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30-Day Al Search Foundation
Plan

A practical, four-week plan to establish the signals that help Al search
systems understand, trust, and cite your business.

Start with a baseline, not assumptions

Al search visibility is difficult to improve when no one knows the starting point. This plan begins
with a GEO audit, then turns the results into a focused sequence of technical, content, and
authority actions. It is designed for marketing teams that need progress they can document,
not a vague list of Al-search ideas.

What this plan covers

* A 30-day sequence split into four practical workstreams.

* A simple way to prioritize fixes after an Al visibility audit.

* A checklist of evidence to retain for reporting and future comparison.

e A decision point for when in-house progress should become an expert-led program.

Before you begin

Run the free GEO Audit Tool at
digitalsuccess.us/aio-geo-audit-ai-citation-checker-free-tool.html. Enter your target URL, brand
name, and priority customer-search phrases. The tool checks Al visibility signals, including
citations, brand mentions, schema health, and competitor context.
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Your 30-day plan at a glance

The goal is not to “game” Al systems. It is to make your business easier to verify, understand,
and reference when a buyer asks a relevant question.
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Run the GEO audit. Save the score, cited
sources, schema findings, target phrases,
and top competitor observations.

Check that your business name, services,
locations, leadership or subject experts,
and contact details are consistent across
core site pages.

Repair or add relevant structured data.
Confirm key service pages are indexable,
internally linked, and clearly answer
buyer questions.

Publish or improve answer-first pages
that address high-intent buyer questions,
processes, comparisons, and selection
criteria.

Improve credible third-party profiles,
references, case-study evidence, and
topical internal linking.

Repeat the audit, compare results,
document completed work, and choose
the next 60-day priorities.

How to use the schedule

A dated baseline report
and a short list of the
three biggest gaps.

A single approved facts
sheet for site and
directory updates.

A prioritized technical
change log with URLs.

Two to four improved or
new pages mapped to
priority queries.

An outreach or listing plan
with owners and dates.

A before-and-after
summary and assigned
next actions.

Complete the actions in order, but do not delay high-impact technical fixes simply because a
later week is not yet due. The schedule is a prioritization framework, not a substitute for
judgment. Pages with revenue impact, strong existing traffic, or clear buyer intent should come

first.
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Week 1: Establish your Al visibility baseline

A baseline gives your team a reference point for every later decision. Save a dated copy of the
audit output and record the conditions used, including the URL, brand name, and target search
phrases. Use the same inputs for the follow-up audit so the comparison is meaningful.
Actions for days 1 to 3

* Choose five to ten phrases that real buyers would use when researching your service,
solution, or category.

* Run the GEO audit for your core website or highest-value service page.

* Record the score, named competitors, existing citations or mentions, schema findings, and
recommended fixes.

* Classify each finding as technical clarity, content clarity, authority, or measurement.

Actions for days 4 to 7
* Create a one-page business facts sheet: exact brand name, primary URL, key services,
locations, differentiators, subject experts, and preferred proof points.

* Check the homepage, About page, service pages, and contact page for contradictory names,
descriptions, or contact details.

¢ |[dentify the three pages most likely to influence pipeline, then make them the first pages in
the plan.

Week 1 checkpoint

You should be able to explain in one sentence why your current Al visibility is limited. For
example: “Our service pages explain what we do, but they do not directly answer buyer
questions, contain inconsistent proof points, and lack relevant structured data.”
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Week 2: Make the site easy to understand and
verify

Al systems depend on accessible, consistent, and well-structured information. This week
focuses on removing ambiguity from the pages that matter most to buyers.

Actions for days 8 to 10

* Review title tags, headings, introductory paragraphs, and internal links on priority pages.
Each page should clearly state the audience, problem, service, and outcome.

* Confirm that important pages can be crawled and indexed. Remove accidental noindex
directives, broken canonical signals, and internal links to redirected or outdated pages.

* Add or validate appropriate structured data, such as Organization, Service, FAQPage, Article,
Product, LocalBusiness, or Review markup where it accurately represents visible content.

Actions for days 11 to 14

* Add concise answer-first sections to priority service pages. Aim to answer the question a
buyer would ask before they contact a provider.

e Strengthen internal links from relevant blogs to the associated service page, using descriptive
anchor text.

* Publish clear author or expert information where practical, especially on advice-led content.

Week 2 checkpoint

A visitor, search crawler, or Al system should be able to identify the business, the service, the
intended customer, and the supporting evidence without interpreting vague marketing
language.
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Week 3: Publish citeable content

Citeable content is clear, specific, and easy to attribute. It answers a defined question, supports
the answer with useful detail, and makes the business connection obvious without forcing a
sales pitch.

Actions for days 15 to 18

* Choose two buyer questions that are close to a purchasing decision, such as “How do | choose
a provider?” or “What should | expect from this service?”

* Create answer-first articles or enhance existing pages with specific processes, evaluation
criteria, implementation steps, and realistic limitations.

* Use clear headings that reflect actual questions. Keep each paragraph focused enough to
stand on its own when quoted or summarized.

Actions for days 19 to 21

¢ Add useful original assets where possible, including checklists, comparison frameworks,
templates, FAQs, or diagnostic tools.

 Link the article to the related service page and, where relevant, to a free diagnostic such as
the GEO Audit Tool.

* Review every factual claim. Replace unsupported superlatives with evidence, examples,
methodology, or a clear qualification.

Week 3 checkpoint

Your new or improved pages should give a buyer a reason to trust your expertise before a sales
conversation, while also giving Al systems a clean and attributable explanation of the topic.
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Week 4: Strengthen authority and measure the
next move

The final week connects your on-site work with the external signals that support credibility. It
also creates the reporting habit needed to keep Al search work accountable.

Actions for days 22 to 26
e Audit priority third-party profiles and listings for accurate brand, website, service, and location

information.

* |[dentify relevant credible directories, partner pages, associations, customer stories, or
industry publications where your business can be accurately represented.

* Create a lightweight evidence library: case studies, testimonials you have permission to use,
methodology, certifications, expert bios, and verifiable customer outcomes.

Actions for days 27 to 30
e Re-run the GEO audit with the same URL, brand name, and target phrases used in week 1.

e Compare results carefully. A score movement is useful, but the deeper value is in whether
priority gaps are now resolved and whether the next actions are clearer.

e Create a 60-day backlog ranked by revenue relevance, difficulty, and expected impact. Assign
every action to an owner and date.

What to report

Report the baseline score and follow-up score alongside completed changes, pages improved,
schema updates, trusted mentions earned, and qualitative changes in Al citations or brand
references. Do not present a single tool score as proof of business outcomes. Use it as one
diagnostic signal alongside qualified traffic, leads, and sales activity.
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30-day completion checklist

Complet

ed

|

Baseline GEO audit saved with inputs and date

Priority buyer phrases selected

Business facts sheet approved

Core service pages reviewed for clarity and indexability

Relevant schema validated or implemented

Two to four answer-first pages created or strengthened

Internal links added from supporting content

Third-party profiles and authority opportunities
reviewed

Follow-up GEO audit completed with identical inputs

60-day priorities assigned with owners and dates

Need help turning the audit into measurable Al visibility?

Owner and evidence

Digital Success helps businesses turn audit findings into clear technical, content, and authority
improvements. Start with the free GEO Audit Tool, then contact our team for an implementation
plan tailored to your highest-value pages.

digitalsuccess.us/aio-geo-audit-ai-citation-checker-free-tool.html
digitalsuccess.us/get-in-touch.html
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