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You ask an Al-powered search tool a question about your industry, and it names three competitors. Your
company is missing—even though you offer the same service and have published pages about it. That can feel like
a ranking problem. Often, though, it's a content and evidence problem: the system may have found clearer, more

specific, or better-supported information elsewhere.

Large language models and Al-powered search tools do not all select sources in the same way. Their answers may
draw on search results, indexed pages, retrieved passages, and other available information. The exact process

varies by product and query. But a useful starting point is to ask whether your company’s pages make it easy to

understand what you offer, who it is for, and why your claims are trustworthy.




Here's how to investigate why competitors appear, and what to improve without resorting to keyword repetition

or promises of “instant visibility.”

Al-powered search is not just a list of traditional rankings

A conventional search results page typically presents a set of links, ordered according to a search engine’s systems.
Al-powered search may instead assemble a response from information it can retrieve and interpret, then cite some
sources as support. A page's traditional search performance can affect whether it is found, but the cited answer

also depends on whether the source appears useful for the specific question.

That distinction matters. A competitor may have a page that answers the query directly, while your page speaks
broadly about your company. Or the competitor may explain its eligibility requirements, process, exclusions, and

costs in one place, leaving less work for a system—and for a prospective customer—to connect the dots.

Here's what kills me: citations are not a simple scorecard of which company is “best.” they can vary by wording,
location, date, available sources, and the way a tool handles retrieval. Treat an Al answer as a clue about what

information was accessible and relevant, not as a definitive judgment about your business.

Start with the customer’s actual question

Many company pages are organized around internal categories: “Solutions,” “Products,” or "Why Us.” Customers,
however, ask practical questions. A small business owner might ask whether business insurance covers a specific

disruption, what documents are needed for commercial lending, or how much cover a small consultancy may need.

Build your content plan from those real questions. Support tickets, sales calls, application drop-off notes, and
conversations with brokers or account managers are useful sources. They reveal where people get stuck—and

what a useful answer needs to include.

Turn broad service pages into answers to specific questions

Suppose you sell business interruption insurance. A page that says your policy "helps protect your business when
the unexpected happens” may be accurate, but it leaves a lot unresolved. Customers may want to know what
counts as an interruption, how a claim is assessed, which events are excluded, and how cover relates to property

damage.

Likewise, a commercial lending page can explain who may apply, how decisions are made, what affects the amount
available, and which application documents are commonly requested. A page for small consultancy cover can
describe relevant risks, the types of protection available, and the questions a consultant should ask before

choosing a policy.

These details help customers make sense of an offer. They also give search and Al systems clearer passages to
retrieve when a question calls for a particular answer. The aim is not to create a separate page for every slight

variation of a keyword. It is to answer distinct, meaningful questions well.

Relevance: make the connection obvious

Relevance begins with a straightforward test: if someone lands on the page from a question, can they quickly tell
that it addresses that question? Pages that use vague claims, bury the service details, or combine unrelated

subjects can be hard to interpret.



Make the page’s purpose visible in its title and opening section. Use clear headings for the issues customers care
about. Define specialist terms and explain where the answer depends on circumstances. For example, say that
coverage varies by policy wording rather than implying that every business interruption policy covers the same

events.

Also check that important information is present in the page itself. A useful detail hidden only in a menu, image,
downloadable file, or script-dependent interaction may be harder for some crawlers and retrieval systems to

access. Keep the core explanation in accessible page text, and make supporting documents easy to find.

Credibility: show who is behind the advice

Financial services content can influence consequential decisions. Readers need to know who wrote or reviewed it,
what expertise that person has, when the material was updated, and how to reach the company. Al systems may
not apply these signals uniformly, but clear accountability helps human readers assess the information and gives

your content a stronger foundation.

Use an author or reviewer byline that leads to a meaningful profile. Explain relevant experience, qualifications, or
professional responsibilities without inflating them. Add a publication or review date, and provide a genuine
contact path for questions, corrections, or complaints. A page with no date, no accountable author, and no way to

contact the business gives readers little context for evaluating it.

First-hand experience can make an article more useful than a general summary. A product specialist might explain
the common mistakes applicants make when preparing application documents. A claims professional could
describe what information typically helps when reporting a business interruption. Keep examples anonymized and
within privacy and regulatory requirements. Distinguish general guidance from personalized financial, legal, or

insurance advice.

Consistency: align your claims across the web

Consistency is another useful signal to examine. Does your website describe a product differently from your public
business profiles, partner pages, broker listings, or regulatory records? Are names, service areas, eligibility
descriptions, and contact details current? Conflicting information can make it harder for people—and systems

gathering information from multiple sources—to form a clear picture.

This is where brand mentions and off-site signals come into the discussion. Relevant mentions of your company
by credible industry organizations, partners, trade publications, or professional associations can help establish
context. Their value is not that every mention automatically produces a citation. Rather, useful third-party

references can corroborate who you are and what you do.

Prioritize accurate listings, substantive expert contributions, and legitimate partnerships. Do not buy low-quality
links or chase mentions unrelated to your work. Off-site activity should reflect real relationships and expertise, not

a manufactured footprint.

Topical authority comes from useful coverage, not repetition

Topical authority is best treated as a practical description of how well your content covers a subject, not as a
switch you can flip. A company that publishes one thin page about business insurance and leaves common
customer questions unanswered may offer less useful coverage than a company with clear, maintained

explanations of relevant policy types, exclusions, claims, eligibility, and next steps.



Build connected coverage around the decisions customers actually make. For business insurance, that might
include an overview of cover types, a guide to business interruption insurance, an explanation of cover for a small
consultancy, and a checklist of questions to ask before buying. Link these pages where it helps readers move from

a general question to a specific one.

Do not repeat the same phrase in every paragraph in the hope of influencing a model. Write naturally, use precise
terminology where it helps, and include related concepts because they matter to the subject. A coherent set of

genuinely useful pages is more valuable to readers than a pile of near-duplicates.

One common mistake: the article body has no pricing information

A frequent gap is that pricing appears only in a calculator, a separate quote journey, or a sales conversation—not
in the article body. If a customer asks how much business insurance costs and your article discusses price only by

saying “get in touch,” a competitor that explains the main cost factors may provide a more complete answer.

You do not have to publish a price you cannot responsibly substantiate. If premiums or rates vary, explain why:
factors might include the nature of the business, cover limits, location, claims history, or chosen excess. Where
appropriate, provide a clearly dated, representative range and explain its assumptions. If you cannot share a range,
say so plainly and show the reader how to get an estimate, what information they will need, and what happens

next.

Keep that explanation in the article body—not only behind a button or inside a tool that may not expose its
contents as readable text. Be clear about whether figures are examples, estimates, or current prices, and have the
relevant team review them. I've seen this play out countless times: learned this lesson the hard way.. Transparent

context is more useful than a misleading “from” price with no explanation.

Compare your page with the sources being cited

When a competitor is cited, inspect the cited page rather than guessing from the company’s name. Note what
question it answers, how directly it answers, and whether it supplies details your own page lacks. Check the date,

author, evidence, pricing context, and next steps. Then compare those elements with your own page.

What to compare Questions to ask Possible improvement Question match Does the cited page answer the exact
question or only discuss the general topic? State the direct answer early, then explain exceptions and details.
Practical detail Does it explain eligibility, exclusions, costs, process, or required documents? Add the missing details
customers need to take a next step. Accountability Is there an author, reviewer, update date, and contact path?
Make expertise and responsibility visible to readers. Supporting evidence Are claims supported with policy
wording, data, examples, or credible references? Link to primary sources and explain the limits of each claim. Access
and clarity Can the important content be read without relying on a tool or hidden interaction? Put essential

explanations in clear, accessible page text.

A practical way to improve your chances of being understood

1. Collect real questions. Review support tickets, sales notes, and customer conversations. Group questions by

the decision someone is trying to make.

2. Check the cited pages. Record what they answer well and where their information comes from. Repeat the

comparison across several relevant questions; one Al response is not a reliable trend.

3. Improve the best-fit page. Make the answer, audience, qualifications, and next steps clear. Avoid creating

another page unless it serves a distinct need.



4. Add first-hand expertise. Ask a knowledgeable employee to contribute examples or review the material.

Identify the author or reviewer and explain their relevant experience.

5. Fill practical gaps. Address pricing context, application documents, eligibility, exclusions, and process details
when they are relevant and can be stated accurately.

6. Keep information current. Set a review schedule for pages affected by policy, product, regulatory, or pricing
changes. Correct outdated details across your own site and important external profiles.

7. Measure patterns, not promises. Track which questions produce citations, whether your pages are
accessible and useful, and what customers do after visiting. No content change can guarantee inclusion in an

Al answer.

The short answer

Al-powered search may cite competitors because their pages are easier to startnewswire connect to the question,
more complete, more clearly attributable, or supported by consistent information elsewhere. Your first move is not
to stuff a keyword into every section. It is to find the unanswered customer question and make your best page

genuinely more helpful.

Clear explanations, credible authorship, useful first-hand experience, accurate off-site signals, and relevant
coverage can all strengthen the case for your company as a source. They also make the page better for the person

who matters most: the customer trying to decide what to do next.
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