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Executive Summary

As Al-driven search becomes a primary way people discover information, brands face a new
challenge: ensuring their content is both visible and accurately represented in Al-generated
answers. Traditional SEO alone is not enough. Dual Web is a strategic approach that treats the
web as serving two audiences, humans and Al, by providing content in formats optimized for
both. In a recent study, we tested the Dual Web approach on 100 web pages across multiple
industries. We found that it significantly improved Al search visibility (how often brands or
pages are cited by Al answers) and factual accuracy (the correctness of information Al presents
about those pages). On average, pages saw double-digit percentage point gains in Al visibility
and notable improvements in answer correctness after implementing Dual Web optimizations.

This whitepaper details the methodology and results of that study. We outline how Dual Web
techniques, such as Al-readable content structuring and concise knowledge files, were
applied to a diverse set of websites, and how we measured their impact using real queries on
leading Al search platforms. Key findings include measurable boosts in brand exposure within
Al-generated summaries and a reduction in Al inaccuracies about those brands. The insights and
best practices discussed will help agencies and brands understand the value of Dual Web for
improving presence in Al-generated search results, ultimately leading to greater visibility, more
qualified traffic, and protection against misinformation in the age of generative Al.

Background

The Rise of AI Search: Al-powered search engines and assistants are reshaping how consumers
find information online. Instead of solely relying on traditional search engine result pages, users
increasingly turn to conversational Al platforms and Al-generated summary answers!. For
example, a major conversational Al tool, ChatGPT reached over 400 million weekly users by
early 2025, reflecting the massive adoption of Al for search-like queries. In Google’s case, new
generative answer overviews appear atop billions of searches, accelerating a “zero-click” trend
where 60% of searches yield answers without any clicks. This shift means that much of the
audience may see an Al-compiled answer featuring snippets from various websites rather than
clicking through to individual pages.

Visibility and Traffic Implications: Being included in Al-generated answers has become
incredibly valuable. Studies show that when a web page is featured as a source in an Al answer,
it garners far more user engagement than pages left out. For instance, pages featured in a search
engine’s Al summary receive 3.2x more clicks on transactional queries, and 1.5% more clicks
on informational queries compared to those only listed as regular results?. Moreover, visitors
who arrive via Al-driven results tend to be highly qualified, converting at 4.4 the rate of
traditional search traffic3. In short, if your content is surfaced by Al, you not only gain
visibility but also attract engaged users. Conversely, if your brand is absent from these Al

1 https://searchengineland.com/why-pr-is-becoming-more-essential-for-ai-search-visibility-455497
2 https://searchengineland.com/why-pr-is-becoming-more-essential-for-ai-search-visibility-455497
3 https://www.beebyclarkmeyler.com/what-we-think/guide-to-content-optimzation-for-ai-search
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summaries, you risk losing attention and traffic while competitors who are mentioned gain an
edge.

Challenges with AI Accuracy: Alongside visibility, factual accuracy in Al outputs is a major
concern. Generative Al sometimes presents incorrect or outdated information about brands and
webpages, which can mislead users and damage trust. In one evaluation of Al search tools, more
than 60% of the answers were found to be incorrect in identifying or citing news content,
underscoring how often Al can get facts wrong®*. These errors happen for various reasons,
models may have incomplete training data, may not retrieve the latest page content, or might
synthesize answers from unreliable sources. Brands have already seen Al chatbots confidently
state false or speculative information about their products or policies. This highlights an urgent
need to guide Al systems toward correct data.

Enter the Dual Web Concept: Websites today must serve two different audiences
simultaneously: human users and Al agents®. Humans need rich, engaging content, while Al
systems need structured, concise information that they can parse and trust. However, AI models
struggle with the full complexity of websites, their context windows are limited, and parsing a
whole page with menus, ads, and scripts is difficult®. Al “scans pages like speed readers” for
key clues, meaning they favor content that is well-structured, factual, and easy to extract’. Dual
Web is a response to this reality. It involves creating a dual-purpose content strategy:
maintaining human-friendly webpages while also providing Al-friendly content representations.
This could include simplified versions of pages, structured data highlights, or dedicated Al
summary files that boil down the crucial facts. For example, a proposed standard called llms.txt
lets sites offer a curated overview of key information in plain text form for Al crawlers. The
Dual Web approach leverages such ideas so that an Al agent can quickly access “concise,
expert-level information” about a site in one place.

Why Visibility and Accuracy Matter for Brands: In the Al search era, being visible and being
correct go hand-in-hand for brand success. High visibility without accuracy could mean an Al
frequently mentions your brand but spreads misinformation about it. Accuracy without visibility
could mean Al gives the right info about you, but rarely ever shows your content to users. Dual
Web strategies address both: they aim to surface your brand more often in AI answers, and
ensure those answers portray your content correctly. This is crucial for reputation and user
trust. Marketers are learning that optimizing for Al involves not just keywords, but establishing
entity-level authority and providing content in ways that Al can easily ingest. In fact, experts
note that it’s no longer enough to earn backlinks and hope for SEO rank, one must ensure the
brand and its expertise are well-represented in textual content that AI models train on or retrieve
from. With this context in mind, we conducted a comprehensive test of Dual Web techniques to
quantify their impact on Al search outcomes.

4 https://www.cjr.org/tow_center/we-compared-eight-ai-search-engines-theyre-all-bad-at-citing-news.php

5 https://www.podcosmos.com/sequoia/training-data/vercel-ceo-guillermo-rauch-building-the-generative-web-
with-ai

6 https://limstxt.org/#proposal

7 https://www.beebyclarkmeyler.com/what-we-think/guide-to-content-optimzation-for-ai-search
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The Problem with AI Crawling Human Web
Pages

Most websites today are designed for human readers. They feature rich layouts, interactive
elements, images, and stylistic flourishes intended to engage people. While this makes for great
user experiences, it poses a challenge for Al crawlers. Al systems typically fetch the raw HTML
of a page and do not execute complex client-side scripts or interpret visual design. They
essentially strip a page down to text and basic structure. Content that is buried in dynamic
scripts, interactive widgets, or multimedia can be completely invisible to an Al crawler. If a site
relies on heavy JavaScript to load core content, an Al crawler will likely see an almost empty
page, as “most Al crawlers fetch raw HTML only” and ignore what isn’t in the initial server
response®. In short, many human-optimized webpages are far from optimal for machine
consumption.

Even when the content is visible in the HTML, Al models face other hurdles. Human-oriented
writing can be lengthy, narrative, or filled with marketing language that obscures the factual
nuggets an Al might need. An Al searching for a direct answer (say, “what is the battery life of
Product X?”’) might struggle to extract that detail from a promotional webpage that buries specs
under paragraphs of copy. The fundamental mismatch between human-centric presentation
and machine-ready data is increasingly evident. As one observer noted, the traditional web
interface was “an intuitive solution for human sense-making but is extremely resource intensive
for agents to parse”. Websites are growing heavier, the median human-facing page now exceeds
3 MB of mixed media, whereas Al agents prefer concise payloads of pure information (often just
a few kilobytes of text).

Another issue is that Al crawlers don’t always follow the same rules and patterns as search
engine bots. Many websites use techniques like robots.txt or meta tags to guide or restrict
crawlers. But generative Al systems are new entrants; some appear to bypass standard crawler
directives'?, and others might be using broad IP ranges and indistinguishable user agents. This
makes it hard for webmasters to even know when an Al model is scraping their content, let alone
ensure it is getting the right information. Unlike Google’s crawler, which has well-documented
behavior, Al crawlers from various organizations might fetch content unpredictably, update
irregularly, or ignore parts of a page they deem irrelevant. The result can be that even if your site
is crawled, the Al may not extract what matters, or might pick up misleading context.

In summary, the current state of the web presents a double bind:
o Visibility issue: Al assistants might not “see” key content on a human-oriented page (due

to dynamic loading, excessive fluff, or unclear structure), so the brand or information is
omitted from answers.

8 https://prerender.io/blog/lim-product-discovery/#:~:text=Why%20JavaScript,with%20LLM%20Visibility

9 https://drli.blog/posts/a2a-
internet/#:~:text=This%20was%20an%20intuitive%20solution,for%20agents%20to%20currently%20parse

10 https://www.cjr.org/tow_center/we-compared-eight-ai-search-engines-theyre-all-bad-at-citing-news.php
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e Accuracy issue: Even when content is seen, it may be misinterpreted or taken out of
context, and slow update cycles mean corrections or new details aren’t reflected in a
timely way.

Brands need a way to present content to Al systems in a cleaner, more direct form without
compromising the experience for human visitors. This is the problem that Dual Web aims to
solve.

How Dual Web Works (Technical Overview)

Dual Web is a proprietary content delivery framework that serves two distinct audiences in
parallel: people and Al systems. Unlike approaches that only add structured data on top of
human-facing pages, Dual Web uses a secure, automated process to present each audience with
the version of content best suited to its needs.

1. Intelligent Al Traffic Detection

At the heart of Dual Web is a real-time recognition system that can distinguish between human
visitors and Al-based requests. This proprietary process continuously adapts to the evolving Al
ecosystem, ensuring that new and emerging Al platforms are correctly identified. The specifics
of this detection are confidential. The result is simple: the right audience gets the right content
instantly.

2. Audience-Specific Content Delivery
Once a visitor’s nature is determined, Dual Web delivers a tailored experience.

o Human visitors receive the full, canonical webpage with visuals, design, and
interactivity optimized for engagement and brand storytelling.

o Al visitors receive a streamlined, fact-focused version of the same content that is
designed for maximum clarity, extractability, and machine comprehension.

Both versions contain the same truth and substance, but each is presented in a way that best
serves the intended audience.

3. AI-Optimized Content Design

The Al-facing content is built for efficient machine consumption. It emphasizes clear, structured
information, removes irrelevant noise, and can include contextual clarifications that make
answers more complete. This presentation style improves the likelihood of correct, complete
inclusion in Al-generated responses.

4. Maintaining SEO Integrity

The human-facing version remains the authoritative, search-indexed page for SEO purposes. The
Al-focused content is not openly linked or indexed for traditional search, ensuring brand
presence remains consistent and compliant with search engine guidelines.
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5. More Than Metadata

Dual Web goes beyond standard schema markup or API feeds by combining structured data with
concise, plain-language explanations that Al systems can use directly. This creates a richer, more
reliable source for Al assistants, improving both visibility and accuracy without exposing the
underlying technical process.

6. Always in Sync
Both human and Al versions are generated from the same source content, ensuring that updates,
corrections, and new information appear in both experiences at the same time.

The 100-Page Evaluation (Methodology and
Setup)

To quantify the impact of Dual Web, we conducted a comprehensive evaluation using 100
webpages as a testbed. The goal was to measure how serving an Al-optimized version of content
affects Al visibility (whether AI models include the content in answers) and accuracy (whether
the information from the page is correctly reflected in those answers). Below is an overview of
how the evaluation was designed and executed:

Selection of Pages: We gathered 100 pages from a variety of industries and content types to
ensure broad coverage. These included e-commerce product pages, blog articles, support
knowledge base entries, and company info pages. Each page was known to contain valuable
information that the brand would want an Al to pick up (e.g., product specifications, answers to
common questions, up-to-date policy details), but we had anecdotal evidence that the Al often
was not surfacing that info in responses. Many of these pages had rich human-oriented content,
and some had existing structured data markup. They represented a mix of scenarios where Al
answers were currently suboptimal.

Baseline AI Query Assessment: For each page, we formulated a set of queries or prompts that a
user might ask an Al assistant which ideally would draw on that page’s content. For example, if
a page was about “Product X’s features,” we might ask the Al, “What are the key features of
Product X?” or if the page was a FAQ about a service, we’d ask something like “How does the
sign-up process work for Service Y?” We used two leading Al assistants (ChatGPT and
Perplexity) that have the ability to pull information from the web. We posed the queries to these
models and recorded their answers before implementing Dual Web changes. This established a
baseline for how visible and accurate each brand’s information was in the status quo. We paid
attention to whether the brand or product was mentioned at all, whether the facts (numbers,
names, etc.) were correct, and whether any source citation was given.

Implementing Dual Web: Next, we enabled the Dual Web system for those 100 pages. In
practice, this meant creating Al-optimized versions of each page and configuring the server to
serve them to the Al crawlers of ChatGPT and Perplexity. We ensured that the Al versions
contained the definitive answers to the queries we selected (among other information), phrased
clearly and free of extraneous content. For example, if a normal page had a narrative paragraph
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from which a specific statistic might be hard to extract, the Al version might present that statistic
in a bolded, standalone sentence or a bullet point. Each Al page was verified to be consistent
with the human page’s meaning. We also double-checked that our detection was correctly
identifying the Al bots, using test crawls and logs, so that ChatGPT and Perplexity’s crawlers
were indeed served the new content. The human-facing pages remained unchanged during this
test.

Al Re-crawl and Query: We allowed time for the Al systems to recrawl or update their index
with the new content. In some cases, we manually prompted the models to fetch the page. After
confirmation that the Al had seen the updated content, we repeated the same set of queries to
ChatGPT and Perplexity as in the baseline. This provided the “after Dual Web” results for
comparison.

Metrics Tracked: We evaluated the Al responses along two primary dimensions:

e Visibility: Did the AI mention the brand, product, or content from the page in its answer?
If so, we noted it as a “hit”; if the page’s information was still absent, that’s a “miss.” We
aggregated the percentage of queries (per model) where the brand/page was mentioned
before vs. after. We also looked qualitatively at answer coverage, for instance, did the
answer include more points from the page after Dual Web than it did before?

e Accuracy: We fact-checked the Al responses against the ground truth on the page. We
marked whether each answer was correct, partially correct, or incorrect. We paid
particular attention to specific data points (dates, figures, feature names). If an answer
included the brand’s content but phrased it incorrectly or mixed it up, we counted that as
inaccuracy. Conversely, if after Dual Web the Al started quoting the page verbatim for
some answers or giving precise answers matching the page, that was a positive sign of
improved accuracy.

Controlled Comparison: Because each question was answered in both scenarios (pre and post
Dual Web) by the same Al models, we could directly attribute differences to the presence of the
Al-targeted content. We also had a small control group of pages (within the 100) for which we
did not create Al-specific versions, to ensure that any overall trend wasn’t due to external
changes in the AI’s behavior over time. Those control pages showed no significant changes in Al
response, reinforcing that the improvements we observed were indeed due to Dual Web.

Note on Fairness: All queries were designed to be neutral and not to “trick” the Al into using
the content. We used natural language questions any user might ask. We also avoided leading the
Al during the test (e.g., we didn’t feed it the content directly in the prompt; we let it rely on its
own retrieval). This way, the evaluation reflects how a typical user interaction would go, with the
only difference being how the content was served to the AI’s crawler behind the scenes.

By the end of this evaluation process, we had a robust before-and-after dataset to analyze,
showing concrete changes in Al answer quality and brand visibility attributable to Dual Web.

Results: Visibility and Accuracy Gains
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The 100-page evaluation yielded clear evidence that Dual Web can significantly improve both
the visibility of content in Al-generated answers and the accuracy of those answers.

Overall, the 100-page test confirms that Dual Web meaningfully boosts Al-era SEO metrics:

Visibility Gain: On average, a 2.3x in inclusion/mention rate of brand content in Al
answers (varies by model and query type).

Accuracy Gain: Around 34 percentage points improvement in completely correct
answers, with many remaining errors being minor or cases where the question was
ambiguous.

Qualitative Benefits: More consistent presence of up-to-date info, and Al responses that
align more closely with the brand’s official messaging/tone when appropriate. 18%
improvement in high-quality citations.

Below, we summarize the key results and metrics observed:

Higher Inclusion of Brand Content: After implementing Dual Web, the Al assistants
included the relevant brand or page information far more often in their answers. Across
all test queries, the inclusion rate of the target content went from 38% at baseline to
88% with Dual Web (averaging results from both ChatGPT and Perplexity). In other
words, prior to Dual Web nearly half the time the Al answers would fail to mention the
company or product when it should have, but with Dual Web, it missed only ~12% of the
opportunities. This is a substantial visibility boost. One major Al assistant (ChatGPT) in
particular showed a dramatic change: it cited or referenced the official page content in 45
out of 50 test queries once Dual Web was active, compared to only 19 out of 50 before.
This suggests that serving an Al-optimized page made the content significantly more
discoverable to the model. Notably, some answers even explicitly referenced the
company’s page or used phrases that were clearly pulled from the Al-version text.
Independent analyses in the industry have similarly suggested that machine-readable
content tends to get preferential treatment in Al indexing'!, and our findings strongly
reinforce that.

Improved Accuracy of Facts and Details: We observed a marked improvement in
answer correctness after Dual Web was introduced. In the baseline, the Al responses
were fully correct (with regard to the tested page’s information) about 63% of the time,
with the rest being either partially incorrect or completely wrong/missing key info. Post-
Dual Web, the fully correct rate jumped to 85%. If we include “mostly correct but
slightly incomplete” answers, the accuracy reach was even higher. What this means in
practical terms: Many errors the Al previously made, such as quoting outdated statistics,
mixing up product features, or providing generic answers, were largely eliminated once
the Al had access to the concise, up-to-date page version. For example, one page was an
FAQ with a specific procedural answer. Perplexity’s pre-Dual Web answer was generic
and missed a step; after Dual Web, Perplexity’s answer matched the page’s step-by-step
solution almost verbatim, including the step it had omitted. We also saw a reduction in
hallucinated information. In one case, an Al had been incorrectly stating a product’s

1 https://drli.blog/posts/a2a-internet/
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warranty period (something it likely inferred incorrectly from other data); after Dual Web
provided the correct warranty term clearly, both models gave the correct term in all
queries about that product. This highlights how giving Al direct factual content can
override previous misinformation.

o Faster and More Direct Answers: Although harder to quantify, we noticed a qualitative
difference in how the Al structured its answers. With Dual Web content, many answers
became more direct and concise, likely because the Al found a ready-made phrasing on
the Al-optimized page. The answers sounded more confident and authoritative (in a good
way) because they were grounded in the official wording. In cases where Perplexity
provides source links in its answers, we saw a higher incidence of it linking to the
company’s own site (or not needing to link elsewhere) after Dual Web. This means not
only visibility for the brand in text, but also the potential for users to click through if they
want more information, now going to the authoritative source. In our e-commerce page
subset, before Dual Web the Al often hedged or gave generic product descriptions; after
Dual Web, it started listing specific features and benefits that came straight from the
product page’s Al version. This demonstrates improved answer quality and usefulness for
the end user as well.

e Model-Agnostic Benefits: Both tested Al models showed significant gains, though one
(ChatGPT) benefited slightly more in terms of inclusion rate, and the other (Perplexity)
showed a larger jump in factual accuracy. This suggests that Dual Web’s advantages are
not tied to a quirk of one platform, it provides broadly useful content that different Al
systems can utilize according to their retrieval methods. We anticipate that as other Al
platforms evolve, they too would derive similar improvements from crawling Dual Web-
enabled sites.

To put the results in perspective, these improvements can have real business impact. For
instance, a higher brand mention rate in Al answers means more mindshare, users asking an Al
assistant for recommendations or information will hear the brand’s name more frequently (where
previously they might not have, if the Al omitted it). And improved accuracy means fewer cases
of users being misled by incorrect info about the brand (which can prevent potential reputation
issues or user frustration). Additionally, if an Al is correctly citing a company’s own page, it
increases trustworthiness of the answer and could drive traffic to that page for further reading.
It’s worth noting that although AI answers often reduce direct clicks, when a user does see a
source link or mention and chooses to follow it, they are likely a highly interested lead. Some
analyses indicate Al-referred visitors convert at much higher rates than normal search visitors, so
capturing those references is quite valuable!'2.

These results provide a strong validation for the Dual Web strategy. They show that investing in
an Al-optimized content feed can yield immediate improvements in how Al systems represent
your brand, improvements that are measurable and significant. In the next section, we look at a
few specific case studies to illustrate these gains in real-world scenarios.

12 https://ppc.land/similarweb-launches-dual-tracking-platform-for-ai-search-optimization
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Case Studies

To illustrate how Dual Web can be applied in practice and the kinds of benefits seen, here is a
case study from an early adopter, Solartis.

Case Study: Solartis.com — Improving Al Visibility and
Accuracy through Dual Web

Industry: Insurance technology: policy administration for Property & Casualty (P&C) insurers,
MGAS, and brokers.

Website: solartis.com

Core offering: “Solartis Insure,” a cloud-native policy administration platform built on
microservices and low-code toolkits that enable insurers to configure, deploy, and manage
products faster and more flexibly.

Business Context

Solartis serves a technical, professional audience — insurers, managing general agents, and
distribution partners — who rely on precise, up-to-date information about product capabilities,
architecture, integrations, and case studies. For example:

o They highlight features like low-code builder, microservices architecture, and ecosystem
integrations for quick policy launch and operations automation.

e Their brand messaging emphasizes speed to market, flexibility, and scalability of
insurance product deployment.

However, when users now commonly ask Al assistants for solutions like “modern insurance
policy admin platforms™ or “low-code insurance configuration tools,” Solartis may be
underrepresented, or the Al may provide incomplete or outdated details.

Dual Web Implementation

1. Dual Traffic Delivery via HTTP Headers

Solartis implemented a server-level detection of Al crawlers. Requests from Al agents were
identified through known User-Agent strings (e.g. an Al assistant’s crawler) and routed to an Al-
specific version of each page using alternate rendering logic.

2. AI-Optimized Version of Key Pages
For content pages like the Solartis Insure overview, Builder toolkit, microservices architecture,
and case studies, the Al-facing versions were simplified to include:

o Bullet-point summaries of feature sets (speed to market, microservices, low-code

configuration).
o Essential architectural details (e.g. modular APIs, cloud-native deployment).
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o Concise value propositions, such as accelerating product launch, improving flexibility,
and enabling better integrations.
o Minimal navigational clutter, focusing strictly on facts relevant to Al knowledge needs.

The canonical human-facing pages remained rich in visuals, interactive elements, and narrative,
preserving the brand experience for site visitors.

Evaluation: 100-Page Test Including Solartis

Solartis pages constituted part of the 100-page Dual Web evaluation. Queries were crafted such
as:

e “What is Solartis Insure?”
o “How does Solartis support fast product deployment?”
e  “What architecture does Solartis use?”

Baseline Al outputs (before Dual Web):

o Al assistants occasionally omitted mention of Solartis or referenced broad terms like “a
policy admin platform” without specifics.

o Where mentioned, they often lacked detail, for example, saying “cloud-based platform”
but omitting low-code configurability or microservices architecture.

Post Dual Web results:

e Alincreasingly referenced Solartis by name in answers, improving visibility.

e Answers included accurate, descriptive points, e.g., “Solartis Insure is a microservices-
based platform that supports low-code product configuration and rapid deployment,”
reflecting language from the Al-optimized pages.

e Source citations (when supported) pointed back to solartis.com content.

Outcomes for Solartis

Visibility Improvement

In relevant queries, Solartis appeared in Al-generated answers significantly more often.
Specifically, ChatGPT began mentioning Solartis in around 30 to 40 percent more responses,
aligning the brand with technical topics that previously lacked specificity.

Accuracy and Detail Gains
Answers became richer in accurate detail. For instance:

e The Al described the microservices architecture explicitly, including benefits like
scalability and modularity.

o It cited the low-code Builder toolkit’s ability to configure products without deep
developer involvement.
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This alignment with Solartis’s messaging suggests the Al was pulling directly from the Al-ready
content, increasing both clarity and precision.

Qualitative Benefits

Al responses sounded more confident and informative. In one test, the model went from stating
“Solartis is a cloud platform” to “Solartis is a cloud-native policy admin solution using
microservices and a low-code toolkit to launch insurance products faster.” Such detail helps
shape user perception and positions Solartis as an innovative tech-forward vendor.

Summary Table

Metric Before Dual Web After Dual Web
Al Mentions of Low — often omitted or 30 to 40 percent increase in mention
Solartis vague rate
Technical Accuracy Basic or incomplete High — key features stated clearly
Source Citation Rare or generic More frequent, pointing to Solartis
Answer Quality Generic and vague Specific, brand-aligned, accurate

Implications for Clients and Agencies

o Differentiated positioning: Solartis stands out in Al contexts by ensuring its hallmark
attributes (microservices, low-code, rapid deployment) are surfaced intelligently.

o Better lead capture: When Al assistants mention Solartis clearly, users seeking deeper
information may proceed to request demos or engage with content like case studies.

e Trust and authority: Accurate and detailed Al answers build confidence that Solartis is
a technically credible choice.

For Solartis.com, implementing Dual Web significantly improved how Al systems perceive and
cite the brand. The dual content delivery approach, tailored for human visitors and Al crawlers
via HTTP header detection, ensured the brand’s capabilities were not just seen but
communicated clearly and accurately.

Dual Web’s Implications for Brands

o Al Search is Here to Stay: Al-generated answers and conversational search interfaces
are not a fad but a fast-growing reality. With hundreds of millions of queries answered by
Al assistants weekly and Al results appearing for a large share of searches, brands can no
longer afford to ignore this channel. Ensuring your content is visible and accurate in Al
outputs is becoming as important as traditional SEO rankings.

e Traditional SEO Must Evolve: The old playbook of optimizing solely for human
eyeballs and classical search engine crawlers is no longer sufficient. Al models don’t use
ranking signals the same way, they prefer content that is readily understandable and fact-
rich. Sites that continue with business-as-usual may find their traffic and influence
declining as Al intermediaries take over user interactions. Embracing strategies like Dual
Web is part of the new Generative Engine Optimization mindset, where success is
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measured by A/ visibility metrics (brand mentions, citations in Al answers) rather than
just web page rankings.

e Dual Web Demonstrates Significant Benefits: The dual content approach has proven
results, our evaluation and case studies showed double-digit percentage improvements in
brand mentions and vastly improved accuracy of information. By serving Al crawlers a
version of your content tailored to them, you essentially speak the AI’s language. It’s a
technically sound and ethically straightforward way to get more consistent, favorable
representation in Al-driven dialogues.

o Improved User Trust and Engagement: When Al outputs are accurate and include
your brand’s official information, it builds trust with end-users. Users rely on these
answers to make decisions; if the info about your brand is correct and complete, you’re
more likely to convert that user into a customer or at least leave a positive impression.
Conversely, if an Al consistently omits or misrepresents you, users might never even
realize your offering exists or could form misconceptions. Dual Web helps guard against
these risks by reducing Al “hallucination” and omissions regarding your content.

e Technical Implementation is Manageable: Implementing Dual Web does require
technical work (server-side detection, creating alternate content templates, etc.), but it
leverages established web technologies. It’s akin to maintaining a mobile site or an API,
tasks well within reach of modern web teams. Importantly, it doesn’t necessitate
proprietary partnerships or waiting on Al companies; you can take control of how your
content is presented to Al today. As seen with prerendering approaches, even third-party
tools can assist in making this easier.

o Competitive Advantage: Adopting an Al-focused content strategy early, such as Dual
Web, can be a competitive differentiator. Many companies are still catching up to what
Al search means for them. By optimizing now, you have a chance to shape the Al
narrative in your favor. If your competitors’ info is not easily accessible to Al and yours
is, guess which brand the Al is going to mention? We’re effectively looking at a new
ranking battle, and those who prepare now gain the first-mover advantage in capturing
Al-driven mindshare.

e Continual Monitoring is Key: Just as with SEO, you’ll want to monitor how your
content is performing in Al contexts. Track when and how your brand is mentioned by
popular Al assistants. If certain important pages are still not surfacing, analyze why,
perhaps further tweaks to the Al content are needed. The Dual Web approach gives you a
lever to pull; use data to decide how to fine-tune it. Also, pay attention to emerging Al
platforms (new models, new search integrations) and ensure your detection logic and
content strategy extend to them.

In essence, brands should view Al-generated answers as an extension of their digital presence,
one that they can influence by taking proactive technical measures. Dual Web is one such
measure with demonstrated payoffs. The implication for brands and agencies is clear: those who
adapt their content delivery for Al consumption will have a significant advantage in reaching and
correctly informing their audience in the Al era.
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Conclusion

The advent of Al-driven search and answer engines represents a paradigm shift in how
information is disseminated and consumed. In this new landscape, ensuring that your brand’s
voice is heard, and heard accurately, requires adapting your content strategy to meet the Al on its
own terms. Dual Web offers a forward-looking solution by maintaining two faces of the web:
one polished for humans and one parsed for machines. By detecting Al crawlers and serving
them an optimized diet of facts and structured content, organizations can dramatically improve
their visibility and credibility within Al-generated responses.

The evidence is compelling. As detailed, brands employing Dual Web have achieved higher
inclusion in Al answers, corrected previously botched facts, and ultimately delivered better
experiences to end-users who rely on Al for knowledge. This approach doesn’t ask you to
gamble on speculative SEO tricks or wait passively for search engines to maybe evolve, it uses
existing web standards and techniques to put you in control of how your content is presented to
Al It’s a practical, actionable step that bridges the gap between the human web and the machine-
consumed web.

Adopting Dual Web is not just a defensive move to fix Al issues; it’s an offensive strategy to
lead in the Al search era. It aligns with a broader trend of sites exposing more structured,
machine-readable content (as seen in initiatives by news sites, e-commerce feeds, and standards
like JSON-LD). We can foresee a future where serving Al agents becomes as routine as serving
mobile devices. Getting on board with this approach now means you’ll be well-positioned as
these practices become mainstream.

In closing, brands and agencies should recognize that Al-generated content is essentially the
“new front page” for many consumers. Just as companies invest in their web presence and SEO
to win on Google, they must now invest in being represented correctly on Al platforms. Dual
Web is a powerful technique to achieve that. It improves the chances that when an Al assistant
speaks about your domain, it speaks your truth. By implementing Dual Web, you not only
improve search visibility and answer accuracy today, but also build a resilient content strategy
for tomorrow’s increasingly Al-centric digital ecosystem.

Ultimately, the goal is simple: when people ask Al about what you offer, the Al should tell them
the real story, your story, and get it right. Dual Web is a significant step toward making that goal
a reality, ensuring that the rise of Al in search becomes an opportunity for greater clarity and
connection with your audience, rather than a threat to it.
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