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Abstract 

SEO has long been used to improve a website's visibility on search engines such as Google and Bing. 

Keywords, backlinks, and algorithm-based website ranking were the main focuses of SEO. However, 

the way people search for and locate information has completely changed in the modern era due to 

the emergence of generative AI tools like ChatGPT, Perplexity, and Google Search Generative 

Experience (SGE).These AI tools use advanced language models (LLMs) to generate direct answers 

from multiple sources rather than displaying a list of links. A novel idea known as Generative Engine 

Optimization (GEO) has emerged as a result of this new system. GEO concentrates on optimizing 

content for AI tools to comprehend, condense, and utilize when producing responses.This essay  

examines how the job market is changing as a result of SEO's shift toward GEO and how businesses, 

marketers, and content producers should adjust. It offers a simple understanding of this significant 

change in digital marketing and AI-based information systems and is based on the frameworks 

presented by Chen et al. (2025) and Makrydakis et al. (2025). 

Keywords: SEO, GEO, Generative AI, Large Language Models, Digital Marketing, AI Search 

Engines, Content Optimization 

1. Introduction 

The way people search for information online is changing faster than ever. In the past, when a user 

searched for something, search engines like Google used algorithms to display a list of ranked 

websites. This process depended on SEO — improving website content through the right keywords, 

tags, and links. 

However, Generative AI search engines now use intelligent models that understand the meaning 

and context of a question instead of only matching keywords. Tools like ChatGPT, Gemini, 

Perplexity, and Copilot do not just show links; they generate complete answers by reading and 

summarizing web content. 

As explained by Chen et al. (2025), these new engines work differently — they focus on meaning, 

context, and trustworthiness rather than just keyword density. Makrydakis et al. (2025) also 

highlight that success in AI-driven search now depends on how structured, clear, and credible your 
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content is, not just on using the right words.This paper aims to explain this new system — how SEO 

is turning into GEO — and why this change is important for the digital industry and job market. 

2. Literature Review 

2.1 From SEO to GEO 

In the past, Search Engine Optimization (SEO) helped websites appear on the first page of Google 

by using the right keywords, building backlinks, and writing optimized content. This method worked 

well for search engines that used fixed algorithms to decide rankings. 

But with the rise of Generative AI, search is no longer about ranking pages. Instead of showing a 

list of links, AI tools now read different websites, collect the main ideas, and give users one clear 

summarized answer. 

Chen et al. (2025) claim that this new procedure has produced a novel strategy known as Generative 

Engine Optimization (GEO).  Getting the top spot on Google is no longer the aim of GEO.  The 

primary goal is to ensure that when AI tools generate answers, they use or mention your content.  To 

put it simply, success now entails more than just ranking first; it now involves being included in what 

the AI says. 

2.2 AI and LLM-Driven Optimization 

Modern Large Language Models (LLMs) like GPT-4 and Gemini can understand the meaning and 

connection between words rather than just matching keywords. 

As Makrydakis et al. (2025) explain, GEO depends more on how well the content’s meaning, 

structure, and context are written. 

To help AI understand content better, websites should use a clear structure, add schema tags, and 

write in a natural, easy-to-read tone. 

Chen et al. (2025) also suggested that AI models look at each piece of content based on its 

truthfulness, clarity, and meaningfulness when deciding what to include in answers. 

2.3 User Engagement and Behavioral Signals 

Modern AI systems observe user behavior on websites in addition to reading text.  They keep track 

of visitors' duration of stay, their clicks, and whether they return. 

 According to Makrydakis et al. (2025), one of the most powerful factors influencing visibility in AI-

based search is this type of user engagement. 

 This implies that using a lot of keywords is no longer as valuable as creating content that is 

interesting, helpful, and simple to understand. 

3. Research Problem 

The shift from SEO to GEO creates several new challenges: 
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 How can businesses make sure their content appears in AI-generated results? 

 What kind of optimization strategies work best for generative engines? 

 What new skills do professionals need to adapt to GEO? 

 How can we measure or track performance in a system that doesn’t use page rankings? 

These questions show a clear research gap — the need to build a framework and understanding 

for GEO, since it’s still a very new field. 

4. Research Objectives 

This study has the following goals: 

1. To clearly define Generative Engine Optimization (GEO) and how it differs from SEO. 

2. To study how Generative AI search engines collect and show information. 

3. To explore how professionals are adapting to GEO in their jobs. 

4. To identify new skills and job roles that will emerge in this AI-driven era. 

5. To propose future ideas for making GEO ethical, transparent, and effective. 

5. Methodology 

The study uses a mixed-method approach that includes both existing research and fresh data 

collection. 

1. Secondary Research: Review of academic papers by Chen et al. (2025) and Makrydakis et 

al. (2025) that discuss GEO frameworks. 

2. Survey: A questionnaire given to 100 professionals working in SEO, digital marketing, and 

web content development. 

3. Interviews: Short interviews with 5 industry experts to understand how GEO is affecting 

jobs and skills. 

4. Analysis: The answers were analyzed using charts and word themes to identify patterns in 

awareness, adaptation, and skills. 

6. Results and Discussion 

6.1 Awareness and Implementation 

The study found that 65% of professionals have heard about GEO, but only 20% have actually 

started using it. Most participants said the main problem is that there are no official tools or 

guidelines for measuring GEO performance yet (Makrydakis et al., 2025). 

6.2 Skill Development and Job Market 

The rise of GEO is creating new job opportunities. Some of the most demanded skills are:  
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 AI-based content creation 

 Prompt engineering 

 Structured data and schema markup 

 Ethical AI understanding 

 Data-driven storytelling 

Job titles such as AI Optimization Specialist, Content Influence Analyst, and Generative Search 

Strategist are becoming popular. Companies are now hiring people who can write content that is both 

AI-friendly and human-readable. 

6.3 Technical Integration 

According to Chen et al. (2025), GEO depends on how AI evaluates semantic contribution 

(meaningful content) and factual accuracy. The more trustworthy and well-organized your content, 

the more likely an AI will cite it. 

Makrydakis et al. (2025) also showed that structured data, meta information, and conversational 

tone directly increase a website’s chances of being used by AI search engines. 

6.4 Challenges and Ethical Concerns 

While GEO offers exciting opportunities, it also has challenges: 

 Risk of AI bias — AI may favor certain data sources. 

 Loss of direct traffic — since users get answers instantly, fewer visit the original websites. 

 Unclear performance metrics — hard to measure how much your content contributes to AI 

answers. 

 Ethical risks — misinformation and hallucination problems can harm trust. 

7. Conclusion 

The move from SEO to GEO is a big change in the world of online information and digital 

marketing. Old SEO methods will still work, but they aren't enough anymore. Now, the focus is on 

content that is reliable, well-organized, and meaningful, and that both people and AI systems can 

understand. 

 

 This study demonstrates that GEO encompasses more than merely enhancing AI outcomes. 

 It's about making a digital space where people and AI can work together to share useful and correct 

information. 

 Marketers, web developers, and researchers of the future will need to know a lot about AI tools, be 

honest and open, and make content that AI can trust in order to be successful. 

A lot of marketing teams still go after short-term trends instead of building real trust and value. This 

is what happens when marketing is based on trends instead of values. To really move forward, we 
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need to focus on strategies that are ethical, simple, and centered on people. Technology should help 

people find the truth, not take its place. 

8. Future Scope 

This research can be extended in several ways: 

 Create standard tools and frameworks to measure GEO performance. 

 Develop training programs and courses to teach GEO skills. 

 Study AI transparency and ethical data use in generative optimization. 

 Explore how GEO can support education, health, and public communication sectors. 
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