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REVIEW EDITION

Complimentary Review Copy

The New Era: SEO, AEO, GEO, Al Position

Purpose of this edition

This 30-page review edition is a curated preview of the 876-page main book. It is designed for a prospective
reviewer or affiliate partner to assess the book's depth, structure, practical workflows, evidence discipline, and
overall usefulness before recommending it.

Important

This is a selected review edition, not the complete 876-page publication.

The selected book pages are reproduced from the main edition without rewriting the manuscript content.
Page 1 uses the supplied official cover image.

The review edition samples all 12 chapters so the reviewer can evaluate the complete learning progression.

This copy is provided for review purposes and should not be publicly redistributed or represented as the full paid
edition.

What this preview is designed to answer

Is the material practical enough to recommend?

Does the progression from SEO fundamentals to Al Search feel coherent?
Are the workflows, audits and decision rules clear?

Is the evidence and fact-checking approach trustworthy?
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REVIEWER GUIDE

What to Evaluate

A focused preview of the complete 12-chapter system

01

02

03

04

05

06

Learning path

Chapter 1 establishes six levels from Beginner through Fully Advanced Al Search Specialist.

Search intelligence

The book treats keywords as expressions of user need, then layers intent, GSC evidence, trends and business
intent.

Semantic architecture

Later material connects clustering, entities, content structure and Al-search query thinking.

Al + automation

The manuscript repeatedly treats Al output as a starting point that requires human review, SERP validation and
primary-source verification.

AEO + GEO

The dedicated chapters connect answer and generative search to the broader search system rather than presenting
secret replacement algorithms.

CRO + maintenance

The final chapters address conversion, rank-push diagnosis, content refresh and ongoing measurement.

Review-copy coverage

Two representative pages are included from each of the 12 chapters, giving the reviewer a compact view of the full
book without distributing the complete edition.
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ZERO TO PROFESSIONAL

m THE NEW ERA - SEO - AEO - GEO - Al CHO1

| The Complete Path to Becoming an Al Search Specialist— Level 1 through Level 6

Most SEO books make the same mistake. They hand you plenty of techniques but never tell you what
order to learn them in. The result is a reader who knows about Entity Mapping and Automation
Scripts but can't properly read a simple Query report in Search Console.

his book solves that problem by inverting it. The work here is divided into six Levels, and each

Level begins only once the previous Level's material is genuinely in your hands. At Level 1 you
learn to understand a single keyword. By the time you reach Level 6, that same keyword becomes the
entry point to an entire system: one where search demand, semantic structure, entity relationships, Al
visibility, original research, and automation are all working together.

One important note up front. Nowhere in this book will you find a timeline like "Level 1 takes two
weeks" or "you'll be a Specialist in three months." That omission is deliberate. The SEO world is full of
precise-sounding claims with no verifiable data behind them, and we have no interest in repeating that
habit. Instead, each Level ends with a Graduation Checklist: a handful of concrete questions. If you can
answer yes to all of them, you're ready for the next Level. How many days it takes depends on how often

you practice and what background you already have, and no book can honestly estimate that.



CHO1 ZERO TO PROFESSIONAL m

If the answer to all three is no, that number doesn't belong in your content — however impressive
it looks.

| When to trust the scores you've built

By this Level you've built three scores of your own: the Entity Score, the Information Gain Score, and
the AI Visibility Score. Each one carries a clear note that it is not a Google metric, and that honesty
was necessary.

But one question remains, and it's the most practical one: how do you decide to trust these scores?

The answer is to test them against your own data. The method is simple. Write down the scores of
twenty of your published pages. Ninety days later, look at those same twenty pages' real performance —
impressions, unique queries, and where applicable, Al citations. Now put the two side by side and see
whether the higher-scoring pages genuinely did better.

If yes, your weights are right for your niche and you can now make decisions from these scores. If not,
the score isn't wrong — its weights are wrong for your niche. Lower the weight of any component
showing no relationship to real performance, and raise the weight of the one that does.

Most people skip this step, then spend months working from a number that predicts nothing. A metric

you built yourself is only an opinion until you've checked it against your own results.

| A1search Prompt Library

Keeping ready-made prompts for repeated work saves time. Seven prompts that come in handy daily:
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CH 02 ADVANCED KEYWORD RESEARCH — PART 2 (Al &§ COMPETITOR MINING) =

This chapter is a practical manual for moving beyond surface-level keyword research to excavate
Competitor Data, Search Intent, Long-Tail Queries, and Semantic Architecture. In today's Search and
Al Search ecosystem, looking at a single isolated keyword is not enough to build a whole strategy.
Search systems also try to understand the topic, context, entities, related questions, and content
relationships behind a query. So we mustn't only look at which keyword a competitor ranks for — we

have to understand how they're covering the entire topic.

K How this Module connects to the Layer you read earlier: Module 4 is really a Deep-Dive Extension of Layer 1

(Search & Keyword Intelligence) — there you learned to build a Keyword Universe and pull real keywords from
GSC; here we'll deepen that same Universe with competitor data, long-tail and voice queries. The long-tail and
conversational keywords you end this Module with are exactly the ones that go into the AI_QUERY_SET in Layer 3
(AI Search Intelligence)* for AI Answerability and Citation Testing.
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ADVANCED KEYWORD RESEARCH — PART 2 (Al & COMPETITOR MINING)

m THE NEW ERA - SEO - AEO - GEO - Al CH 02

Google's People Also Ask (PAA) section shows additional questions related to a search topic. It's a very
useful source for user-question research because it gives you questions directly rather than keywords.
An Al Search/GEO/AEO Specialist doesn't see PAA merely as FAQ ideas. They see it as a User

Question Map.

WHY IT MATTERS:
PAA questions help you understand which follow-up questions users may ask around a topic. Including
them in your content can make an article more comprehensive, but simply turning a PAA question
verbatim into an H2/H3 gives no guarantee of a Featured Snippet or an Al citation.

So the right approach is:

Question — Direct Answer — Explanation — Evidence — Context — Related Questions

That is, make the question part of the content architecture, not a shortcut.

HOW TO DO IT — SEO MINION PAA SCRAPING AUTOMATION (LIVE EXECUTION):

Your workflow can be understood like this:

Search the keyword in Google — open the SEO Minion panel — choose PAA Extraction — configure
the available levels/options — export — clean the questions — cluster them by intent and topic — use

them in content

" Which tool to use: the SEO Minion Chrome Extension, if the relevant PAA extraction feature is available in
its current version.

" Step-by-step process:

76 —



SEMANTIC SEO AND TOPICAL CLUSTERING

m THE NEW ERA - SEO - AEO - GEO - Al CH 03

Turning a keyword list into a publishable Content Architecture

fter completing Step 11 and Step 12 you have a spreadsheet. It probably holds 100, 300, or 1,000
keywords — with volume, with difficulty, and maybe even a rough intent tag applied.

This is exactly where most people make an expensive mistake. They treat that list as the content plan.
They take every row to be an article and spend the next three months writing 300 thin posts that never
connect to each other anywhere.

A keyword list is not a content architecture. The list tells you what people are asking. The architecture
decides what you will build, in what order, and how those things will connect. This chapter is about
exactly that conversion — from list to architecture.

And in 2026 this is no longer only a question of classic blue-link ranking. Google's own documentation
says that generative AI features in Search rest on "our core Search ranking and quality systems." That
means there's no separate parallel system running for AI Overviews and AI Mode that can be "hacked"
separately. What's right for normal Search — a crawlable site, clean information architecture, genuinely
useful content — is the same base for AI features.

In this chapter we'll build four things:

® A Pillar and Cluster architecture standing on real topical relationships, not just to build a silo
® A semantic concept list built for coverage, not density

" An entity audit that clarifies your content's context



CH 03 SEMANTIC SEO AND TOPICAL CLUSTERING =m

| Animportant clarification about structured data

As soon as entities come up, people run straight to schema markup. So this needs making clear.

Google's generative Al guidance says plainly: "Structured data isn't required for generative Al search,
and there's no special schema.org markup you need to add."

The same documentation kills two more myths:

" "You don't need to create new machine readable files, Al text files, markup, or Markdown to appear in
Google Search." — meaning the 11ms.txt-type files being sold in 2026 have no documented connection to
Google Search.

= "There's no requirement to break your content into tiny pieces for Al to better understand it." — there's

no need to artificially "chunk" content.

Structured data has its own value — for rich results, and for giving explicit information about your
content. But it isn't a requirement for appearing in AI features. These are two different things, and

conflating them is today's most common GEO mistake.

| Whyitmatters

When a complex search query arrives, it doesn't contain only keywords. It contains entities +
relationships + attributes + user intent.

For example, a single query might contain: Google, Google Search, AI Overviews, Search Index.

— 117
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CH 04 SEO KEYWORD RESEARCH WITH CLAUDE =m

| From setup to a publish-ready article — with a source for every figure

Z1 About this chapter

Figure 1 — The full workflow, in six parts. Behind every arrow is a copy-paste prompt and a clear

answer to where that step's data is coming from.

Let's start with a question that's probably on your mind too. Can Claude really do keyword research?

Half the answer is yes, and half is no. And that half-and-half part is what most guides leave out.

C laude understands language. It reads intent, sees the relationship between topics, binds a scattered
list into a structure. But it doesn't have search volume. Not keyword difficulty either, nor backlink
profiles. Those numbers simply don't arrive until you connect it to a real data source.

The problem is that it doesn't stay silent when asked. Without a connector, ask for volume and it will
write something, and that something will look exactly like tool output. I made this mistake early on. I
filled a sheet, built a plan from that sheet weeks later, and only then discovered half the numbers had
come from nowhere. All of it had to be redone.

So this chapter teaches two things. First, how to turn Claude into a real SEO workspace: a Project,
instructions, and the right data connector. Second, how to run a workflow in that workspace where every

figure carries a note saying where it came from.

— 133
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CH 04 SEO KEYWORD RESEARCH WITH CLAUDE =m

One thing that stands out in this listing is the full Brand Radar group that comes with Ahrefs: Al
responses, cited domains, cited pages, and the history of impressions and mentions. Meaning your

visibility in AI search can now be viewed from inside the tool. We'll return to this question in Part 4.

| 2 Adding a connector— screen by screen

Semrush is used as the example below; the path for Ahrefs is almost identical.

First — open Customize. Customize in the left sidebar. Choose the Connectors tab there. (The "+" in the
bottom-left corner beneath the chat input box opens the same place.)

Second — browse the directory. Press "+" at the top, then Browse connectors. Type "Semrush" in the
search box.

Pause here for a moment. A community connector with a similar name may appear first. Check the
name and logo together, and open the listing to read its capability description. It takes thirty seconds,
and removing the wrong connector after attaching it to your Semrush account costs far more than that.

Third — Connect. Pressing "Connect" will redirect you to Semrush to authorize via OAuth.

Fourth — the permission screen. This shows which tools access will be granted to, and which calls will
run automatically versus which will ask for approval. Choose manual approval at the start.

The reason is money. Every query spends units, and a loosely written prompt can fire several calls at
once. For the first month let every call pass under your own eye. Once you understand the pattern,
switch to auto.

— 143
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CH 05 HIGH-PERFORMANCE CONTENT CREATION =&

The Production-Grade Writing System

KEY INSIGHT

Expanded, Deep-Research and Fact-Checked Edition — September 2026 (Revision 3)

G ood content isn't produced by dropping keywords into paragraphs. A strong article comes into
being when research, search intent, competitor intelligence, content architecture,
readability, evidence, visuals, video, technical implementation, on-page elements, internal linking,
technical hygiene, and now extractability for AI Search (AEO/GEQO) too — all work inside a single
production system.

The truth about content writing in 2026 is that a single piece of content now has to work for three

different "readers":

1 The human reader — who scans, looks for trust, and wants to take action.

2 Classic Google Search's crawler/ranking system — which looks at relevance, technical health, and
E-E-A-T.

3 Generative AI systems — Google AI Overviews, AI Mode, ChatGPT, Perplexity, Gemini, Claude — which
don't read your page through but lift a quotable, verifiable piece out of it for their answer.

— 185
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HIGH-PERFORMANCE CONTENT CREATION

m THE NEW ERA - SEO - AEO - GEO - Al CH 05

Making clear to the reader in the opening portion of the article which problem the content solves and
what they'll get ahead. It's generally useful to keep problem recognition + direct answer/direction +

value proposition in the first 100 words.

WHY IT MATTERS:
If the reader doesn't understand at the start that the article relates to their need, they go back to the
search results.

But there's no universal rule that you must keep a bold answer block of exactly 40 or 50 words. Let the

exact length depend on the complexity of the topic.

HOW TO DO IT:

KEY INSIGHT

If you're facing [Problem], the main cause is often [Core Cause].
In this guide we'll understand [Solution Scope] step by step.

| The FourKinds of Hook

TABLE 5.6

HOOK TYPE EXAMPLE CONDITION

Problem Hook "Your page is indexed, and still no traffic?" —

Data Hook "Over the past six months we audited 200 Write only when the data is real
pages..."

216 —



CH 06 ON-PAGE SEO CONTROL =m

The Infrastructure Fine-Tuning

KEY INSIGHT

Expanded, Deep-Research and Fact-Checked Edition — September 2026 (Revision 2)

3 Inthis module

A live case study — "The Media Company"

Step 20 — Snippet Optimization (Title, Meta, URL, Headings, Breadcrumb, Jump Links, Social Preview)
Step 21 — Media Optimization (Images, Alt Text, Responsive Delivery, Video, Discover)

Step 22 — Link Architecture (Topic Clusters, Anchor Text, Orphan Pages, Outbound Links)

Step 23 — Content Cleanliness (Keyword Stuffing, the Density Myth, Thin Content, Fluff)

Step 24 — Technical On-Page Control (Indexability, Canonical, Mobile Parity, Page Experience, Hreflang,
Back-Button Hijacking, Byte Limits)

Step 25 — Structured Data Control (what survives in 2026, and what's gone)
Step 26 — AI Overviews, AI Mode and GEO On-Page Readiness

Step 27 — Search Console Final Control (including the new 2026 reports)

— 281
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CH 06 ON-PAGE SEO CONTROL =m

TABLE 6.4
STUDY /| SURFACE YOUTUBE'S CITATION SHARE
Google Al Overviews (Ahrefs Brand Radar-based analyses) ~20.9%<sup>[7]</sup>
Perplexity ~31.2%<sup>[7]</sup>
Feb 2026 cross-platform analysis (Adweek/Lantern) ~39.2% — ahead of Reddit (20.3%)<sup>[6]</sup>
Claude ~0.3% — nearly zero<sup>[7]</sup>

Two conclusions from these numbers:

1 YouTube's presence on several Al surfaces is exceptionally strong — meaning if video-eligible
queries exist for your business or topic and you have no genuine video presence, you can go missing

from that whole surface, however good your text content is.

2 But this isn't true on every engine — on engines like Claude video's role is close to zero. So "video gets
you Al visibility" isn't a blanket statement, it's a platform-specific one.

I. And one thing that hasn't changed: applying structured data gives no guarantee of a video feature. Its
purpose is to help the search engine understand the available video information better.

| Image Specifications for Google Discover

WHAT THIS IS:

— 311
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CH 07

OFF-PAGE SEO, DIGITAL AUTHORITY AND BLACK-HAT COUNTER-ENGINEERING =m

The Link Ecosystem, Authority Building, Algorithmic Defense & AI-Era Citation Strategy

KEY INSIGHT

Expanded, Deep-Research and Fact-Checked Edition — September 2026 (Revision 2)

In this module

A live case study — a B2B SaaS Enterprise Authority Build

Step 24 — Digital PR and Semantic Backlink Strategy

Step 25 — Broken Link Building, Guest Posting and Link Insertions
Step 26 — Spam Cleanup and Backlink Risk Management

Step 27 — Black-Hat SEO and Architectural Risk Assessment

Step 28 — Off-Page SEO's Al Search Era Connection (GEO/AEOQ)

Step 29 — Off-Page Measurement, Reporting and the KPI Framework
The Off-Page SEO and Risk Management Master Matrix

Module 8 — Final Production Checklist

Sources list (Sources / Fact-Check References)

hen your website's On-Page SEO gets strong, the next question is — do the rest of the internet's

relevant websites, publishers, communities, and now AI search engines too, recognize your

website as a valuable, trustworthy resource?

— 365
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CH 07 OFF-PAGE SEO, DIGITAL AUTHORITY AND BLACK-HAT COUNTER-ENGINEERING =m

Google's official Search Quality Rater Guidelines say plainly that if a page's main content was created by
someone else (that is, the website isn't the primary creator), raters should research that content
creator's reputation separately too. And this reputation research should be topic-specific — for
instance, if a page is giving medical information, raters should check that website's/creator's reputation
in the role of giving medical information, even if that same website holds a different reputation for some
other topic (like comedy content).<sup>[18]</sup>

Raters are instructed to step outside the website and see what the rest of the internet says about
that brand, author or organization — in news articles, reviews, social media discussion, and third-
party mentions.

That sentence is the most honest justification of all of off-page SEO. A backlink is a mechanism,;
reputation is what that mechanism is trying to measure.

IN PRACTICAL TERMS — WHICH OFF-PAGE SIGNALS BUILD YOUR "REPUTATION":

* The About page and author bios — who is responsible for this content should be clear, whether a real name

or an established pen name/alias.

" What third-party sites say — news mentions, industry recognition, conference talks, guest appearances,
awards, podcast interviews.

" Reviews and comments — what customers/users say about you (on platforms like Google, Trustpilot, G2,
Capterra).

= Independent, editorial coverage — the coverage you didn't buy. This carries the heaviest weight.

— 397
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CH 08

ADVANCED TECHNICAL SEO, CORE WEB VITALS AND SCHEMA AUTOMATION =

Performance, Structured Data and Site Health — One Connected Technical System

KEY INSIGHT

Expanded, Deep-Research and Fact-Checked Edition — September 2026 (Revision 2)

B Inthis module

A live case study — "The Slow Catalog" (a 40,000-page e-commerce site)

Step 39 — Core Web Vitals Optimization (LCP, CLS, INP) — down to the sub-parts

Step 40 — Schema Matrix Integration and No-Code Structured Data

Step 41 — Review, Rating and Rich Snippet Validation

Step 42 — The Schema Entity Graph and Schema Relationships

Step 43 — Avoiding Schema Collision and Duplicate Markup

Step 44 — A Safe Deployment Workflow for No-Code Schema Automation

Step 45 — Site Health Audits (404, Soft 404, Redirects, 410 and the full status-code map)
Step 46 — Canonical and Indexability Audit

Step 47 — Robots, Meta Robots, X-Robots-Tag and Sitemap Consistency

— 503
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ADVANCED TECHNICAL SEO, CORE WEB VITALS AND SCHEMA AUTOMATION

m THE NEW ERA - SEO - AEO - GEO - Al CH 08

1 Review information must be visible on the page. If aggregateRating is in the markup but the rating
isn't visible anywhere on the page, that's a guideline violation — and that was our case study's third
problem.

2 ‘AggregateRating’ must represent real user feedback. Fake ratings or rating information created

merely to get a rich snippet isn't a correct implementation.

3 Self-serving reviews aren't eligible. If a business or organization controls its own reviews (that is,
reviews about itself on its own site), star-feature eligibility can be restricted. Google also says local-

business ratings must be sourced directly from users.

4 A review must be about a specific item, not about a category or a whole site.

| {21 The April 2026 review-policy tightening (cross-reference from Module 8)

This connects directly to the negative-SEO/reputation discussion covered in Module 8. Google tightened

its Google Business Profile review policy further in April 2026, now explicitly prohibiting:
" Taking a review in exchange for any incentive (payment, discount, free product)
" Review gating — asking for reviews only from customers with positive feedback

® Giving staff a review quota

546 —



CH 09 GENERATIVE ENGINE OPTIMIZATION (GEO) =m

| The Complete Strategy for Al Overviews, Al Mode and Generative Answer Engines

EX1 The Foundations of GEO

| 1What GEO is, and more importantly —whatitisn't

Search is no longer confined to ten blue links. In answer to a complex question Google now shows
generative experiences like AI Overviews and AI Mode alongside traditional organic results, and
beyond them systems like ChatGPT, Perplexity, Claude and Copilot give a ready-made answer directly.
The purpose of all of them is to understand information from several sources and prepare a useful
response, rather than sending the user to some single webpage.

K Generative Engine Optimization (GEO)* means straightforwardly this — preparing your content so that
when a generative engine is building an answer to a user's question, your information is included in

that answer, shapes it, and is cited as a source.

Now the most essential point, the foundation of this whole chapter:

KEY INSIGHT

GEO isn't a separate, secret algorithm that can be unlocked
with some hidden code, fixed word count or special schema.

— 611
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GENERATIVE ENGINE OPTIMIZATION (GEO)

m THE NEW ERA - SEO - AEO - GEO - Al CH 09

There's no footer block that makes "Google consider you authority verified" or "settles an AI Overview
citation." Google's documentation names no such special "authority proof block" as necessary for

Al features.

Instead:

<section>
<h2>Sources and Methodology</h2>
<p>This guide combines Google Search Central documentation,
technical testing, and publicly available industry research.</p>
<p><strong>Last reviewed:</strong> September 2026</p>
<p><strong>Testing note:</strong> Performance observations in this
section are based on our documented test environment.</p>
</section>

This is real trust architecture.

KEY INSIGHT

Never add: fake Knowledge Graph IDs, fake
certification numbers, or fictional research references.

| 3 Answer-First Writing — writing for extraction

FIRST, BREAK A MYTH

There's no universal Google AI Overview formula of 40-50 words. Google has never said a 40-word
paragraph gets automatically selected into an AI Overview.

Likewise the claim that the AI parser scans only the first 100 words, or that a page "locks" into a

citation on hitting an exact word count, is wrong too.

646 —



ANSWER ENGINE OPTIMIZATION (AEO)

m THE NEW ERA - SEO - AEO - GEO - Al CH 10

Generative Retrieval, Semantic Understanding,
Conversational Search & Al Citation Engineering

The purpose of Answer Engine Optimization (AEO) isn't merely to achieve a ranking for some
keyword in traditional search results. Its broader purpose is to build an information architecture that
conversational search systems, answer engines and generative search experiences can easily discover,
understand and use to prepare answers to relevant user questions.

U sers today often write a whole conversational query in place of a short keyword. They may state
their problem, situation, budget, experience level and expected result all in one prompt. In
such an environment, writing content only around exact-match keywords isn't enough. Content has
to be structured at the level of user intent, entities, relationships, questions, supporting evidence and
practical context.

In Google's AI Overviews and AI Mode, information can be retrieved from the Search index for
generative responses and complex queries can be broken into related searches. Google describes this as
query fan-out — Google's VP of Product for Search, Robby Stein, has explained it as the system breaking a
complex question into several related sub-queries, searching them in parallel, then combining those

results into a linked answer.

690 —



CH 10 ANSWER ENGINE OPTIMIZATION (AEO) m

JavaScript Rendering — AEO's most expensive and most overlooked technical mistake

WHAT THIS IS:
This section is this whole module's most essential technical warning, and it's where the most websites
are quietly failing.

Most Al crawlers don't execute JavaScript.

Googlebot does — Google's Web Rendering Service runs JavaScript in headless Chrome and indexes the
rendered page. But GPTBot, ClaudeBot, PerplexityBot and their companions don't. They fetch raw HTML
from your server, extract what they find in it, and leave.

In a joint analysis by Vercel and MER] — which looked at more than 500 million GPTBot fetches — zero
evidence of JavaScript execution was found. The clearest detail is that GPTBot did download JavaScript
files in roughly 11.5% of requests, but didn't run them. The same pattern held with ClaudeBot (JS
downloaded in about 23.8%, execution zero).

Bingbot's position is in between — it does render JavaScript, but far more limitedly and strictly than
Googlebot. This means a page that renders reasonably for Googlebot can come back empty for Bingbot —

and since Bing's index feeds Copilot and ChatGPT's retrieval chain, this becomes a large silent failure.

WHY IT MATTERS:
If your site is client-side rendered (an ordinary single-page application in React, Vue or Angular), every
requester gets the same initial HTML — an empty shell with just navigation, a root div and script tags.

— 701

(03V) NOILVZIWILAO INIDON3I HIMSNV



CH 11 BEHAVIORAL SIGNALS § CRO =

| User Engagement, Click Behaviour, Conversion Rate Optimization and the Real Evidence

This module is about the subject most argued over in the SEO industry and discussed with the least
evidence — does user behaviour change your ranking?

he answer is neither a straight "yes" nor a straight "no." And that's exactly why this module begins
not with a tactic but with the evidence. If you set about reducing bounce rate or raising CTR
without understanding this, you'll either optimize the wrong thing or go down a route that does harm.
Let's make one thing clear at the outset. This module's second half — CRO (Conversion Rate
Optimization) — isn't part of SEO, and that isn't its weakness but its strength. Ranking gives you a visitor;
CRO turns that visitor into a customer. A site at rank 1 that doesn't convert is less valuable than a site at
rank 4 that does.
That's why both subjects are in one module — because both have the same centre: what the user

actually does.

EZl Behavioral Sighals — What the Real Evidence Says

| Google's official position
WHAT THIS IS:

For years, repeatedly and quite explicitly, Google has said this:

— 789
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BEHAVIORAL SIGNALS & CRO

m THE NEW ERA - SEO - AEO - GEO - Al CH 11

The tool you shouldn't use: any service selling a "guaranteed CTR boost," "real human clicks" or

"NavBoost optimization." The reasons are in 31.0.

EZ Conversion Rate Optimization (CRO)

This module's title is "Behavioral Signals & CRO," but so far we've only seen the first half. This whole step

is the second half — and commercially it's perhaps the most important step.

| Define Conversion Correctly First

WHAT THIS IS:
CRO means: how many of the visitors who arrive do the thing you want — and systematically improving
that ratio.

But its first and most overlooked step is this: decide what a conversion is.

On most websites conversion happens not at one level but several:

TABLE 11.11

LEVEL EXAMPLE WHEN TO MEASURE

Micro Newsletter signup, PDF download, using a Always — this is your early signal
calculator, watching a video

Mid Demo request, asking for a quote, contact on The main funnel metric
WhatsApp, adding to cart

Macro Purchase, contract, subscription The real business outcome
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THE RANK PUSH & MAINTENANCE STRATEGY

m THE NEW ERA - SEO - AEO - GEO - Al CH 12

| From Page 1 to the Top 3, Guarding Against Content Decay, and Surviving Algorithm Updates

SEO's hardest part isn't reaching page 1. The hardest parts are two — getting from page 1 to the top 3,
and staying there.

o n the first, most people make the same mistake: they write more content, make it longer, add
keywords — without finding out what the real obstacle is. This module puts most of its weight on
that diagnosis.

On the second, the mistake is even more common: people publish content and forget it. But every
published page is a living thing that loses its place over time — competitors improve, information goes
stale, the algorithm changes, and the user's question changes too. Per Animalz's own research, pages
more than three years old lose on average about 3.66% of organic traffic every month. That decline is
slow, so it isn't visible — and that's exactly what makes it dangerous.

This module is a systematic solution to both problems.

A note: wherever content quality, Information Gain, passage structure or Al citation comes up in this
module, a reference is given to this book's SEO, AEO and GEO chapters — because half of rank push's

work actually happens there.

Gap Analysis (From Page 1 to the Top 3)
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CH 12

THE RANK PUSH & MAINTENANCE STRATEGY =

Genuinely update the content
{

Visible date + dateModified + sitemap lastmod — all three
{

Validate (schema, links, rendering)
{

Google: URL Inspection » Request Indexing (primary pages only)
{

Resubmit the sitemap
{

IndexNow ping (for Bing and its connected surfaces)
{

Check internal links — does a link reach the new section?
{

Wait at least 4 weeks
{

Measure (34.4)

Measuring after the refresh

WHAT TO COMPARE:

Write down the refresh date. Then at least 4 weeks later, compare the 28 days before and the 28 days after

for that page:

TABLE 12.10

METRIC FROM WHERE WHAT IT TELLS YOU

Impressions GSC Whether Google is showing it on more queries
Average position GSC Whether the ranking improved

Clicks and CTR GSC Whether the listing became more attractive
Number of queries GSC Whether new sections brought new queries

— 853
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THE NEW ERA

FULL EDITION MAP

What's Inside the 876-Page Edition

This review edition samples the full 12-chapter structure. The notes below are a concise orientation based on the
main book so a potential reviewer can understand the scope before deciding whether the work fits their audience.

01

Zero to Professional

Builds a six-level progression from understanding search demand and intent to working as an advanced Al Search
specialist. The opening level establishes the foundations: keyword understanding, Search Console, search intent, keyword
universes and a disciplined path from manual understanding to trustworthy automation.

02

Advanced Keyword Research - Part 2 (Al & Competitor Mining)

Extends keyword research through competitor data, striking-distance opportunities, keyword gaps, long-tail and question
queries, People Also Ask, and semantic content architecture. The chapter connects validated search demand to the later Al
Search query set.

03

Semantic SEO and Topical Clustering

Turns keyword lists into publishable content architecture using pillar/cluster structures, semantic concepts, entity
relationships and user needs. It also stresses intent-based clustering and human validation rather than relying on word
similarity alone.

04

SEO Keyword Research with Claude

Shows how Claude can be used as an SEO workspace when paired with real data sources. The workflow covers setup,
data provenance, research, Al Search/GEO, and moving from research to a publish-ready article while distinguishing
verified figures from unsupported estimates.

Review note: The detailed chapter descriptions on these pages are orientation notes. The actual selected sample pages that
follow are reproduced from the main edition rather than rewritten.
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THE NEW ERA

FULL EDITION MAP

What's Inside the 876-Page Edition

This review edition samples the full 12-chapter structure. The notes below are a concise orientation based on the
main book so a potential reviewer can understand the scope before deciding whether the work fits their audience.

05

High-Performance Content Creation

Covers competitor SERP and Al-answer analysis, content optimization, headline/title/meta/URL engineering, drafting
structure, readability, multimedia and trust signals, AEO/GEO preparation, and post-publishing refresh, pruning, decay and
ROI.

06

On-Page SEO Control

Provides a practical on-page control system covering snippets, media, link architecture, content cleanliness, indexability,
canonicals, mobile parity, structured data, Al-search readiness and Search Console control. The chapter also emphasizes
that technical accessibility and useful content remain foundational.

07

Off-Page SEO, Digital Authority and Black-Hat Counter-Engineering

Covers digital PR, semantic backlink strategy, broken-link and guest-post approaches, spam cleanup, backlink risk,
black-hat risk assessment, Al-era brand authority and measurement. It connects external authority with GEO/AEO while
emphasizing safe, earned visibility.

08

Advanced Technical SEO, Core Web Vitals and Schema Automation

Treats performance, structured data and site health as one connected technical system. Topics include Core Web Vitals,
schema validation and relationships, canonical/indexability, robots controls, crawl budget, JavaScript SEO, large-site
architecture and a complete technical audit workflow.

Review note: The detailed chapter descriptions on these pages are orientation notes. The actual selected sample pages that
follow are reproduced from the main edition rather than rewritten.

COMPLIMENTARY AFFILIATE REVIEW EDITION | 30



THE NEW ERA

FULL EDITION MAP

What's Inside the 876-Page Edition

This review edition samples the full 12-chapter structure. The notes below are a concise orientation based on the
main book so a potential reviewer can understand the scope before deciding whether the work fits their audience.

09

Generative Engine Optimization (GEO)

Explains GEO as preparation for inclusion and citation in synthesized answers across Al-powered search and generative
engines. It covers Al Overviews, Al Mode, ChatGPT, Perplexity and Copilot, retrieval workflows, citation behavior and the
boundary between proven guidance and industry speculation.

10

Answer Engine Optimization (AEO)

Focuses on conversational search, answer architecture, semantic understanding, query fan-out and making useful content
easy for answer systems to discover and use. The chapter positions AEO as an extension of strong search foundations
rather than a secret replacement for SEO.

11

Behavioral Signals & CRO

Examines user engagement and the evidence around behavioral signals, then connects that analysis to conversion rate
optimization. It covers micro, mid and macro conversions, friction analysis, title testing, measurement and the distinction
between traffic/ranking signals and actual business outcomes.

12

The Rank Push & Maintenance Strategy

Focuses on moving from page 1 toward the top 3 and then maintaining performance over time. It covers gap diagnosis,
content refresh, continuous rank tracking, content decay, algorithm-update discipline, monitoring and a practical
maintenance checklist.

Review note: The detailed chapter descriptions on these pages are orientation notes. The actual selected sample pages that
follow are reproduced from the main edition rather than rewritten.
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THE NEW ERA

HOW THE BOOK BUILDS

The Learning Path: Level 1to Level 6

The opening chapter explains that the book is deliberately structured as six levels. Each level is meant to become the
foundation for the next, rather than a collection of disconnected techniques.

LEVEL 1 Understand Search Demand
Read keywords as expressions of real user needs; verify intent, trends and Search Console
signals.

LEVEL 2 Turn Keywords into Topics

Cluster by user need, build topic architecture and connect related pages.

LEVEL 3 See Search Through Two Lenses
Evaluate traditional Search and Al Search, including answerability, zero-click risk and citation
testing.

LEVEL 4 Build Information Assets
Move beyond paraphrase toward original evidence, information gain and transparent authority
proof.

LEVEL 5 Use Trustworthy Automation
Apply automation only after the underlying manual process is understood and verified.

LEVEL 6 Operate as an Al Search Specialist
Bring demand, semantic structure, Al visibility, research and automation together as one system.

Why this matters to a reviewer: The book is designed as a progression, not just a reference list. Its stated rule is
that later automation should become trustworthy only after the underlying manual process is understood.

Representative sample already included: The preceding review pages contain selected material from all 12
chapters so the reviewer can judge tone, depth, structure, practical methods and evidence discipline across the full
work.
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THE NEW ERA

REVIEW GUIDE

What to Evaluate in the Sample

The purpose of a review copy is not to recreate the complete book. It is to give a serious potential partner enough
original material to judge whether the work is something they would be comfortable recommending.
DEPTH

Does the material go beyond surface-level SEO advice and provide a structured process?

PRACTICALITY

Are there workflows, matrices, checklists, examples and decision rules that a reader can apply?

Al SEARCH COVERAGE

Does the book meaningfully connect classic SEO with AEO, GEO and Al Search rather than treating them as isolated
buzzwords?

EVIDENCE DISCIPLINE

Does the work distinguish official statements, third-party research, illustrative examples and internal audit metrics?

AUDIENCE FIT

Would the book be useful to SEO professionals, marketers, consultants, agencies, creators, publishers or business owners?

RECOMMENDATION CONFIDENCE

Would you feel comfortable recommending the complete edition to your audience after reviewing these materials?

Source-integrity note: The main edition explicitly warns against invented testing, fake authority badges,
unsupported figures and presenting internal scores as official Google metrics. This review edition preserves the
selected original pages so the reviewer can assess that standard directly.

COMPLIMENTARY AFFILIATE REVIEW EDITION | 33



THE NEW ERA

FOR POTENTIAL AFFILIATE PARTNERS

Before You Decide to Recommend the
Book

Please review the sample with your own audience in mind. The goal is simple: decide whether the complete edition is
a resource you can recommend with confidence.

The subject matter is directly relevant to my audience.

The book contains enough practical depth to justify a paid recommendation.

The SEO, AEO, GEO and Al Search coverage is relevant to my niche.

m The evidence and fact-checking approach is credible to me.

I am comfortable recommending the full edition after reviewing the sample.

I would like the full affiliate details and promotional resources.

BOOK PRICE COMMISSION  AFFILIATE EARNING

The New Era: SEO, AEO, GEO, Al Position $49.99 60% $29.99 per confirmed sale

30-Day Performance Challenge
500 confirmed, non-refunded sales -> $500 bonus
1,000 confirmed, non-refunded sales -> $2,000 bonus

The highest qualifying milestone applies. Qualifying sales must be confirmed, non-refunded and properly tracked
through Digistore24.
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THE NEW ERA

NEXT STEP

After You Review the Book

Once you have reviewed the sample, there are three simple next steps.

01

Review

Read the selected material and decide whether the complete edition matches your audience and your own recommendation
standards.

02

Explore the Full Product

Visit the official product page to see the complete positioning and purchase information.
03

Activate as an Affiliate

If the book is a fit, use the Affiliate Support Center for promotional guidance, resources and campaign information.

Official product page
https://tools.elentechpk.com/seo-ai-search-blueprint/

Affiliate Support Center
https://tools.elentechpk.com/affiliate-support-page/

Thank you for taking the time to review the book. This edition exists so a potential partner can evaluate the actual work before deciding

whether to recommend the complete product.
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