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Let’s face it—these days, 
getting visibility for your 
brand is its own full-time 
job. Now, businesses that 
have spent years perfecting 
their SEO strategies for 
traditional search engines 
are finding there’s yet 
another new mountain to 
tackle: generative engine 
optimization (GEO). 
Unfortunately, given how 
significantly AI-powered 
tools like ChatGPT, Claude, 
Perplexity and Google’s AI 
Overviews are reshaping 
how consumers discover 
products, this is one 
challenge you cannot avoid. 
That means rethinking the 
way you structure your 
product pages, as this 
will determine whether 

your business thrives or 
becomes invisible in this 
new ecosystem. This guide 
will help you structure your 
product pages in ways that 
improve their chances of 
being found and highlighted 
by GEO. 

Why GEO matters for  
your business
AI-mediated discovery is 
rapidly becoming the norm. 
When potential customers 
ask AI assistants for 
product recommendations, 
these systems scan the 
Web for comprehensive, 
well-structured information to 
synthesize their responses. 
If your product pages lack 
depth, clarity or the right 
structural elements, they 

won’t be recommended by 
AI engines. 

The stakes are high: 
studies suggest that up to 
25 percent of searches are 
already happening through 
generative AI platforms and 
this percentage is growing 
exponentially. Businesses 
that optimize these engines 
now will capture market 
share from competitors that 
remain focused solely on 
traditional SEO.

Essential structural 
elements for GEO-optimized 
product pages
Really want to make your 
product pages stand out 
and up under AI search 
scrutiny? Try some of the 
following techniques.
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Comprehensive FAQs
Generative AI engines 
excel at answering specific 
questions, making FAQ 
sections invaluable. 
Structure your FAQs to 
address every concern 
a potential buyer might 
have. Include questions 
about sizing, compatibility, 
durability, warranty 
coverage, shipping times 
and return policies. Go 
beyond basic queries and 
anticipate the nuanced 
questions that demonstrate 
purchase intent, such as 
“Can this work in humid 
climates?” or “Is this suitable 
for beginners?”

The key is to provide 
direct, thorough answers 
that AI can easily extract and 
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present to users. Vague or 
marketing-heavy responses 
won’t satisfy AI engines 
seeking information.

“Ideal for …” sections
AI assistants frequently 
receive queries like “What’s 
the best laptop for graphic 
design students?” or “I 
need running shoes for 
flat feet.” An “Ideal for …” 
section explicitly states who 
will benefit most from your 
product, making it easier for 
AI to match your offering with 
user needs.

If you want this section to 
work for you, be specific. For 
example, instead of writing 
“Great for professionals,” 
write “Ideal for freelance 
graphic designers working 
with Adobe Creative Suite on 
tight deadlines” or “Perfect 
for marathon runners with 
overpronation who need 
maximum cushioning.” The 
increased specificity helps 
AI engines (and potential 
customers) understand your 
product’s true use cases.

Long-tail keywords in 
natural context
When it comes to both 
humans and generative 
engines, semantic 
understanding trumps 
keyword density. This 
is because semantic 
understanding is much 
more comprehensive and 
provides context, both of 
which are key to how our 
human minds work (and 
how AI “thinks” as a result).  
Capitalize on that type of 
communication: 
•	Write as if you’re having 

a conversation with a 
knowledgeable customer. 

•	 Integrate long-tail 
keywords naturally 
throughout your product 
descriptions, focusing on 
conversational phrases 
people actually use when 
speaking to AI assistants. 

•	Use phrases like “If you’re 
transitioning from …” or 
“This works particularly 
well when …” to help AI 
understand context and 
relationships between 
products and use cases. 

•	Ditch the keyword stuffing 
and instead focus on 
answering questions like 
“How does this compare 
to …?”, “What makes this 
better for …?” or “Why 
should someone choose 
this over …?”

Detailed comparison 
tables
Comparison tables serve 
dual purposes: they help 
human shoppers make 
informed decisions and 
provide AI engines with 

structured data they can 
easily parse. Create tables 
comparing your product to 
alternatives, highlighting 
specifications, features, 
price points and ideal use 
cases.

Include both internal 
comparisons (between 
your own product variants) 
and external ones (against 
competitor products, when 
appropriate). AI engines use 
this information to provide 
balanced recommendations, 
and transparency builds 
trust with both algorithms 
and customers.

Rich technical 
specifications
Generative AI thrives 
on specificity. Include 
comprehensive technical 
specifications using clear 
labels and consistent units 
of measurement. Don’t just 
list dimensions. Explain 
what those dimensions 
mean for practical use. Add 
context to specifications: 
“Weighs 2.3 pounds; light 
enough for all-day wear” is 
more valuable than a bare 
number.

Structure specifications 
with semantic HTML markup 
when possible, making 
it easier for AI to extract 
and understand the data 
relationships.

Use case scenarios and 
examples
AI engines look for real-world 
applications when matching 
products to user queries. 
Include detailed use of case 
scenarios that illustrate how 

your product solves specific 
problems. Describe the 
context, the challenge and 
how your product delivers 
results.

For example, rather than 
saying “Waterproof design,” 
explain: “The IP68 rating 
means it’s been tested to 
withstand submersion up 
to 50 meters for extended 
periods, so you can wear this 
smartwatch without worry 
while swimming laps or if 
you’re unexpectedly stuck in 
a rainstorm.”

Generate AI visibility 
through smart optimization
At the end of the day, 
optimizing product pages 
for generative engines isn’t 
about gaming algorithms. 
It’s about providing 
comprehensive, contextual 
information that both AI and 
human customers need to 
make confident purchasing 
decisions. As AI-mediated 
shopping becomes 
mainstream, businesses that 
embrace GEO principles will 
dominate product discovery, 
while those clinging to 
outdated optimization tactics 
will watch their market share 
evaporate. 

The question isn’t whether 
to optimize for generative 
engines. That’s quickly 
becoming a given. The 
question is: how quickly 
can you implement these 
changes before your 
competitors do? The answer 
to that will determine where 
your brand stands in the 
ever-competitive search 
game. 
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