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CHAPTER 1

The New Front Door to Your Business

A note from Tracy Lee Thomas and Dr. Greg Moody

We have spent our careers helping business owners get found, and between the two of us
we have seen just about everything the online world can throw at a small business. We
did not learn this from the sidelines. We both built and ran chains of martial arts schools,
growing them, marketing them, and living every late night a small business owner
knows. Tracy sold his last school just last year after more than three decades in the
business. Greg still owns and runs his today. We have signed the front of paychecks,
worried about slow weeks, and depended on getting found to keep the lights on, which is
exactly why this shift matters so much to us.

That is why we wrote this for you. We have watched good, hardworking owners, people
who do excellent work and treat their customers right, slowly go quiet online, not because
they did anything wrong, but because the ground moved under them and no one told
them. It is a painful thing to watch a business deserve more customers than it gets. This
book is our way of handing you the flashlight we wish every owner had.

For twenty years, getting found online followed rules steady enough that a business owner could
mostly keep up. You ranked, you collected reviews, you ran a few ads, and customers found you.
That world is gone.

Today, when someone searches for what you sell, an AI Overview often answers the question
before they ever scroll to a single website. It reads the room in nanoseconds, weighs hundreds of
sources, and hands back one answer built for that one person. The customer reads it, trusts it,
and acts on it. If your business is the answer, you win before the race even starts. If it is not, you
may never know the customer was looking.

This short book will not teach you how to fix your website. That is our job, and it is more
involved than any single book could cover. What this book will do is show you what to look for,
so you can see for yourself whether your business is set up to be chosen, or quietly being passed
over. Think of it as a flashlight, not a toolbox. By the end, you will know the warning signs, and
you will know exactly what to do next.

A quick word before we start. The pace of this shift is unlike anything we have seen in two
decades of marketing. It is less like a road you can take your time on and more like a fast-moving
river. The current is already running. The businesses that step in get carried ahead. The ones
who stand on the bank deciding get swept past. Keep that in mind as you read, because what you
find may make you want to act, and acting sooner is always cheaper than catching up later.

Right now you are standing at the edge of the water, and it is already moving faster than
it looks.



CHAPTER 2

What to Look For: Is the AI Even Reading You?

Before an AI can choose you as the answer, it has to be able to read and understand your
website. Many sites fail at this first step without their owner ever knowing. Here is what to look
for.

Look at how your information is structured behind the scenes. Al engines rely on a layer of code
that labels your information so a machine can understand it instantly instead of guessing. Most
websites were never built with this layer, or it was added incorrectly. You cannot always see it on
the page, but its absence is one of the most common reasons a business is invisible to Al

Look at whether your most important facts are stated plainly. Your hours, your location, your
services, your specialties, the questions customers always ask. If these are buried inside images,
slogans, or long marketing paragraphs, an AI may not be able to extract them cleanly. What a
human skims past, a machine simply misses.

Look at how recently your site was truly updated for this. A site that has not been meaningfully
touched since before Al search arrived is almost certainly speaking a language the new engines
do not prioritize. Looking modern is not the same as being readable to Al.

If any of this raises a question for you, that is the point. You are not meant to diagnose the code
yourself. You are meant to notice the gap.

Want to know exactly how readable your site is to Al right now? Schedule your

review: [Click Here]



https://bookus.page/revmarketing/gregmoody/aeo-plan

CHAPTER 3

What to Look For: Are You the Answer, or Just a Link?

Ranking on Google and being the answer an Al gives are two different things. You can do the
first and completely miss the second. Here is what to look for.

Look at your own searches. Open an Al search tool and ask it a question the way one of your
customers would. Not your business name, but the need. Ask who offers what you offer in your
town, or which option is best for a specific situation you serve. See whether your business is
named in the answer. See who is named instead. This single exercise tells you more than any
report, because it shows you the new front door from the customer's side.

Look at whether your pages actually answer questions. Al builds its responses by pulling clean,
direct answers from trusted sources. If your pages talk about your business in general terms but
never directly answer the specific questions customers ask, there is nothing for the Al to lift. A
page that sounds nice to a human but never answers a clear question is invisible in this new
system.

Look at the difference between a website and a marketing platform. This is the heart of it. Most
sites were built simply to exist online and look professional. Very few were built to feed an AI
what it needs to choose you. A brochure on a screen is not the same as a platform engineered to
make you the answer, and that difference is exactly what decides who gets named.

If you searched and did not see your name, you felt something. That feeling is the most honest
diagnostic in this entire book.

See who the Al is naming instead of you, and why. Schedule your review:

[Click Here]
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CHAPTER 4

What to Look For: The Signals That Decide Who Wins

Once an Al can read you and sees that you answer real questions, it still has to decide whether to
trust you over everyone else. It makes that decision using signals. Here is what to look for.

Look at your trust footprint. Reviews, consistent business information across the web, a credible
and active presence, and content that demonstrates real expertise all tell the Al you are a source
worth citing. Gaps and inconsistencies tell it the opposite. The engines favor businesses that
look established and trustworthy from every angle, not just on the home page.

Look at whether anyone is keeping this current. This is the trap that catches even good websites.
AT search does not sit still. The number of sources these engines pull from, and the way they
weigh them, keeps shifting month to month. A setup that worked last quarter can quietly fall
behind. If no one is actively maintaining your visibility, you are slowly losing ground even if
nothing on your site appears to change.

Look at who built your site and what they talk about. If the company that made your website has
never mentioned being the answer, never mentioned Al search, and has no program to keep you
current, then your site is still set up for the old game. That is not a criticism of them. They built a
website, and that was the job at the time. But a website alone was never meant to carry you
through this shift.

These signals work together as one connected system, which is exactly why piecing them
together alone is so overwhelming. It is not one task. It is many, and they never stop.

Find out which signals you are missing. Schedule your review: [Click Here]

Feel the current picking up. It is pulling toward whoever the Al already trusts.
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CHAPTER 5

The Cost of Doing Nothing

It is easy to read a book like this, nod along, and then set it down and let the day take over. So
before we go further, it is worth sitting with what doing nothing actually costs, because the price
is not zero. It is just invisible, which makes it the most dangerous kind of price there is.

You are losing customers you will never know about. This is the hardest part to feel, because
there is no missed call, no email, no angry review. When the AI hands your answer to another
business, the customer simply never arrives. Your phone stays quiet, and you assume it is a slow
week. You cannot fix a leak you cannot see, and right now, for most businesses, the leak is wide
open.

Every dollar you spend elsewhere is working less hard. If you are still paying for the old
playbook, ranking, ads, a nice website, you are investing in the parts of the page that AI just
pushed down. The money is not wasted exactly, but it is fighting for a smaller and smaller piece
of attention while the biggest piece, the answer at the top, goes to someone else.

The gap widens the longer you wait. This is the part owners underestimate. Al search rewards
the businesses it already trusts, and trust compounds. Every month another business is being
read, cited, and reinforced as the answer, they become harder to unseat. You are not standing
still by waiting. You are sliding backward while someone else climbs.

You are training your customers to choose someone else. Every time a customer asks and gets
handed a competitor, that competitor earns a little more of their loyalty. The first impression
becomes the relationship. By the time you decide to act, the customer you could have had may
already belong to the business that showed up first.

Doing nothing feels safe because it requires no decision. But in a market moving this fast, no
decision is the decision, and it is the most expensive one on the table.

See exactly what doing nothing is costing your business. Schedule your free review:

[Click Here]
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CHAPTER 6

What Changes When You Get This Right

It is one thing to understand the risk. It is another to picture the upside. So let us flip the lens
and look at what actually changes for your business when your visibility is built correctly and
you become the answer the Al gives.

We think of one owner in particular. When we first looked at their business, they were
doing everything right on the ground, great service, loyal customers, a solid reputation
in their community, and yet online they were nearly invisible. When you asked an AI who
to use in their area, their name never came up. Someone else was getting handed their
customers every single day, and they had no idea it was happening. Once their platform
was built correctly and they became the answer the engines trusted, the change was not
subtle. The right people started arriving already knowing who they were, already
half-decided. The owner told us it felt like a faucet they did not know was shut off had
finally been turned back on. Nothing about their business changed. Only their visibility
did.

You start showing up at the exact moment of decision. When someone asks an AI for the best
option in your area, your business is named, described, and recommended right there in the
answer, before they ever see anyone else. You are no longer one link among ten. You are the
recommendation, and that is the single most valuable position in modern search.

The right customers arrive already trusting you. There is a powerful difference between a
customer who found you in a list and a customer the AI handed your name to as the answer. The
second one arrives warmer and closer to ready, because the trust was transferred before they
ever reached you. You spend less effort convincing and more time serving.

Your marketing finally works as one system. Instead of a website doing one thing, reviews doing
another, and ads doing a third, everything points the same direction and feeds the same goal,
being chosen. The pieces stop competing and start compounding. That is the difference between
a website and a true marketing platform.

You stop reacting and start staying ahead. When your visibility is actively maintained as the
technology shifts, you move with the current instead of against it. While other businesses are
just learning the new front door exists, you are already standing in it.

You get peace of mind. The uncertainty that has been sitting in the back of your mind, the
feeling that something changed and you are behind, is replaced by the quiet confidence of
knowing your business is built to be the answer.

Picture your business as the answer. Let us show you the path. Schedule:

Click Here
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CHAPTER 7
The Technical Reality: Why This Is Almost Impossible to

Do Alone

We need to be completely honest with you in this chapter, because the honesty is the point.
What it takes to become the answer is so technical, so layered, and so constantly changing that it
is nearly impossible for a business owner to do alone. And here is the part most people do not
expect: it is beyond what most website companies can do too.

Before we walk through why, we want to tell you a story, because it is the most important
warning in this entire book.

We once built a beautiful, high-performing marketing platform for a client. It worked.
They were getting found, their rankings were strong, and their visibility was climbing.
Then this owner started using an AI chatbot to act as their marketing expert. They would
ask it to analyze their website and tell them what to change, and the Al, sounding
confident and professional, would hand them a list of edits. They insisted on having full
admin access so they could make those changes themselves. We warned them, gently and
then firmly, that admin access in untrained hands could break the very platform that was
working for them. They did not want to hear it. Every email we got back was clearly
written by Al, every reply more insistent that the AI was right and we were wrong.

Then it happened. Following the AI's instructions, they made change after change, and
the platform we had carefully built came apart. The rankings dropped. The visibility we
had earned for them collapsed. Everything just fell. And the hardest part for us was that
we saw it coming and could not stop it. We did not feel vindicated. We felt awful for them,
because they were a good person who genuinely believed a confident tool could replace
expertise, and it cost them dearly. Sometimes you just don’t know what you don’t know.
An Al chatbot can sound like a marketing professional. It is not one. It does not know
your platform, it cannot see the system underneath, and it will hand an amateur the keys
to wreck something it does not understand. We also see people teaching other people that
are their clients to have Al read their website. This is such a bad idea as it burdens the
server speeds. In addition, Al is not Google analytics. It cannot possibly truly crawl the
website, the correct manner and it is seen as a bot attacking the site from a server side of
things. If clients are getting this advice from many website companies, marketing
companies or consultants, we highly recommend you seek other professionals.

Another note; an Al chatbot may sound like a marketing professional. It is not one. It
does not know your platform, it cannot see the system underneath, and it will hand an
amateur the keys to wreck something it does not understand.



We need to be completely honest with you in this chapter, because honesty is the point. What it
takes to become “the answer” is so technical, so layered, and so constantly changing that it is
nearly impossible for a business owner to do alone. And here is the part most people do not
expect: it is beyond what most website companies and marketing agencies can do too.

Before we walk through why, we want to tell you a story, because it is the most important
warning in this entire book.

Now here is what that work actually involves, and we are going to pull back the curtain on
purpose, because once you see the moving parts, you will understand why this is a profession
and not a project.

Start with the foundation, schema markup. This is structured code, usually written in a format
called JSON-LD, that translates your business information into a language Al crawlers can read
instantly. It has to be written correctly, validated, and matched precisely to your business. A
single error and the Al either misreads you or ignores you.

Then you have to understand what is actually reading your site. The engines pulling these
answers are powered by large language models, the same kind of artificial intelligence behind
tools like ChatGPT, Gemini, and Perplexity. They do not browse the way a person does. They
process language, weigh patterns, and decide what is trustworthy based on signals most
business owners have never heard of. To be chosen, your site has to speak to them in a way they
understand, and that is a skill entirely separate from building a website.

Then there is how the AI actually pulls answers, a process called RAG. In plain terms, the Al
retrieves trusted source material and generates its answer from it. To be the source it retrieves,
your content has to be structured so a machine can lift a clean, direct answer out of it. That
requires reformatting pages around how real people ask questions, an approach we call GAQ.
This is not editing a few sentences. It is rebuilding how your site communicates from the ground

up.

Layer on top of that the trust and authority signals: the consistency of your business information
across the entire web, the strength and freshness of your reviews, and the demonstrated
expertise the engines look for before they will cite anyone. Each of these is its own discipline,
and they all have to work together at the same time.

And then, the part that defeats almost everyone, none of it sits still. The engines change how
many sources they pull, how they weigh them, and what they reward, month after month.
Something built perfectly today can quietly slip tomorrow if no one is maintaining it. This is not
a project with a finish line. It is an ongoing technical operation.

If you want to feel just how deep this goes, take a moment to familiarize yourself with the
vocabulary that lives behind being the answer. This is a partial list, and we mean partial.



Al Overview — The Al-generated answer that now sits at the very top of search results, above
the ads and the links. Why this is so hard to get right: Most owners and even web teams are still
optimizing for the blue links below it and have no process for studying how the answer box itself
behaves.

AEO (Answer Engine Optimization) — The practice of getting your business chosen as the
answer the Al gives. Why this is so hard to get right: It is a brand-new discipline. Agencies built
their entire playbooks on the old model and most have not retooled for being the answer.

SEO (Search Engine Optimization) — The older practice of ranking in the list of links when
someone types a keyword.Why this is so hard to get right: Teams that only know SEO mistake it
for the whole job, when today it is just one piece of a much larger picture.

GEO (Generative Engine Optimization) — Optimizing specifically for generative Al
engines that write answers rather than list pages. Why this is so hard to get right: The term
itself is so new that almost no one outside the Al field is actively working at this level yet.

LLM (Large Language Model) — The artificial intelligence brain behind tools like ChatGPT,
Gemini, and Perplexity.Why this is so hard to get right: Understanding how the model actually
reasons takes working with Al every day, not reading an article about it once.

RAG (Retrieval-Augmented Generation) — The method by which an AI retrieves trusted
sources and builds its answer from them. Why this is so hard to get right: Knowing how
retrieval works under the hood is engineering knowledge, not website-design knowledge.

Schema Markup — The structured code that labels your information so a machine can
understand it instantly. Why this is so hard to get right: It is code, not content, and designers
focused on how a page looks rarely write or validate it correctly.

JSON-LD (JavaScript Object Notation for Linked Data) — The specific format that
schema markup is written in. Why this is so hard to get right: It is a precise syntax where one
misplaced character breaks the whole thing, and it is not something a generalist can safely
maintain.

GAQ (Generic Answer-first and Conversational Quality content) — Structuring
content so the direct answer comes first, the way Al wants to read it. Why this is so hard to get
right: It demands rewriting your entire content strategy around machine extraction, a rare
blend of writing and technical skill.

NLP (Natural Language Processing) — How machines interpret and make sense of human
language. Why this is so hard to get right: This is data-science territory, far outside what a web
designer or marketing generalist has ever trained in.

Semantic Search — Matching the meaning and intent behind a search rather than the exact
words typed. Why this is so hard to get right: Optimizing for meaning requires modeling how
the engine thinks, not the old habit of stuffing in keywords.



Entity Recognition — How engines identify your business as a distinct, known entity in the
world. Why this is so hard to get right: Establishing your business as a recognized entity across
the web is painstaking, ongoing work most teams never attempt.

Knowledge Graph — The massive database of entities and how they relate to one another that
engines draw on. Why this is so hard to get right: Getting into it accurately, and staying there, is
a specialty that the vast majority of website companies never touch.

E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness) — The quality
standard the engines judge you against before they will cite you. Why this is so hard to get right:
Building genuine, demonstrable expertise signals is slow and strategic, and it is very easy to do
in a way the engines see right through.

SERP (Search Engine Results Page) — The results page where all of this competition plays
out. Why this is so hard to get right: The page layout keeps changing, and keeping pace with
every shift is a full-time job in itself.

Vector Embeddings — The way Al converts your content into mathematical values it can
compare for relevance. Why this is so hard to get right: This is pure AI mathematics, a layer
essentially no website company or agency works at.

Crawlability and Indexing — Whether the Al can even read, access, and store your pages in
the first place. Why this is so hard to get right: It is technical groundwork that many sites
quietly fail, and no one notices until the traffic is already gone.

Citations — Being named and credited as a source inside an Al-generated answer. Why this is
so hard to get right: You cannot shortcut your way to a citation. It requires the entire stack
above being done correctly and kept current.

Conversational Query — The natural, spoken-style way people now ask AI questions instead
of typing keywords. Why this is so hard to get right: Writing for how people actually talk to Al is
a different craft entirely from the keyword writing agencies are used to.

Structured Data — Any information formatted so that a machine can read and understand it
cleanly. Why this is so hard to get right: Formatting everything across your site for machines is
a discipline with no end date, and it falls apart the moment it is left unattended.

If you read through all twenty of those and felt your eyes start to glaze, that is not a failure on
your part. That is the honest reality of this work, and it is exactly the reaction we want you to
have. We know this is overwhelming. We live inside it every single day, and even we have to
work to keep up, because it moves that fast. Whatever you just read on this list, there will be new
terms, new tools, and new rules by next week. The ground does not stop shifting. That is
precisely why this cannot be a one-time effort by someone learning it on the side. It has to be
handled by people whose entire profession is to live inside it.



A word of warning before you are tempted to try this yourself. Please hear us on this.
The danger is not just that doing this yourself is hard. The danger is that doing it wrong can
actively break what you already have. Touching schema you do not fully understand,
restructuring pages without knowing how the engines read them, or following the confident
advice of an Al tool can quietly dismantle the visibility you spent years earning. And this is true
no matter who built your site, whether it was a national platform, a local web designer, a
marketing agency, or even a strong marketing platform. A setup that is working can be damaged
in a single afternoon by good intentions and the wrong moves. If your visibility is currently
holding, the worst thing you can do is start pulling on wires you cannot see. The cost of an
honest mistake here is rarely a quick fix. It is months of lost ground while a competitor pulls
ahead.

Now think about who built your website. For most businesses, it was a web designer or a website
company whose job was to make a site that looks good and works. That was the right job at the
time. But writing valid schema, structuring for RAG, building GAQ content, managing authority
signals, and maintaining all of it as the AI evolves is a different profession entirely. This is
exactly why most website companies and marketing agencies cannot do this level of work. It was
never what they were built for, and there is no shame in that. It is simply not their craft.

Here is why we can. We did not learn about Al from the outside and add it to a menu. We
founded and developed our own Al platform, Rev Connect 360. The people who would handle
your visibility are the same people who build the technology that powers it. We live inside this
system, we understand how the engines think because we work with Al every day, and we
maintain your visibility as the current keeps moving. That is a level very few companies in the
world can honestly claim, and it is the difference between hoping you get found and being
engineered to be the answer.

So if this chapter made the whole thing feel like too much to take on yourself, good. That is the
truth, and the truth is what protects you. It is very scary in this fast-paced world to see a
Business Owner dabbling or wearing a hat in an area they don't comprehend. the truth of the
matter is once they break their website and it's being searched in index by the search engines
such as Google. It becomes an expensive lesson that cost them dearly. You saw what happened
to the owner who believed a confident AI could replace real expertise. You do not need to
become an expert in any of the twenty terms on that list. You need the people who already are,
and who will protect what they build for you.

You do not have to understand all of this. You just have to schedule. Book your free
review here: [Click Here]

You do not have to understand all of this. You just have to schedule. Book your free

review: [Click Here]
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CHAPTER 8

Where You Go From Here

By now you have a flashlight. You know what to look for: whether the AI can read you, whether
you are the answer or just a link, and whether the signals that decide the winner are working for
you or against you. That awareness already puts you ahead of most business owners, who still
believe a nice-looking website is enough.

Here is the honest truth about fixing it. Knowing what to look for and knowing how to fix it are
two very different things. Fixing it means writing the code that lets Al read you, restructuring
your pages so they answer the way customers ask, strengthening every trust signal, and then
maintaining all of it as the technology keeps moving. That is ongoing, technical, expert work. It
is not a weekend project, and it is not a box you check once.

This is exactly what we do. We are not a marketing company that learned about AI. We founded
and developed our own Al platform, Rev Connect 360, so the people who would handle your
visibility are the same people who build the technology behind it. We do not build websites. We
build marketing platforms engineered to make you the answer, and we keep them current as the
current keeps moving.

Your next step is simple, and it is free. Schedule your website AEO review. We will look at your
specific site, show you exactly where you stand against everything in this book, and walk you
through what becoming the answer would look like for your business. There is no pressure and
no obligation. There is only clarity, and clarity is worth the half hour.

Remember the river. The current is already running, and it is carrying the businesses that
moved first. The best time to step in was a year ago. The next best time is today.

A final word from Tracy and Greg

We want to leave you with the same thought that drives everything we do. Between us,
we have spent a combined lifetime in the trenches of small business. Greg is still in them
today, running his school, watching this shift happen in real time the same way you are.
We are not asking you to do anything we have not had to think hard about for our own
businesses.

Here is what we know to be true. The owners who win in this new world are almost never
the ones with the biggest budget or the fanciest website. They are the ones who saw the
change early, took it seriously, and acted while everyone else was still deciding. We have
watched it happen, and we have felt the quiet heartbreak of watching the opposite, good
businesses fading from view simply because no one warned them in time.

Consider this your warning, and your invitation. You now know more about being the
answer than the vast majority of business owners in your market. That knowledge only



matters if you act on it. The river is moving. The businesses already in the water are
being carried ahead right now. We would be honored to help you step in.

The half hour it takes to review your site with us may be the most valuable half hour you
spend on your business this year. There is no pressure and no obligation. There is only
clarity, and a clear look at whether your business is built to be the answer or quietly
being passed by.

We hope to talk with you soon.

Tracy Lee Thomas and Dr. Greg Moody, Rev Marketing 2U

Schedule your free AEO review now: [Click Here]

REV MARKETING 2U | Get Found. Get Booked. Get Known.
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