior Browse 10 links Act on 1 recommendation
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This is accelerated by a deeper 
and richer experience

01

Deeper 
Personalization
Context

Four Structural Shifts in The Last 100 Days
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This is accelerated by a deeper 
and richer experience

01 02

Deeper 
Personalization
Context

Full-funnel 
Commerce + Apps

Four Structural Shifts in The Last 100 Days
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This is accelerated by a deeper 
and richer experience

01 02 03

Deeper 
Personalization
Context

Full-funnel 
Commerce + Apps

10 blue links 
becoming 
increasingly 
generative

Four Structural Shifts in The Last 100 Days
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This is accelerated by a deeper 
and richer experience

01 02 03

Deeper 
Personalization
Context

04

Full-funnel 
Commerce + Apps

10 blue links 
becoming 
increasingly 
generative

Agents 
architectures are in 
takeoff

Four Structural Shifts in The Last 100 Days



Simple chatgpt ui

"Very soon mostly AI agents will choose 
companies, products, and services to 
recommend. They will do it based on 
highly targeted, quality content–this is 
the most important thing marketers can 
invest in."

Ashley
Kramer
Chief Revenue Officer, OpenAI
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Two shifts are happening simultaneously:

1. Buyers are moving into AI interfaces faster than any 
channel shift in history

2. The volume, velocity, and specificity of content 
required to win has outpaced what human teams can 
produce manually

Buyers are changing how they 
make decisions. Most marketing 
teams haven’t caught up yet.

We’re going to talk about both today.
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2 core themes of 
the shift
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As much as 85% of your 
top-of-funnel AI visibility is 
determined by what other 
people say about you

Source: AirOps

01
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The long tail is now the most 
important part of your down 
funnel content strategy

02

Traditional search: 
Head terms drive 80% of traffic. Long tail is "nice to have."

AI search:
It's almost all tail. The prompt curve is completely different 
from the search curve.
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State Of Adoption

01.1
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AI is 34% the 
size of search.

Visits are 
+300% YoY.
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AI search is 4x 
bigger than we 
thought.

75% of AI 
usage is on 
mobile apps.

The focus has been here
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And Google 
is evolving 
to be AI first.

● Search is becoming AI-first
● Overviews today, deeper AI 

experiences tomorrow
● Your strategy has to work across 

both worlds
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ChatGPT owns 
86% market 
share.



© 2026 AEO Summit. All rights reserved. 30

The pie is 
getting bigger.

● The total market for “asking” is 
expanding

● The question is not whether AI 
replaces search

● The question is how much of the 
journey AI absorbs

+16%
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What is actually changing?

01

02
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Head terms 
dominate 
search.

150B Google Searches, US, Oct-Dec 2025, Similarweb
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The long tail 
dominates AI.

Prompts are 
longer, richer, 
and higher 
intent.

60% are 10+ 
words.

2.5M ChatGPT prompts, US, Oct-Dec 2025, Similarweb
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Marketers are 
focused too 
much on the 
head, and too 
little on the 
long tail.

245k AirOps Customer Tracked Prompts, US, Oct-Dec 2025
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Look where your customers are asking 
questions to find the long tail of AI.
01 02 03

Communities

04

Call Transcripts Help Desks User Interviews

Prompt Data Is the New Keyword Data
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People are using AI for more than 
just search.
01 02 03

Asking

How do I create a budget 
for this quarter?

Doing

Rewrite this email to make 
it more formal.

Expressing

I'm really stressed about 
this AEO Conf keynote. 
Comfort me.
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People are 
using AI for 
more than just 
search.

● 52% Asking. 
● 35% Doing 
● 14% Expressing.

Source: OpenAI + Harvard, 1.1M 
prompts. June 2024-June 2025.
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Citations are heavily 
fragmented.

reddit.com
youtube.com
en.wikipedia.org
linkedin.com
medium.com
techradar.com
forbes.com
zapier.com
nerdwallet.com
facebook.com
bankrate.com
g2.com
github.com
dialpad.com
blog.hubspot.com
quora.com
google.com
apps.apple.com
learn.microsoft.com
capterra.com
investopedia.com
shopify.com
indeed.com

2.36%
1.65%
0.68%
0.65%
0.64%
0.51%
0.31%
0.28%
0.24%
0.18%
0.17%
0.16%
0.15%
0.15%
0.15%
0.14%
0.14%
0.13%
0.13%
0.13%
0.12%
0.12%
0.12%

http://reddit.com
http://youtube.com
http://en.wikipedia.org
http://linkedin.com
http://linkedin.com
http://medium.com
http://techradar.com
http://forbes.com
http://zapier.com
http://nerdwallet.com
http://facebook.com
http://bankrate.com
http://g2.com
http://github.com
http://dialpad.com
http://blog.hubspot.com
http://quora.com
http://google.com
http://apps.apple.com
http://learn.microsoft.com
http://capterra.com
http://investopedia.com
http://shopify.com
http://indeed.com
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AI Summarizes Consensus

Most marketing stacks weren’t built for this.

01 02 03

Agents form their 
own brand narratives 
across onsite, offsite, 
owned and earned.

Offsite pages, reviews, 
communities, and 

Inconsistencies across 
collateral weaken trust 
signals

Authority emerges from 
repetition and 
consistency, not just 
backlinks or one-off wins. 
Need multiple URLs
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So What is The Playbook 
for 2026?

01

03
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Identify top cited domains

● Onsite 
● Offsite Owned
● Offsite Earned

Pick money topics

01

For example, 

● best website builder: 
webflow vs framer

● how to build a design 
portfolio 

● what are non-code 
tools for designers?

Start tracking

02

Build Onsite

03

Build brand awareness & 
prioritize per money topics: 

● Landing Pages
● Resource
● Help Center
● Tutorials

Build Offsite

04

External mentions are heavily 
cited. Create content that 
answers questions.

● Video (YouTube, 
Vimeo)

● Social UGC (Reddit, 
Quora)

● Affiliates
● Blogs

Do These 5 Things Right Now

Don’t pick one channel. Pick every channel.
05
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Building Systems 
That Win

01

04
and teams!
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Marketing teams are 
moving from building 
campaigns to 
building precise 
systems. 

AI provides incredible 
leverage, but also risk. 
Positioning drift, slop, 
inaccuracies.

This is an impossible 
content challenge for 
brands

01 02 =



© 2026 AEO Summit. All rights reserved. 44

01 02 03 04

What makes a winning system?

Context Layer
Brand truth: brand 
guidelines, product data, 
internal knowledge, 
customer language

Channel 
Intelligence Layer
The right prompts, a full 
view of content influence 
and health and understand 
your team’s investments

Execution Layer
Agents + workflows that 
drive real results

Operating Model
Content Engineer, healthy 
testing cadence and report 
accounting. 
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Layer 1: It starts with the Context Layer

Models reward authority, freshness, information gain - context that supports 
this is the raw material of visibility 

• Every page should carry the brand's actual expertise

• Positioning is consistent, up to date

• Consistent entity naming signals, schema across the entire content footprint

• Centralizing context forces team to agree on what “good” looks like
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Product Lines

Email  ·  SMS  ·  Reviews  ·  
KDP

Core Brand Positioning

Mission  ·  Value Props  ·  
Differentiators

Audiences

DTC Brands  ·  B2B SaaS  ·  
Enterprise

Regions

US  ·  UK  ·  DACH  ·  FR

Tone & Writing Rules

Voice  ·  Formatting  ·  
Terminology

Internal Experts

Sarah K. Brand  ·  Mike T. PMM  
·  John R. - Content Team

Unique Data & Knowledge

Notion  ·  Google Drive  ·  Gong  ·  CMS
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Product Lines

Registry  ·  Wedding 
Planning  ·  Invites  ·  

Expert Advice

Core Brand Positioning

All-in-One  ·  Modern Couples  ·  
Joyful & Personal

Audiences

Newly Engaged  ·  Wedding 
Planners  ·  Gift Givers

Regions

US Nationwide  ·  Metro 
Markets  ·  Destination

Tone & Writing Rules

Voice  ·  Editorial Style  ·  Product 
Descriptions

Internal Experts

Editorial Team  ·  Registry Experts  ·  
Product Curation

Unique Data & Knowledge

Registry Data  ·  Vendor Catalog  ·  Couple 
Preferences  ·  Trend Data
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Zola brings pricing 
data into content 
to win AI Overviews
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Bring in human 
experts when 
needed
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Once agreed, brand 
Context raises all 
boats



© 2026 AEO Summit. All rights reserved. 52

Layer 2:
The Intelligence 
Layer



© 2026 AEO Summit. All rights reserved. 53

Layer 2: Intelligence Layer

AEO / AI Search Monitoring
Monitoring the right things 
(listen to real customers)

Understand Visibility AND sentiment

Onsite Content Quality
Understand content age, health

Full analytics picture

Offsite 
Understand offsite influencing domains

Understand quality of offsite mentions

Impact Accounting
Have a log of events your team has 
performed

Rate of learning = rate of growth 



© 2026 AEO Summit. All rights reserved. 54

Layer 3: How Execution Happens is Changing

2024

Prompts

2025

Workflows

Claude

ChatGPT

2026

Workflows

Agent Design*

Skills Definitions

Centralized Context

Claws…? 🦀
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At the heart of the team



From marketer

Through AirOps Research Lab and Cohort Trainings, marketers master the systems, 
workflows, and insights defining the new era.

to content engineer
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Layer 3: Agent 
Design

After context 
centralization, Agent 
definition will be the 
core skill of 2026

Show AirOps Next
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Layer 4 : Operating Model

Prioritize a 
test-and-learn 
culture

Treat context 
centralization as a 
priority

Find and nurture 
your builders

Build for change Invest in systems 
that scale

Focus on durable 
model-aligned 
strategies
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Demos

01

05
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Assembly AI 

The Grounded 
Content Refresh
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1. Grounding Layer 

Brand Kit (tone, style, positioning 
rules)

Approved case studies

Internal research 

AssemblyAI documentation (realtime)

SERP + Semrush data

Curated external authority sources

2. Deep SERP 
Intelligence

Live Google SERP analysis

People Also Ask extraction

Competitor structure + headers

Keyword gap analysis

Intent + persona detection

3. Human review 
gates

HITL checkpoints before major 
steps:

SERP brief approval

Structural changes approval

Outdated content fixes approval

Humans control direction. 

Agents execute.

4. Code Validation 
Agent

Extracts code examples

Tests against AssemblyAI API

Validates endpoints, models, 
parameters

Flags deprecated models

Rewrites invalid examples

No broken code ships.

01 Example 1 : The Grounded Content Refresh Assembly AI 
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Carta

From Sales Call 
to Long-Tail AI 
Search Content
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1. Sales Transcript

2. Theme Extraction
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Sales Call Ingestion

STEP 01

Workflow to mine Sales calls.

Sales calls reveal:

● Objections
● ROI questions
● Integration concerns
● Risk narratives
● The long tail lives in 

conversation.

Translate into 
Search Intercept

STEP 02

Raw question:

“How do we measure ROI if the 
model keeps changing?”

Becomes:

“how to measure ai model roi”

AI search rewards specificity.

Specificity comes from 
customers.

Build Content
STEP 03

Content optimized for:

- Direct answer blocks

- Clear fact anchoring

- Information gain

- Citation strength

Designed for AI visibility, not just 
rankings.

Create a 
Compounding 
Engine
Sales conversations
↓

Structured insight
↓

Long-tail content
↓

AI citations
↓

New buyer demand

02 Turning Sales Conversations into AI Search Advantage
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Let’s rewrite the rules together.

You can’t control how AI evolves.

But you can build systems and team that 
wins anyway.



THANK YOU
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Reimagining 
Marketing Systems

Panel
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Guy 
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Inside Webflow's 
Marketing AI 
Transformation

Webflow

Case Study
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Speaker

Dave Steer
CMO

Webflow
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Agenda
01 Marketing in the agentic era

02 Webflow’s AEO approach

03 Our AEO playbook

04 The AI-native marketing team

05 Takeaways
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Marketing in the 
agentic era

01

01
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Webflow is 
building the 
Agentic Web 
Marketing 
Platform



Every organization must be great 
at creating digital experiences

for humans and agents

79
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WEBSITE DISCOVERY HAS 
BEEN DISRUPTED

15-25%

01

62%

02

of teams are 
experimenting with 
generative AI in their 
daily workflows

>80%

03

of companies are making AI 
investments to reshape key 
functions

AI has broken existing marketing 
operating models

reduction in website 
traffic from traditional 
SEO

THE WAY WORK IS DONE 
HAS CHANGED

IT BUDGETS ARE EARMARKED 
FOR AI TECHNOLOGY

Source: Bain, 2025 Source: McKinsey: The State of 
AI 2025

Source: BCG Closing the AI 
Impact Gap 2025
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Surge in LLM 
bot traffic
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The buyer 
journey is 
changing 
rapidly Yesterday

Today
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The old 
marketing 
stack can’t 
keep up with AI
● Identifies primary topic, 

compares vs. top competitors

● Generates targeted updates 
within brand guidelines

● Human-review + editorial review
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This creates the perfect storm
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“The technology changes. 
The principles remain the same”

Alex Schultz
CMO, Meta + Author of 

Click Here
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Old playbook 
(search era)

01

Optimize pages for clicks

Win rankings + drive traffic

Measure sessions / CTR / 
keywords

New reality               
(answer era)

02

Optimize knowledge for 
answers

Win mentions + citations + 
share of visibility

Measure influence + 
conversions from AI

Expanded playbook 
(operating model)

03

Build systems, not one-off AI 
features

Maintain key metric measurement

Create answerable, structured 
content at scale

Treat brand as the AEO substrate 
(accuracy + strength)

So what changes for marketing?
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Webflow’s AEO 
approach

01

02
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Content

01

Keywords → answers → 
personalization

Technical

02

SEO → automated site 
structure → speed

Authority

03

Backlinks → widespread, 
positive mentions

Measurement

04

Keyword ranking → 
mentions → AI SOV

AEO vs SEO in four categories
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The AEO Maturity Model
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Our AEO playbooks

01

03
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Content refresh 
engine

01

Reviewing and refining 
existing content

Automated FAQs & 
schema

02

Static pages -> 
answer-driven content

Expertise -> citations

03

Repurposing expert insights 
to citatable content

Playbook 1 - Content



© 2026 AEO Summit. All rights reserved. 92

Content Refresh Automation
Optimizing content for AEO at scale

Why refresh matters + manual constraints:

● Content refreshes help improve content 
quality & relevancy, which increases 
visibility in SEO and AI search

● We’ve seen manual content optimizations 
drive +18% avg traffic increase, but process 
is time-consuming (3-4 articles/mo)

Solution: AirOps content refresh automation 
workflow 

● Grounded in SEO data, brand voice, messaging
● Optimized for freshness, relevancy, and 

structure.
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Refresh 
Workflow:
● Identifies primary topic, compares 

vs. top competitors

● Generates targeted updates within 
brand guidelines

● Human-review + editorial review

● Pushes updates back to Webflow 
Blog CMS
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Content Refresh impact

5X Speed & Efficiency
Content refreshes

42% Traffic
Av. SEO visits post-update

14%
Conversions
Avg. SEO signups 
post-update
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FAQ content automation
Scaling FAQ content and schema markup across landing pages

Why FAQs matter for SEO + AEO

● FAQ sections are critical for SEO and AEO. They 
answer mid & long-tail questions, and help AI 
systems understand & recommend our brand

● Q&A structure directly aligns with how AI 
systems process and synthesize information

● Proper schema markup helps both search 
engines & LLMs understand & connect entities

Solution: Agentic FAQ Workflows

● Built a new agentic workflow in AirOps that 
handles the entire FAQ creation process

○ Question discovery
○ On-brand answers
○ Technical markup
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FAQ Workflow:

● Step 1: Question discovery → 
‘People Also Asked’ and related 
keywords.

● Step 2: Content generation → 
Grounded in brand context + 
messaging (including PMM review)

● Step 3: Schema markup → Brand + 
FAQ schema for search engines + 
LLMs
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FAQ example

An example of an FAQ page 
optimized for AEO
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330+

01

New citations

24%

02

Increase in impressions

Impact: leading indicators we care about
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Webinar 
Content 
Automation
Scaling expert-driven content from 
webinars.

Workflow

1. Parse transcript + speaker details

2. Identify topics → generate 
multiple assets

3. Extract insights, quotes, and 
keywords

4. Generate expert-driven content 
in brand voice
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Prompt set 
Top queries

01

Citation sources
Domains

02

Actions
Press / Reviews / 
communities

03

Measurement
Share of voice
Citation count
Conversations

04

Playbook 2 - Brand
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Publications: 
build the 
citation set
Reverse-engineer the citation set

Target 10–20 “citation-prone” publications

Drive mention + category association + 
differentiation

Activate via co-marketing, affiliates/influencers, 
comms

Measure citations + co-citations by domain + 
share of visibility. 
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Reviews & 
Marketplaces: 
structured trust
Reviews are high-signal corpora for LLMs: 
use-cases, “best for,” outcomes, and 
comparisons

Optimize profiles for attribute completeness + 
accuracy: categories, key workflows, 
integrations, pricing ranges, “best for,” 
alternatives

Drive reviews that include use-case + outcome 
+ comparison

Example: “What did you replace? What 
improved? What do you use Webflow for?”

Generate through campaigns + in-app / 
lifecycle prompts

Measure: rating + review velocity + citation lift
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Community & 
video: retrievable, 
quotable answers

Key principle: if it can’t be retrieved/quoted, it 
won’t compound

YouTube / TikTok: publish “answer-shaped” 
content (X vs Y, best for Z, step-by-step 
how-to) and text trail (transcript, description, 
pinned comment with key claims)

Reddit / forums: win ranking threads (“best tools 
/ alternatives / how do I…”); keep 
factual/current; link canonical docs.

Measure pickup in AI-answers + co-citation 
frequency
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Empowering 
Marketing teams

01

04



© 2026 AEO Summit. All rights reserved. 105

AEO is an opportunity to empower your teams
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Marketing is a verb, 
not a noun

01

Reject the premise of 
brand vs. growth

02

Everyone on the 
team has a role

03

AEO makes marketing a team sport
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AEO pushes marketers along the AI maturity path

Sources: Liza Adams + Microsoft
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AEO makes marketing a customer zero 
that builds in the open
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The result: A brand that stands out

https://docs.google.com/file/d/1KKcu3Tc6MUK41LaWIOd_xVOqKzDF1CvL/preview
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Visibility matters 
now.

01

Understand how AI 
perceives & recommends 
your brand, and if they align 
with your positioning.

AEO is a full-team 
effort.

02

Align your marketing teams with an 
AEO-first mindset.

Experiment & 
adapt.

03

Test fast. Scale what works.

Final takeaways
To adapt for an AI-first landscape



Try the
AEO maturity 
assessment
webflow.com/resources/aeo



THANK YOU
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G2

How Answer Engines 
Shape B2B Software 
Buying Decisions
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Speakers

Tim Sanders
Chief Innovation Officer

G2

Alex David
GM, AI Solutions

G2
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Source: G2 April + August 2025 Surveys

AI chatbots are taking over the buyer journey 

“I start research
with an AI chatbot
more often
than Google.”

April 2025 August 2025

29%

50%
+71% 
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51%AI chat (e.g., ChatGPT)

43%Software review sites

38%Vendor website

38%Research analyst firms

34%Community forums

32%Peers & colleagues

31%Thought leader content

25%Internal supplier portal

24%Vendor salesperson

Buyers are one-shotting their shortlist

Source: G2 August 2025 Survey

Which two sources most 
influence your decision to add 
a vendor to your shortlist?
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AI chatbots most influence the final buying decision

Source: G2 August 2025 Survey

Which of two sources do you 
trust the most for deciding on 
software for your company?
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Look at the Buyer Journey like the aperture lens of a camera. 
At every turn of the lens, AI search is the top influencer

Discovery Narrowing Decision



Source: Profound 

AI Search Sources
G2 is a number 1 source for genAI search of software comparisons, 
beating out all other software marketplaces.

For the Month of January 2026

Tim
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Best practices 
for winning in 
AI Search:

01 Be easy for LLMs to work with.

02 Keep content fresh and recent

03 Produce answer shaped content

04  Earn trust signals in weighted places. 
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Key areas of 
discussion, 
research and 
debate:

01 The Prompt Problem

02 Which citations drive real traffic?

03 For sellers: Is it about winning citations 
or winning the answer? 
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Learning AEO, one experiment at a time

● G2’s team experiments with various content formats by 
repurposing review data and verbatims across content. 

● This approach led our content pages to capture at least 
40% of overall citations. 

● Content is written in a 1st person language where the 
expert also tests/evaluates the software to ensure the 
content is authentic and loved by LLMs. 
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Some of the experiments we ran…

● Increasing SEO + AEO visibility by using enhanced context/summaries

● Use AI generated FAQs on Category Pages

● Increase performance by rendering a markdown version for LLMs

● Utilize Discussion Pages to improve AEO performance metrics

● Drive citations and LLM visibility through content freshness
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Increasing SEO + AEO visibility by using 
enhanced context/summaries
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Generative 
FAQs on 
Category 
Pages

● +25 new ranking 
keywords

● ~42% improvement in 
citation position

● +14% increase in SERP 
visibility
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Rendering a markdown version for LLMs

300+% 300+%

Basic markdown text Markdown with Rich Text

Avg impact of markdown text pages across G2 drove 100% increase in citations and AI context 

requests. Some pages showing 300+% impact, regardless of basic or rich text markdown
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Revamp our 
UI/UX & 
seeding 
discussions 

Discussions before and after update for a single category

16x
Discussion posts drive 16 times the citation 
volume over reviews

2.5x
Our changes to discussions made them 
more than 2 times as impactful

20%
Highlighting expertise of posters/commenters, summarizing 
discussion insights, and making content digestible resulted in 
20% of all citations being from discussions
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Content Refresh
& Repurposing by 
adding G2 Review 
data and stats

Citation

Updated pages 
boost citation, 
visibility, and 
traffic.

Publish

LLMs pull info 
from recent 
trusted 
sources.

Refresh

Fresh content 
signals, 
credibility, and 
authority.

After updating 30 
pages in June 
2025

16.1k
CITATION COUNT

+3%
CITATION SHARE
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What we are doing for our customers
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Connect with us
Tim Sanders
Chief Innovation Officer

G2

Alex David
GM, AI Solutions

G2



THANK YOU




