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Studio and N8N
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What is GSO and how 
is AI changing search?



What is GSO?
GSO stands for Generative Search Optimisation

When users request information from AI (via search 
results or a chat bot) – they are performing a 
generative search query

The query may be for information, navigation, or 
may be commercial / transactional in intent

AI will then attempt to answer or respond to the 
question

Sometimes AI will highlight a relevant brand, 
product or website

Attempting to get your brand referenced by AI, is 
what GSO is all about



Elements of Generative Search Optimisation (GSO)
Pre-Training Data

Is your website & content 
contained in the training data i.e. 

Large Language Model (LLM)

Retrieval-Augmented 
Generation (RAG) Data

Accessing live online data to 
supplement the LLM

Queries /Prompts
What prompts or questions do 

users ask? Use of SEO tools as a 
proxy for common prompts

Mentions in the responses
How to measure if you are found 

for the target queries & prompts?

Generative Search Optimisation (GSO) 
What changes can you make to increase 

your presence in query responses?



GEO vs GSO
GEO (Generative Engine Optimisation) is broader and 
is currently more commonly referenced in the industry

GEO focuses more on broad representation inside 
LLMs

GEO, unlike GSO, isn’t necessarily related to search 
or prompt-based queries in a granular way, or the 
monitoring of specific, individual mentions

GSO isn’t exclusively limited to search-driven AI 
responses (e.g. Google Ai overviews) – but it does 
retain higher focus in this area

If your aim is to ensure your company is well-
represented in AI-generated product copy or internal 
knowledge tools (LLM), but not specifically in response 
to prompt / search queries, that’s GEO (not GSO)



Search-First  GSO vs AI-first GSO In Google’s case 
(AI overviews), 
such results are 
search-first. A 
normal web 
search is 
performed, and 
Google’s AI can 
leverage their 
web / search 
data

For ChatGPT it’s 
different. The 
AI / chat 
functionality is 
primary;  
subsidiary 
searches are 
then launched



Search & AI are Interconnected
There are further 
examples of 
search engines 
trying to do AI, 
like Bing

And of course, 
further examples 
of AI bots trying 
to penetrate 
search, like 
Claude or 
Perplexity

In either 
instance, there 
are searches and 
AI responses, 
hence “GSO” or 
Generative 
Search 
Optimisation



SEO vs GSO SEO is Search Engine Optimisation, which 
involves various tasks to promote web 
properties within Google’s non-paid 
results

SEO doesn’t cover Google’s AI Overviews 
LLM or appearing more prominently 
within broader AI results

Google still provide standard web results, 
though they are diminishing over time

Google’s AI, and other AI’s, still access 
websites and need to understand their 
contents

For now, GSO supplements SEO and 
hasn’t replaced it (yet)

SEO

GSO



This Direction Isn’t New to Search

Google have been moving away from lists of 
web links, and towards providing ‘just the 
answers’ since before the AI revolution

Previously Google algorithmically generated 
featured snippets (2014) based on their 
knowledge graph data

It wasn’t AI-powered (though some 
algorithmic NLP was involved), but it looked 
very similar

During that time there was much talk that this 
would ‘kill’ SEO – it didn’t. SEO simply adapts 
to new search techniques (like AI) and 
incorporates new activities and skillsets, such 
as those needed for GSO



GSO: Why Care?                        Preparing for GSO
Google is continuing to move away from 
lists of links as a search response

Don’t forget other popular AI bots and 
models, such as ChatGPT, Claude and 
Perplexity (seeing increasing use)

Understanding how we can enter all these 
AI responses is key

Users are moving towards digesting AI-
powered responses

We must be there. It’s where the traffic is

More research to understand the exact 
techniques to ‘enter’ AI responses

New and different activities to 
supplement core SEO activities

We must learn to monitor and measure 
our references within AI responses – 
more on this later



Thank you
Email1: 1@anicca.co.uk
Email2: 2@anicca.co.uk
Email3: 3@anicca.co.uk
Email4: 4@anicca.co.uk

Any questions?
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