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Hi From Traffic to Trust: How GEO is
HINge' Changing Search for Professional Services



Hinge is the leading research-based branding
and marketing firm for professional services.

* Research-based strategy

®
* Gorgeous, differentiated brands FI l n g e

* Powerful marketing programs

Our ongoing research into over 50,000 professional services firms and buyers of
their services is changing the way firms go to market.

We work closely with our clients to give their businesses every advantage. Here
are some of the ways we do this:

» High-performance websites

e (Custom research studies

www.hingemarketing.com



http://www.hingemarketing.com

G

}

Today's Presenters

Karl Feldman Austin McNair

MANAGING PARTNER HEAD OF MARKETING

@ kfeldman@hingemarketing.com @ amcnair@hingemarketing.com
o in/karlfeldman o in/austinmcenair
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How do you rate your current =0 7 o=
Understanding of Al search?
Are you using any GEO tools?

LR




Questions we'll discuss today

> What are the key terms and tools you need to be aware of today?

> What are the biggest shifts from traditional SEO to GEO?
> How can you assess your firm’'s foundation for Al search success?

> What are some opportunities to move forward?

From Trafficto Trust | 5



Questions we'll discuss today

> What are the key terms and tools you need to be aware of today?

> What are the biggest shifts from traditional SEO to GEO?
> How can you assess your firm’'s foundation for Al search success?

> What are some opportunities to move forward?

> How urgent is this really?

From Trafficto Trust | 6
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Noticeable changes. Why should you care?

1. Major changes in search metric results and related assumptions

> Decreasing traffic and engagement metrics
> Increasing leads

> Unclear sources and conversion path

2. Shifting perceptions related to marketing and BD implementation

> "Just use Al to make [insert marketing or BD initiative]"

> "This new Al tool will: make us visible / differentiated / deliver incredible leads

3. Audiences protecting themselves from and unsolicited communications and
sales tactics are harder to reach

From Trafficto Trust | 8



Now is the time to respond to Al challenges

Top Challenges of Professional Services Firms

Incorporating artificial intelligence and
automation into your business

Unpredictability in the marketplace

*Increased competition

A shortage of talent

**Disruption to your business
because of Al and automation

Downward price pressure on services

Changes in how buyers buy your services

Generational changes in the workforce

Increases in compensation costs

The need for new skills

45.9%
90.4%
45.0%
gl 36 .4 %
37.7%
N/A Marketing Techniques (Impact - Investment)
32.3%
A
34.4% Hosting a conference or event —091
31.1%
N/A Producing video thought leadership content —
28 2% (video blogs, shorts, etc.) 0.60
S
30.1% Case studies —055

2% 3%

gl 8 2.5 %
Educational webinars — 0 . 50

27.1°/:

-
24215/8/" —]  Scarch optimization (SEO/GEO) _049

_23_.7"/?, A High Growth Consulting Firms

20.2%
gl 33.2%

*In the 2025 report, we asked about competition in two different ways,
making direct comparisons with this year’s result impractical.

**In 2025, we did not ask this question.

From Trafficto Trust | 9



> GEO - Generative Engine Optimization

> AEO - Answer Engine Optimization

> /ero-Click Search

> SOM - Share of Model (SoV - Share of Voice)
> Retrievability

> Entity Authority

From Trafficto Trust | 10



The robots are coming...

Traffic Type Percentage of Total Description

Automated software (crawlers,

Total Bot Traffic ~51% to 53%
scrapers, Al agents)

Human Traffic —A7% t0o 49% _egitimate users browsing via
Orowsers or apps

Sources: Imperva 2025, Cloudflare trends late 2025 report

From Trafficto Trust | 11



Al Search increasing the divide
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1. From traffic to trust

> Traditional SEO measures success through clicks and organic traffic metrics.

> Al search behavior is leading to a decline in organic traffic (projected to drop 15-50%
by 2028) as users consume answers directly through an interface or via agents

> Change: Success is no longer measured solely by website
Visits but by citation share and being the referenced authority
N the answer.

> Action: Content must be designed to influence Al baseo
answers, ensuring the firm is recommended even if a (human)
User barely engages with a website.

From Trafficto Trust | 14



2. From keywords to natural language anad intent

> SEQ relies on specific keywords. GEO/AEQO relies on understanding
complex, natural language questions and user intent

> Change: Content must shift from keyword insertion, to
answering specific questions using conversational language
and inverted pyramid structures (answer first, details later) to
facilitate machine reading.

> Action: Hinge develops question/issue based content
clusters that address specific buyer Issues (research) rather

than broad keywords

From Trafficto Trust | 15



3. From backlinks to digital PR and mentions

> Backlinks remain relevant, but Al models prioritize consensus and mentions

or citations from authoritative third-party sources (news, trade journals,
white papers) to verify facts

> Change: Digital PR is now a primary driver of search visibility.
Being cited in reputable industry publications signals to the Al that
the firm is a trusted entity

> Action: Earned media (citations in third-party text) is becoming as
critical as owned media (content on the firm's website) — and the
more that engagement, intent, and other signals corroborate an

answer, the more likely a narrative will be conveyed to relevant
human users. Strategic consistency is crucial.

From Trafficto Trust | 16



4. From content volume to differentiation and insights

> Al models are trained on existing web content. If a firm's content merely
repeats general industry knowledge, it gets lost in the derivative noise

> Change: To increase chances for citation, content must be
differentiated. A unique focus or perspective, contrarian, anc
especially data-backed insights that do not exist elsewhere.
Expert attribution and fidelity across channels is specifically
relevant for professional services.

> Action: Thought leadership must evolve beyond general advice
to specific, expert-driven insights that Al models view as unigue

data points

From Trafficto Trust | 17
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Traffic patterns are changing

From Trafficto Trust | 20




Fvolving tool sets & expert advisory

Qualitative research
(focused datasets)

GEO / AEO analysis, SEO analysis, monitoring
monitoring and optimization and strategy
Paid advertising platforms - BD aligned PR/Media research, monitoring

strategy, Al optimization and placement

From Trafficto Trust | 21



Fvolving tool sets & expert advisory

Visibility Rankings By Topic

MBP's visibility rankings compared to Construction Management brands by topic

Topics #1 H2 #3 H4 H#5 #6 77 #8 #9
> building informat...  Needs work T(;;’)J e m; VT ~AHSE | I-:-|| E' %
> constructability review KRATaeR #HSE C MEP M wsb AGC
> construction ma... Needs work @ @ H A rsren S lcoM)

>  CPM scheduling Needs work

L HSE

E' E

“ VICRLD @

R.oU.ooee

<y rogven:

> facilities manage... Needs work

o
D

C i \

’ (' H .’.

> inspection

MBP M D G 32 S N

> value engineering

| 22



Measuring citations In prompt responses

What are the most effective B2B marketing strategies for %
professional services firms?

Y Top £ B2B and Professional Services Marketing 3 Google Al Mode Feb 17, 2026

Cited Source Links:

G o https://hmgemarketmg.com/blog/storyﬂO—essential—b2b—marketing—strategies—to—grow—your—professional—services—fi)

@? https://meetotm.com/digital-marketing-strategies-for-b2b-professional-services-to-embrace-in-2024/

&p https://www.consideredcontent.com/blog/b2b-marketing-for-professional-services/

@D https:/fwww.linkedin.com/pulse/how-leverage-content-marketing-professional-services-grow-rlkhc

': : https://www.rep-ink.com/finksights/top-b2b-marketing-trends-for-professional-services-in-2025/

@D https://1seo.com/blog/linkedin-marketing-for-professional-services-a-step-by-step-guide/

= : https://repcap.com/b2b-content-marketing-insights/content-marketing-consultants

@9 https:/fwww.marketingprofs.com/articles/2025/52826/bZb-marketing-trend-priorities-best-practices

. https://www.marketwake.com/resource/b2b-marketing-strategies/

@D https:/fsanguinesa.com/the-6-most-influential-b2b-marketing-trends-for-2025/ +10 more
Answer:

Effective B2B marketing for professional services relies on establishing trust and authority , as these
firms sell intangible expertise rather than physical products.[1][2]

The most effective strategies for 2025 focus on a hybrid of digital precision and relationship-
building:[1]

1. Niche Specialization From Trafficto Trust | 23
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Monitoring comparison prompts

Which agency is more trusted for brand strategy, Hinge v

Marketing or -?

¥ None @ chatGPT Feb 17, 2026

Mentioned Brands:

C(i_] Hinge Marketing )

Cited Source Links:

(@ https://hingemarketlng.comlabout—hinge/awards) C\:v https://hingemarketing.com/programs-services/branding)

@ https://www.newsfilecorp.com/release/271650/DesignRush-Reveals-Top-Branding-Agencies-for-October-2025-as-Trust...

Answer;

Here's how trust and reputation compare between [Hinge Marketing | and- specifically

in the realm of brand strategy agencies:

¥ [Hinge Marketing

« Featured as a top branding agency in DesignRush’s 2025 list, which highlights agencies From Traffic to Trust | 24
trusted for building strong brand identities. www.newsfilecorp.com




Targeting bottom of the funnel prompts

Who is the best marketing agency for government contractors? «

Y Bottom £3 B2B and Professional Services Marketing 3 Google Al Mode Feb 17, 2026

Mentioned Brands:

RC Strategies Bluetext ( @ Hinge Marketing ) Verasolve Ocean 5 Strategies Tactis

Banyan Communications RED Inc Merritt Group Nighthawk Marketing

Cited Source Links:

@@ https:!!hingemarketing.com/industries/government-contracting)

@ https://www.oceanbstrategies.com/marketing-for-government-contractors/

&P https://verasolve.com/clientsfindustry-government-contracting/

@ https://bluetext.com/top-government-digital-marketing-agency/

@ https://revelmarketing.com/industries/defense-government-contractor/

&P https://bluetext.com/blog/washington-dc-marketing-agencies-leading-the-future-of-b2g/

@ https://www.designrush.com/agency/digital-marketing/government/us

@ https://rcstrat.com/research-and-insights/the-top-8-best-government-marketing-agencies
Answer:

As of early 2026, the "best" marketing agency for government contractors depends on your specific
needs, such as ROI-driven demand generation, high-level branding, or specialized public sector
communications.

Top-Rated Agencies for Government Contractors (2026) From Trafficto Trust | 25

« RC Strategies: Widely considered the best for measurable ROI and integrated marketing. They



Assessing your GEO foundation

> Traffic Patterns: \Where does your website currently receive referral traffic
from LLMs? Is that traffic going up, down, or sideways?

> Competitive Intelligence: Do you have the right tools to monitor how Al
compares your firm to key competitors?

> Target Prompts: Is your company cited when asked non-branded questions
about your capabilities?

> Action Plan: Do you have clarity on where you need to apply your attention?

From Trafficto Trust | 26
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Traditional SEO principles are still vital

Always has been

v i .

‘.\\ v

, AEO, AFSEO, LLM SEO |
o

! " . )
— 3
( ),‘
-
o~ - |
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Auditing your wepsite's SEO foundation

> Qverall website health and performance

> User behavior analysis

> Third-party User Experience (UX) feedback
> Assessment of keyword performance

> Referral domain and backlink analysis

> Competitive analysis
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Signature Content

> Own the Data: In a sea of derivative Al noise, unigue
data-backed insights and contrarian expert perspectives
are the only way to become a cited authority.

> Scale Without the Struggle: Data-backed reterence
points eliminate "blank page syndrome," allowing SMES
to rapidly generate blogs, LinkedIn posts, and talk tracks
anchored in proven insignts.

Data Quality and Trac
to Success

hens ~ hual a1 el cshavig Un

I’Dmﬂuﬁy mmww auwn

e wgn € ko whet ey need totrad)
$d bk,

> Win Media Attention: With the professional media
landscape growing thinner than ever, it takes high
authority content to propel your firm's thought
leadership into the headlines.

From Trafficto Trust | 32



Signature content gets repurposed easily

Creative Ad Copy *
Headlines ®

Whiteboard Videos *
Video Blogs *
Video Courses *

Webinar Snippets *
On-Demand Webinars =
Live Presentations »

Speaking Engagements *
Printed Reports to Hand Out *

Playbooks =
Guides ®
White Papers ®

Webinar

Digital
Ads

Client
Engage-
ments

Research

Study

Outreach

Podcast
PDF

Downloads

*» Native Video = LinkedIn Pulse

» Tweets ® Linkedln Posts

* Benchmarks
* Reserved Analysis
» Validation Points

* Analysis and Interpretation
* Supporting Stories and Case Examples

= Social Influencers and Journalists
* Press Releases
» Guest Blogs

* Interviews with Research Analysts
and SMEs

* Conversation about Research Findings

From Trafficto Trust | 33



Signature content gets repurposed easily

Last year, our industry-focused
content, related to our High Growth
Study results, got more referral
traffic from LLM sources than from
traditional organic search...

ever...

From Trafficto Trust | 34
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Awards and Recognition

> Third-Party Validation: Awards act as hi

that Al models use to verify a firm'’s stanc

gh-sig

h

Ng INt

al "conse

ne marke

NSus” points

‘place

> Narrative Driver: Winning prestigious awards creates new, authoritative
data points across the web, influencing the narrative Al agents construct

about your brand.

> Enhanced Earned Media: Award announcements often trigger coverage
in trade journals, providing the reputable citations necessary for high

"Entity Authority.”

> Example: Best Places to Work
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Customer Reviews

> Consensus Building: LLMs prioritize consistent mentions from
diverse sources, high-quality reviews corroborate your firm'’s

expertise and rel

ability.

> Sentiment Influence: Positive, detailed reviews help ensure that

Al-generated sur

nmaries of your firm maintain a favorable ana

trustworthy "Sen

iment” score.

> Direct Feedback Loop: In a "Zero-Click" environment, reviews
provide the social proot buyers need without them ever visiting

your website.
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Press Releases

> Digital PR as Search Driver: Press releases distributed through
reputable channels signal to Al that your firm is a "trusted entity"

worth citing.

> Signaling Freshness: Regular releases provide Al crawlers with

Keeping your "Share of Model" high.

> Fact Verification: High-quality releases serve as au

Updated information on your latest innovations and expert hires,

‘horitative

"white paper" style sources that help Al models veri
your firm's capabilities.

v claims about
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Video is a top data source

“YouTube mentions are the single
strongest predictor of Al visibility
(correlation: 0.737) — stronger than
Domain Rating, backlinks, or any

traditional SEO factor. YouTube is
heavily cited in Al responses, anc
both Google and OpenAl train on
YouTube content.”

‘ Ryan Law - Following

Director of Content Marketing at Ahrefs

» 2. ®
In the last 3 months at Ahrefs, we analyzed over 1 billion data points across 11
studies*. Here's what we learned about Al search optimization:

1. YouTube mentions are the single strongest predictor of Al visibility (correlation:
0.737) - stronger than Domain Rating, backlinks, or any traditional SEQ factor.
YouTube is heavily cited in Al responses, and both Google and OpenAl train on
YouTube content.

2. For a given query, Al Mode and Al Overviews reach the same conclusions 86%
of the time — but cite almost entirely different sources (only 13.7% citation
overlap). Al Mode responses are 4x longer and mention 3x more entities.

3. Content length has essentially zero correlation with Al citations (0.04). 53% of
all Al Overview citations go to pages under 1,000 words. Writing ultra-long
contentisan't necessary for Al visibility.

4. Google still sends 345x more traffic than ChatGPT, Gemini, and Perplexity
combined - but ChatGPT accounts for 80%+ of all Al-driven website traffic.

5. Al Overviews have a 70% chance of changing from one observation to the
next, with content lasting an average of just 2.15 days. But semantic meaning
stays remarkably consistent (0.95 cosine similarity).

6. "Best X" blog lists make up 43.8% of all page types cited in ChatGPT
responses. 35% of those lists come from low-authority domains.

7. 79% of blog lists cited by ChatGPT were updated in 2025, and 76% of top-

| cited pages were refreshed within the last 30 days. Freshness matters more than |




Video in a Generative World

> High-Growth Impact: Hinge research shows that producing video
thought leadership is one of the highest-impact marketing techniques
for high-growth firms.

> Human Connection in an Al Era: As Al search declines traditional
traffic, video provides a way to build deep, human trust that a text
interface cannot replicate.

> Differentiated Insights: Video allows experts to share "signature
content"—unique, data-backed perspectives that stand out from
derivative, Al-generated noise.
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Examples of video content

> Stand-alone video blogs
> Video podcasts episodes
> Longform interviews

> Creative shorts

> Employee spotlight videos

> Customer testimonial videos
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How Hinge Can Help

> Website Audits
> SEO and GEO Audit

> Ongoing GEO Monitoring




What does Al say about your firm?

HINGE'S FREE GEO CONSULTATION

> How strong is your firm's SEO foundation?
> What are the biggest GEO opportunities?

> How can your firm evolve its content strategy?

You have questions.
WE CAN POINT YOU IN THE RIGHT DIRECTION.

REQUEST A FREE CONSULTATION



G

}

Connect with us!

Karl Feldman Austin McNair

MANAGING PARTNER HEAD OF MARKETING

@ kfeldman@hingemarketing.com @ amcnair@hingemarketing.com
o in/karlfeldman o in/austinmcenair
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