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(00:00:00) Lenny Rachitsky

English:

There's this term everyone's hearing about, AEO.
R EE:

IMEAREEIT— A, W AEO (EIZESIZEMK).

(00:00:02) Ethan Smith

English:

Answer Engine Optimization is how do | show up in LLMs as an answer?
FROCERIR:

EIZSIZM (Answer Engine Optimization) HARMIE: HZNAEAEREIMEKESHEE (LLMs) ?

(00:00:06) Lenny Rachitsky

English:

It feels like such a big deal to win at AEO.
FRCEIE:

™UIIE AEO M HE— M IFEBERMAINASE.

(00:00:09) Ethan Smith
English:

In order to win something like what's the best website builder? At Google, they would win if their blue link
showed up first. (00:00:15): But that's not the case in the LLM, because the LLM is summarizing many
citations, and so you need to get mentioned as many times as possible.



AR ERIE:

NTHEER “RIFNNEERTAZRMHA? 7 XEFREEPHL, £ Google B, MRIMAVEGIEHEHHESE —
fREARR 7o (00:00:15): BERIESREFERHEMLL, RAERZRELSESN5IARR (citations) , FRLAAR
FERRAJESMIR N,

(00:00:21) Lenny Rachitsky

English:

ChatGPT is driving more traffic to my newsletter than Twitter.
FROCERIR:

ChatGPT A& MIBTE&EIT (Newsletter) HRAREBC LT T Twitter,

(00:00:25) Ethan Smith
English:

You can get mentioned by a citation tomorrow and start showing up immediately. You can have a Reddit
thread, you can have a YouTube video. (00:00:31): You can be mentioned on a blog. So early-stage
companies can win, they can win quickly.

FRCERIR:

RETREBARWE NI ARIRE, ARUZMABRBIMEZTRE, (RETLUBE —1 Reddit thF, HE K&
YouTube f#$TSLH, (00:00:31): fRLATLATEIRR EMWIR . PRAVIEIARIEAER, MERRRSEDE,

(00:00:36) Lenny Rachitsky
English:

Are the leads that these answer engines are driving to companies actually valuable?

XEEESIZEANNTHRIEERR (Leads) ERNEMNEN?

(00:00:41) Ethan Smith
English:

Significantly more valuable. Webflow saw a 6X conversion rate difference between LLM traffic and Google
Search traffic.

NEESFZ. Webflow I, KIESRETHRIVRERLERE Google ILRREN 6 15,

(00:00:48) Lenny Rachitsky
English:



A lot of people are seeing this as everything is different. Nothing we've done before is going to work. We

have to rethink everything.

REARSAE—IEET, UnBBRERLAT, KNNBNEMEBEZFREER.

(00:00:53) Ethan Smith
English:

There's significant misinformation on AEO. There's news articles about how Google Search is going to die
because there's a new thing. (00:01:00): Google's slice of the pie stays the same. The pie gets bigger.

FROCERIR:

XF AEO ZTEREMNRFEE. BREZMENENR Google BRERET, RAHITHEY, (00:01:00): 52
frt, Google FEINEREMENLE, REENMERELTKT,

(00:01:05) Lenny Rachitsky
English:

Today my guest is Ethan Smith. Ethan is the CEO of Graphite and my go-to expert for all things SEO. SEQ is
going through a major transition right now. Everyone used to go to Google anytime they had a question,
or were looking for a product or doing research. These days, a lot of people are moving to ChatGPT and
Claude, and Gemini and Perplexity to get answers to their questions, and this will only be accelerating
over time. (00:01:29): And even Google is changing the search experience in a pretty radical way with Al
Overviews at the top, and their newly introduced Al Mode, which is basically their own version of
ChatGPT. This means that the world of SEO is going through a big change, including the rise of AEO, which
stands for Answer Engine Optimization. Basically, SEO for ChatGPT, getting your product to show up in
the answers that people get. (00:01:51): Ethan has been at the forefront of this new skill and channel. And
in this conversation, he shares everything that he's learned about how to get your product to show up
more often inside of the answers that people get. The advice that Ethan shares in this conversation is
incredibly tactical and worth a lot of money. So please slurp it up and use it for your own products.
(00:02:10): If you enjoy this podcast, don't forget to subscribe and follow it in your favorite podcasting
app or YouTube, it helps tremendously. And if you become an annual subscriber of my newsletter, you get
a year free of 15 incredible products, including Lovable, Replit, Bolt, n8n, Linear, Superhuman, Descript,
Wispr Flow, Gamma, Perplexity, Warp, Granola, Magic Patterns, Raycast, ChatPRD and Mobbin. (00:02:29):
Check it out at lennysnewsletter.com and click product pass. With that, | bring you Ethan Smith. This
episode is brought to you by Orkes, the company behind Open Source Conductor. The orchestration
platform powering modern enterprise apps and agentic workflows. Legacy automation tools can't keep
pace. (00:02:47): Siloed, low-code platforms, outdated process management and disconnected API
tooling falls short in today's event-driven, Al-powered agentic landscape, Orkes changes this. With Orkes
Conductor, you gain an agentic orchestration layer that seamlessly connects humans, Al agents, APIs,
microservices, and data pipelines in real time at enterprise scale. (00:03:07): Visual and code-first
development, built-in compliance, observability and rock-solid reliability ensure workflows evolve
dynamically with your needs. It's not just about automating tasks, it's orchestrating autonomous agents
in complex workflows to deliver smarter outcomes faster. Whether modernizing legacy systems or scaling
next-gen, Al-driven apps, Orkes accelerates your journey from idea to production. (00:03:31): Learn more
and start building at Orkes.io/Lenny. That's O-R-K-E-S.I-O/Lenny. My podcast guest and | love talking
about craft and taste, and agency and product market fit. You know what we don't love talking about?



SOC 2. That's where Vanta comes in. Vanta helps companies of all sizes get compliant fast and stay that
way, with industry-leading Al, automation and continuous monitoring. (00:03:56): Whether you're a
startup tackling your first SOC 2 or ISO 27001, or an enterprise managing vendor risk, Vanta's trust
management platform makes it quicker, easier, and more scalable. Vanta also helps you complete
security questionnaires up to five times faster so that you can win bigger deals sooner. The result?
(00:04:14): According to a recent IDC study, Vanta customers slashed over $500,000 a year and are three
times more productive. Establishing trust isn't optional, Vanta makes it automatic. Get $1,000 off at
Vanta.com/Lenny. Ethan, thank you so much for being here and welcome to the podcast. Welcome back
to the podcast.

AR ERIE:

S$RHEER Ethan Smith, Ethan 2 Graphite 8 CEO, 2 1E SEO A EIEME R, SEO [EEEH—1%
BEARER, UFl, ARBEA. =@ MHAREBEE Google, MIMTE, HRWZHI AR ChatGPT.
Claude. Gemini #1 Perplexity SRIREXE S, MEXMEE R FERIEINNE, (00:01:29): £ X Google th7E LUK
B A RN T ERALE, EIRSHEE T AIBISE (Al Overviews) , UKL Al B (B4 LMY
ChatGPT), XEMKE SEO tHRIFELREET, B35 AEO BN, Bl “MESIZMK” . BBk, MBI
ChatGPT BY SEO, HREI=REIMEANSEINZRA, (00:01:51): Ethan —BEAFX—H M REN &
fiG. EXRIIER, MR ET XFUMELLIRN ™ RE ST Al ERFPWFAE 0T, Ethan 2 EREINR
X%, NMEFRIE. PLOEFARKHNAEIRE SR~ @mH. (00:02:10): MRMFERXMEER, N THE
RS YouTube EiTIRIKE, XXFHNTEEENIER K. WRIRAL K Newsletter WEEITHE, RAIUREIRE
15 BB~ R —EF AN, 8% Lovable, Replit, Bolt, n8n, Linear, Superhuman, Descript, Wispr Flow,
Gamma, Perplexity, Warp, Granola, Magic Patterns, Raycast, ChatPRD #1 Mobbin. (00:02:29): i& 4 ia]
lennysnewsletter.com H# =& product pass EF. WL, LFENTVGD Ethan Smith, A& H Orkes #Bh, &
EFREEE Conductor BEHAT]. Orkes @I shIIAE W AMEEERE (agentic) TIERMNEHITS. F454
NEMCITAEBREARLETET, (00:02:47): MIIZAEMALETE. SRREEEMBE T API TAEESSE
HIREN. Al IRGHVES BEMRIR B EB AR ML, Orkes T TiX—, @3 Orkes Conductor, {RIFHEEB—1
BEEAEHR, ERME TN TEEZEAL. Al SR AP, HIRSMEBIEEE. (00:03:07): fIHIHLMAL
BRANFALERER. AENSHME. TWNMEMRSHEEYE, BEIERMENERDEEH, XTRN2
BatES, MEEHFEXTERTHNBEEEER, UBERIRGELENER. TRRURCEBRATE
I RT— A IREHEIRZFE, Orkes ZBREMNRIRMARERIEFHYEF2, (00:03:31): 3518) Orkes.io/Lenny T f#E %
HAEmE, ENENEREETSNRUIZ. fk. BEMN~RHIZIREE (PMF). FRAERIIRS I
A4m3? SOC2 &#l. XFLE Vanta KEZFHIMF, Vanta @I TSR Al. BEpEARFLELSE, BEE
RS R BRIRIREHRIFEM. (00:03:56): TILIREBIEELRIEE— SOC2 5 1SO 27001 HFIBIAE, &
EEBEHNBNMAE, Vanta WEEEEFAMEILIEFIRE. EEE. BEAY EM. Vanta FEEERT
MR 2RENRERASIAS &, BIRERIARAE, ERNA? (00:04:14): 1R IDC &AM —IAR, Vanta
BEFSETEABE S0FERT, SFNIRSH=F, BIAEEFAEAEDR, VantaitEBaItb. &
Vanta.com/Lenny 3RBX 1000 =7c#rfll. Ethan, IEERREHREER, DEIFHER.

(00:04:41) Ethan Smith

English:

Excited to be back.

(00:04:42) Lenny Rachitsky



English:

We did a podcast episode just over two and a half years ago. | think of it as the definitive guide on how to
win at SEO. People have been referencing it ever since. I'm really proud of what we did there, but things
have changed. (00:04:54): Things are changing in the world of SEO. And so I'm excited to talk to you again
about how to be successful in this new-emerging world where Al is changing how SEO works, the rise of
AEO and GEO. (00:05:08): Let me start with just this question. How long have you been working on SEO at
this point? And has anything come close to being this significant in changing the skill of SEQ?

FROCERIR:

HNEREFMET—EEE. FIBEBFERXTWATE SEO RIRMAINEER. MBRLUEAN—ESIRE.,
BABEARRIES, BERBET T, (00:04:54): SEO Wit RIEERET . FRUFKBEMEERRFIRR
i, X AIRZE SEOIEfEA TN, AEO 1 GEO (M SIZEMK) MERFHHMFE, MNMEFRII.
(00:05:08): 1L FSERXMalER: BB FI/LEIRME SEO TEZAT? BREMTAEIBENZ SEO RAENEEM
HEESIENZREHIE?

(00:05:19) Ethan Smith
English:

Yes. So | got started in SEO in 2007, so it's been 18 years. Actually, the largest change when | got started in
SEO, | got started in programmatic SEO and commerce SEO, like NexTag and Shopping.com and
PriceGrabber. And that was when you could do mass, auto-generated landing pages. (00:05:41): And that
was probably the biggest shift, which is Google introduced a bunch of algorithms, Panda and similar
things, to prevent you from doing spam. So essentially, you went from the SEO being spam to not spam.
That was probably the biggest change, and then this is probably the second-biggest change. (00:05:56): |
think that the main thing here is it is related to search, but it's a summarization of search and there's new
inputs. So it's probably the second-biggest change.

AR ERIE:

EM. HE 2007 FFHAM SEOR, FAIUABE 18 F 7. Kirnt, ENMANTHEANEHKEZERF1 SEO

(programmatic SEO) #E#E SEO, k%0 NexTag. Shopping.com #1 PriceGrabber, BB R{IRA] LAA IR
BahERSEM B, (00:05:41): ABRIEERRAMIFEL, HAY Google SINT—RFIE XL, tbil Panda (BEIEEE)
ZHEM, REHLENIRES. AU L, SEOM “BI&ENIR” TRT “IEiiR” . BRARERERANT L, M
ENTUABEE KB, (00:05:56): HIAAZLET, EREASHEREX, BEERENEE, HEETH
HBIAG R FIUXABRE KT E,

(00:06:03) Lenny Rachitsky
English:

Okay, that is really interesting, because | think a lot of people are seeing this as everything is different.
Nothing we've done before is going to work. (00:06:10): We have to rethink everything. You're saying this
is actually the second-biggest change, and just like Google's update back in the day was actually even
more significant?

FROCERIR:

%, XREBR. AARESERZAANIE—TEARET, URIMEIERRAT . (00:06:10): Hfl 1B MEH—
o MfANRXELRZEAREN, HER Google BHELFMMERI?



(00:06:17) Ethan Smith
English:

Yep.

R ERE:

=0

(00:06:18) Lenny Rachitsky
English:

Very cool. Okay, let's set a little context for folks. Let's define some terms. There's this term everyone's
hearing about. (00:06:25): There's actually two, AEO and GEO. What do they stand for? Are they different?
What are they referring to specifically?

AR ERIE:

REg. o, URNARKRE-—TER, EX—ERE, ARZEWREIM M. (00:06:25): AEO #l GEO. EAl]
RERfAFA? BXHIG? AfFEtar

(00:06:33) Ethan Smith
English:

They, | think, are the same. Ultimately, the definition of a word is whatever a group of people agree is the
definition of a word. So | think we'll see what people decide is the definition of the word. I'll put forward
my definition. So AEO and GEO are essentially trying to describe the same thing, which is how do | show
up in LLMs as an answer? (00:06:52): And | personally prefer Answer Engine Optimization versus
Generative Engine Optimization, because generative, you can generate images and videos and things
other than an answer. Whereas answer is more narrowly defined, so my personal preference is we're
talking about optimizing LLMs. (00:07:09): So an answer is more narrow of a definition than generative,
but ultimately, it's whatever we decide is the name and the definition is what it will be.

AR ERIE:

ERFBENR—EF, ARERE, —MINEXBRTARAIANNE X BMTAUEEREARIEALATE X
LA HIAAIENX : AEO Ml GEO AF LERNZR—HE, B “BMAFAERHMENESEREH? 7
(00:06:52): M AEMETF AEO (E1F5IZMk) AR GEO (EMISIZEMA), BEA “El” BTER
Ef. MMEERUIMNIRE, M “BE HNEXEREE FMURNRTE, BARNTITIRREKESR
B, (00:07:09): “EIZE” kb “EB” EXEE. BERLE, {FFNEXFRTFAKBHIR,

(00:07:19) Lenny Rachitsky
English:

Okay. Yeah, yeah. Answer Engine Optimization sounds a lot cleaner to me if you had to pick one. So it's
good to know they're the same thing. Some people just prefer the latter one for some reason. (00:07:28):
It's interesting because recently, | don't know if | told you this, but | was looking at my referral traffic. And
| found that ChatGPT is driving more traffic to my newsletter than Twitter, which | did not see coming.
(00:07:40): So somehow it's already happening. I'm excited to learn just how to lean into that potentially
and optimize it further.



AR ERIE:

A, MREX—1, AEO INRRAHLEEBR. REHAEE(R—EE, AREGEAETFEMREREENRG
&, (00:07:28): BBME, BRIOKEERSIFERE (referral traffic) BIAI, ChatGPT £AFHI Newsletter H3R
HREELBE T Twitter, XEEHFHRNER, (00:07:40): FAIUEMIEE L, XELTERET. REEES
MEIFIAX— R HE—F 1.

(00:07:47) Ethan Smith

English:

And when did you see the spike? Did you see when it started growing dramatically?
FRCEIE:

R AHMEEIIEKIEERN? IR ERH AHEHIBREIZUEKAIG?

(00:07:50) Lenny Rachitsky
English:

Unfortunately, the dashboard | have doesn't give me great peripheral traffic optimization. When do you
think | probably saw it?

FRCERIR:
BIENE, HNERERERMRENBLRENKEIE. REFEAMEMHAMEERR?

(00:07:57) Ethan Smith
English:

Companies that we work with started in January and it started, one, because of more adoption, but two
is because the answers became a bit more clickable. (00:08:05): You have maps, you have shopping
carousels, you have clickable cards. So | think the clickability of the answer is increased, and then the
adoption increased and that was around January.

FRCERIR:

BINEENATEMN 1 BHFRERIN. REEZ. —BXAXRRET; _E2EXER/ER “IrElt” 7.
(00:08:05): AR T HIE. WYRIBE. AIREHRH. FIUFIANERNAI G EERT, MEAR 26918
m, ¥R KNELR,

(00:08:14) Lenny Rachitsky
English:

Okay. | want to come back to this question of, "Is this good that ChatGPT is sucking all my content and
giving people answers, and then sending me some percentage of that?" But let's not get into that yet. |
want to talk about just what kind of impact you can have on having your stuff show up in ChatGPT.
(00:08:32): So | had the head of ChatGPT, Nick Turley, on the podcast recently. | asked him, "What do you
think of all this stuff, AEO, GEO?" He's like, "Don't worry about any of that. Just write awesome stuff, great
quality content. It'll figure it out. It'll find the best stuff." | imagine you very much disagree. (00:08:47): |



imagine you have seen real impact getting your stuff proactively into these answer engines. Talk about
just the kind of impact you've seen and just your reaction to that?

AR ERIE:

¥, HAEWEEIIE “ChatGPT IRERNFIERNBLAFRESR, ARRADLFHZ—/NBIRE, XERIFAE
AR, MAELTKIED . HEWH, FILRBSHIME ChatGPT FE, HIBKEEFEZ KBTI,
(00:08:32): HEILIEEIT ChatGPT B3R A Nick Turley, FKinlfti/’EAF AEO. GEO XLEARPE, fthifi: “BU4B
OHRLE, ABGHBEN. BRENRNABMT. RASBEN, ESRIREFNERA.” HBMEEIFERIA
[Eo (00:08:47): HAIR—E I EEHIFABT N LRSI ERRFENELRM. BERKIRILT BIXFhFI N LL
RefRxt Nick W B9 S M5 ?

(00:08:56) Ethan Smith
English:

Yeah. | agree and disagree, but the way that | think about it is anything can be optimized. You just need to
understand the underlying systems and the rules of the game, and if you do that, then you can optimize
anything. You can optimize algorithms, you can optimize people, anything could be optimized. (00:09:11):
What | think he probably meant by that, he probably meant two things. One is, "Please don't spam my
product." And two is, "If you do, I will see it and | will stop you from doing that." So it's not a long-term,
robust strategy to create spam, just like it wasn't a long-term, robust strategy to create spam on Google.
(00:09:29): Eventually, Google was going to say, "Huge shopping comparison sites are making 100 million
auto-generated search pages and | don't like it, and I'm going to get rid of the whole category." Same
thing with ChatGPT, anything can be optimized, but if you're spamming it, they'll see that. (00:09:43): And
they'll have a whole team looking at that and then they'll change your algorithm to prevent you from
doing that.

FRZERIE:

20, HEREEAT2RAE. HHEER: ERRAHI UKL, MIAFREFRE RSN, R
BMEIX—R, RAEERMERRA, (RAIURKEE, AJUREA, BYERK. (00:09:11): FHIEFBAR
ARFERRERIRER. —& “BAEERNTRERLIRER” ; Z& “WURMRRT, HSXKMHMELR" .
FREL, SISHIRE S AR — MIEAR AR, B Google ERIIRERSEARKAZIT—H, (00:09:29):
R4 Google Zi:  “PREAEMYIMEEMIGBNEM T 1 2 MERTUE, RAENXEF, HELENEHET
9,7 ChatGPT W@ —1%, ERIRAIMREML, BWMRMRERE, IS %IMB. (00:09:43): tiIZHE ZIIHY
HIBAETE, ZARIERE AR LIEXMITH.

(00:09:48) Lenny Rachitsky
English:

What kind of impact have you seen? You've done work with a lot of companies, we'll talk through a few
examples. (00:09:53): Maybe share one to give us context just like how much can you impact this sort of
thing where you show up in, say, ChatGPT more often?

FROCERIR:

RIS aRm? FMRSATREED, HNSIWLMIFo (00:09:53): BIFAJUADZE—1, LA THE
—T, RS ChatGPT WIARXMHE L, ARFRBIEMAEREZK?

(00:10:01) Ethan Smith



English:

You can affect it a lot. So a specific example with Webflow is we are working with Webflow on their SEO.
We're working on their content, and we're seeing a lot of wins on the Answer Engine Optimization side.
(00:10:16): So the specific things that we've done there, one is just traditional SEO. So make landing
pages for high-search volume keywords, like best no-code website designer. (00:10:28): And then for free,
you'll get Answer Engine Optimization impact from that. So that's just traditional SEO, which works very
well for AEO.

FROCERIR:

FMAEE Ko LA Webflow A, FHATEFREMIIM SEO MAE, FKNIE AEO FENE T RRER,
(00:10:16): HNVMHVEAEBHR, E—TREIES SEO, LM M ESRRERNXBIRGIEZHDL, & “RFHN
TARBBMILIZITTA” o (00:10:28): ZATRIRFLREIRT %25 3R1F AEO RURR, FRLAE4E SEO 3f AEO FFEBE K.

(00:10:35) Lenny Rachitsky
English:
I was just going to say, that sounds exactly the same as regular SEO.

FRCERIR:

FIERR, XOTEERAMEE SEO —1E—#%,

(00:10:38) Ethan Smith
English:

Yeah. So | would say everything that works in SEO works in AEO, but there are additional things beyond
SEO that also work in AEO. So second thing, and the way that | think about AEO versus SEO is that the
head and the tail are different. So the head is different in that in order to win something like what's the
best website builder? (00:10:59): Even if Webflow's URL shows up number one on the citations, they're
not going to win the answer because their URL showed up number one, but at Google they would win. If
their blue link showed up first they would win, but that's not the case in the LLM. Because the LLM is
summarizing many citations and so you need to get mentioned as many times as possible. (00:11:18): So
usually when you ask something like, "What's the best tool for X?" The first answer will be mentioned the
most in the citations, because that's very different from Google. And so for Webflow, we work with them
on YouTube videos, Vimeo videos, getting mentioned in Reddit, getting mentioned in other blogs,
affiliates, stuff like that. (00:11:39): So tried a bunch of stuff. Stuff that worked especially well was just
straight SEO, number one. Number two is YouTube videos, and then the third is Reddit optimization.

FROCERIR:
. W, T SEO PHEMEI—I7E AEO iR, B AEO iEE—L SEO ZIHMIEIMERR. FR, HK

5 AEO #l SEO AR E “KE” 1 “KEB” AR, k(EBARETF, ATHE “SFHNNEEETIARMT
K2 7 XEEFAFREH, (00:10:59): BIfE Webflow B9 URL #£5| BREFHIE—, Il R—EEREXNE
2, 1£ Google, MREBFEZEHFE—IRR 7, EEKNESREERZE. ANBREERLELNRE, FILURE
BEWROIEELMIE R, (00:11:18): BE LR “XMWRETARHA? 7 B, #EF—HNERFTERESIAX
TBREIR R EGRZHY, XH Google IEERF, FRUITTF Webflow, FHATEEM1# YouTube 5%, Vimeo 1
5. 7E Reddit LRIFER. EHMBEMEEESY (affiliates) PWIRAEFE, (00:11:39): HINEXTRZ,
MRFANFHR: F—, HIEWSEO; %, YouTube 1, %=, Reddit Lk,



(00:11:47) Lenny Rachitsky
English:

Okay, wow. So you're saying if you can get to number one, when you ask ChatGPT, "What's the best
website builder?" (00:11:54): And Webflow's at the top, that doesn't actually drive them as much traffic as
simply being mentioned most often across the summary?

FROCERIR:

iE, AR T, FILUREN, =ZHin ChatGPT “SRIFRIMILHEETA” BY, (00:11:54): BIfE Webflow HIfEE—
I, EERIRERSEETNERENSEPRRNRB RS HRNE?

(00:12:01) Ethan Smith
English:

Yes. And part of why that's interesting is because when startups come to me and ask me for SEO help, my
first response is, "Don't do it at all. Spend your time on something else because you're not going to be
able to grow SEO early on in search." Because you don't have enough domain authority and it takes a
while to get domain authority, and only once you have domain authority can you rank. (00:12:23): And so
for Google, it's usually something that you do Series A, Series B or later. You don't do it as soon as you
start because can't win early on. That's not the case for Answer Engine Optimization, because you can get
mentioned by a citation tomorrow and start showing up immediately. You can have a Reddit thread, you
can have a YouTube video. (00:12:42): You can be mentioned on a blog, like a brand-new YC company
launches, everyone's talking about them. They could show up in an answer tomorrow as a result of that.
So early-stage companies can win, they can win quickly. And they can win quickly and anyone can win
quickly, by getting mentioned as many times as possible by the citations. So that's what's different about
the head. (00:13:04): What's different about the tail is that the tail is larger in chat than in search. So the
average number of words, | think, Perplexity said this to somebody else, said that it was around 25 words,
where versus Google words it's around six words. So the tail is just much, much larger. People are asking
lots of follow-up questions.

FROCERIR:

0, XREW, EALBEMCIATIREM SEO BiFsY, BNE—REBEEZ: “F, 1EBETEEIIL,
PNERRTE, REPRTMAER SEO.” EAIMRSHE EBHIHBINE (domain authority), MENEFE
BYiE], BT NEAfEHS. (00:12:23): FiLA7E Google B4, SEOBERE AR. BRJAFHAMNE. A=
— el HLE, EAMAT. B AEO RFE, ENIREARMATREERENSIRFRRER!, ARIZEI. RATALD
Reddit i, #5 YouTube fl5f, (00:12:42): SRETEEZ LRIRE], LEA—KRIBLIZATI YC ABARH T, AKEL
ERILE, SHAXMAEHIE A NERE, FILVIEIARER, MEERRR. ERAREESIRRPHRS
TIER, HEERIRIRM, XFME “KEF” BOFRE. (00:13:04): M “KE” WAREETF, sEFHRHNKELIERF
HEK, Perplexity Bie2l, MIERFHKEL N 25 1M81F, M Google LERKRLIRE 6 NI, FILUKEER
AF%, MIZRRZELEH,

(00:13:19) Lenny Rachitsky

English:

The tail, the prompt essentially, the question you're asking?

R EE:

R “KE” , ABRLEREHE Prompt (IB7R1E), ttEAFERYRRE?



(00:13:23) Ethan Smith
English:

Yes. Meaning that if you map out all of the questions that people ask, kind of like an SEO, long-tail
keywords, if you do long-tail questions, the size of the tail is larger. Meaning the amount of questions that
are very specific is larger, the share and the volume. (00:13:42): And there's probably questions that have
never been asked before and questions that have never been searched before, because search can't
support lots of really specific, super-specific stuff. Whereas chat is specifically made to ask a bunch of
follow-up questions and have a conversation. (00:13:58): And so there's all these questions that have
never been asked or searched for before that are now being asked, and then you can win that. And when |
got started in SEO, it was long-tail SEO where you have a page for every single keyword, which doesn't
work anymore, but now the long tail is back in chat. (00:14:13): And if you know all those really specific
questions that people are asking, you can also win that, and you can probably also win that early. And
I've seen examples of early-stage companies who just launched some really specific Al-enabled payment
processing API thing, and they will show up. And they'll show up because they're answering questions
that's never been answered before.

AR ERIE:

T, XEHREMRMIEATRNFFERAE LR, ik SEO BERNKEXEBIR—F, WMRIMRMH “KERZ ,
XTEMIMEZER. amEiR, IFERFNRNEREES, SLMSEEER, (00:13:42): AIEZERS
WETMARRE S SRR IR, RARRERRTEIFAEREAR. BATHAST. MxiE (Chat) X%
AN T IBRMIAMIZITH. (00:13:58): FAAMIAERRZ UBIM RIS BRI IR K, RA] LAMARIREE.
HNNTERIT “KE SEO” , BMASMXEEAB—IE, REXBART, BERKEEMNIEREET,
(00:14:13): aNRARFE AN TFERIHPL IR BARRE, (MR, MEREREMR. HRI—LEWEIATN
RET—TFERERN Al IILE AP, tTMERESRET tiIEEINZENMNEZ T e KKK

EEB9EE,

(00:14:35) Lenny Rachitsky
English:

Are the leads that these answer engines are driving to companies actually valuable? Are these good-
quality leads for B2B SaaS especially?

FROCERIR:

XEOES | EHEARNBEZTAENENEL? LHEX B2B SaaS Xii, XERERENZFFMT?

(00:14:44) Ethan Smith
English:

They are significantly more valuable. So Webflow, we saw a 6X conversion rate difference between LLM
traffic and Google Search traffic.

AR ERIE:
ENNNEESES. 7 Webflow, EITEFKESHEAEEMNIEULER Google EZETHREM 6 13,

(00:14:55) Lenny Rachitsky



English:
Six times?
FRSCERIF:

AT

(00:14:56) Ethan Smith
English:

Six times so significantly more qualified. | think that's probably for a couple of reasons. Probably it's
because you're so primed because you're having a conversation with multiple follow-ups, and so there's
so much intent that you've built. (00:15:08): And you've probably really narrowed in on what you want, so
when you're going somewhere, it's probably highly qualified. And so we're seeing that it's just a much

higher conversion rate.
FEiE:

NE, FMUEEEREES. REFRES/LR: AR2ENREHTSRERNMEFEERADSIRT,
fREILEE T IFEPRHRBISE. (00:15:08): fRATREELIEE R EMBIE T B CBERNARA, FIUHMRKREBE
B, fRAR— T ERENEERF. RIERNEIERLRESES,

(00:15:18) Lenny Rachitsky
English:

Wow, this is so interesting, and it makes sense. People trust ChatGPT to tell them the answer, and if you
are the answer, you have so much advantage. Like that is what people want to know, and then, "Okay.
Cool, thank you. I'm going to go check this out." (00:15:35): This all just makes sense. Going back to the
three levers you shared, essentially it's the things that you see work in driving you showing up more in
these answer engines, landing pages, YouTube videos and Reddit. Is that right?

RS ERIE:

IE, XKERRBT, MESEEE, AMHSE ChatGPT AHNER, MRIFMEBIER, THAEREN. X
MEANTRAER, ARMIISW:  “6F, #8, REFE.” (00:15:35): X—EERFE. OERDZH=1
A, A EMBIRRIMAVEEILIRE S HIELESIERRFER: EHDI. YouTube FE3HAN Reddito X473?

(00:15:49) Ethan Smith
English:

Those are some of them.

(00:15:49) Lenny Rachitsky
English:

Okay.



AR ERIE:
4789,

(00:15:51) Ethan Smith
English:

The other things, so | would break it up into stuff on your site, onsite and offsite. So onsite would be
traditional SEO. The difference would be this long tail. | would also say that the difference is lots of follow-
up questions about does your product do this thing? What are the use cases, features, integrations,
languages? (00:16:07): Tell me about your product and really specific details about that and that's on your
site. And then the second group would be offsite, which is show up in all the citations. Citations are
comprised of video, UGC like Reddit and Quora, affiliates. (00:16:23): Dotdash Meredith is showing up all
over the place, Glamour, Good Housekeeping, it's like getting mentioned there, blogs, so it's those two
groups.

FROCERIR:

HttsmE, ERIBER A ‘WA (onsite)” M “ihsh (offsite)” o WAFLEESR SEO, KFIETFRIAHAIK
B. BEENT—R, XIEEFTAREMNER, LLiN: RIS~ @REEMXNE? BMLAFI. Thee. & XIF
HIIES? (00:16:07): W EX TR MmMVIEE BIARAT, XLEEMERMMLE L, FTAHRLIN, BIHIIER
BERSIARY. 5IRREEEFEMM. UGC (AFREMNA, % Reddit #1 Quora). BXEREHIER, (00:16:23): £
Dotdash Meredith i &Y Glamour. Good Housekeeping ZIQERE, 7EXEEMARIER, TEER. FRUm
T

(00:16:33) Lenny Rachitsky
English:

And that all sounds very similar to SEO showing up on other people's pages. Showing links from, say,
Reddit is always great. (00:16:41): It's interesting that Reddit is such a big deal. What's going on there do
you think?

AR ERIE:

XIrEEskA SEO RE, MEBHIMEFANTNE L. LEIIM Reddit IRIGHERE S EHFF. (00:16:41): HBHIZ
Reddit RAMMERE, REFXZNTA?

(00:16:45) Ethan Smith
English:

Okay, Reddit is one of the most interesting things. It's hugely cited in LLMs. And it's probably the number
one thing people are asking, customers are asking me is, "How do we optimize for Reddit?" And this goes
back to the head of ChatGPT's question about, "Please don't spam my product.” (00:17:06): And so Reddit
is a community where it's real opinions from people, authentic, and it's heavily managed by the
community and the community is very good at managing it. And so the obvious strategy for a growth
person is, "Let's make a bunch of automated spam and spam Reddit all over the place and get my
product to show up everywhere." (00:17:27): That's the growth mindset, which makes sense, the hustle
mindset. So what are people looking at? They're looking at creating hundreds of fake Reddit accounts

pretending to be someone that you're not. | have a single person, I'm going to make 100 Reddit accounts.



I'm going to autopost comments and then like my own comments. (00:17:46): And then build a trust
score, and then shout, say everywhere that my product is the best product. Fortunately, that doesn't
work very well, but that's the obvious strategy. And so we're seeing people trying to do that and then
we're also seeing those accounts get banned, those comments get deleted. And so we're seeing people
trying to spam and being unsuccessful, so that's one strategy. (00:18:05): The other strategy is the whole
purpose of Reddit is to post useful, high-quality, authentic comments from real people. So at Webflow,
we have a couple of people at Webflow going to comments and saying, "This is my name, this is where |
work, and here's a useful piece of information." So the strategy is find a thread that is a part of a citation
that you want to show up in. (00:18:30): Say who you are, say where you work, and then give a useful
piece of information, and that works really well. And that sounds simple if you're not in the growth
mindset of, "I need to scale this to hundreds of comments." But you don't actually need 10,000
comments, even five could be great and that scales perfectly well. (00:18:47): So the Reddit strategy is the
obvious strategy, which is just to be an actual user of Reddit. Make an account, say who you are, say

where you work, and give a useful answer.
R EIE:

Reddit E&ABHNERZ—0 EAXNESREPHKSIBIRRES. FRRARERSHREMRZ: “Fihzmw
Ft3¢ Reddit #1TMA? 7 XX [EE|T ChatGPT fAFRARE “BARERNIRIES" - (00:17:06): Reddit 2—1
ABER. WEMRHHEX, MEAHKERFEE™E, HXEABREKARER, WFEKARFKR, EM
SUMEEE: “UENMNEHEEHUIIRES, £ Reddit BIR], IEEH=RELRE” (00:17:27): Xt
BHMARKE%E, HEY BT B, PRUAMNEEFA? IEENAIZRLE T ERKS, REM!
Ao — P ARME 100 MKS, Bup&bs, ARLECRE. (00:17:46): BIE1ESD, AREMEEN~RER
T, FEHNE, XBAARR, EXERREZBVENRE. RMNEFNEAZHXFY, EHEIXEKSHK
H, ICHM. FrLARIRRESITAE, (00:18:05): H—hREEEE Reddit AR : XMREBEANER. &
E. HLRITIE. £ Webflow, HINBLMASETEXKWR: “HKEif, HEWIE, XBEE-FEANGE
Bo” HEEE: HE—MIEEHIARFRISI ARG F. (00:18:30): REBE M, WBAHRGL, ARRMENE
MER, XFEEER. MRIMLERM “BSITHREILEFRITIE” HEKHIE, XIFERRESR, EBiRHE
KAFRE 1 HFITE, W5 ZFESRENBRER, MEXMAIY BIERF. (00:18:47): FiLL Reddit RESH
SKRLERANRAVART . — N ESER Reddit BF. EMIKS, REASH, L[EBERAMNEE.

(00:18:56) Lenny Rachitsky
English:

We had the early-growth leader from Deel, D-E-E-L, on the podcast a while ago. And this is how they grew
initially, before Al even came around, just going big on Reddit and answering people's questions.
(00:19:07): And like, "Hey, happens to be Deel. Can | help you with this problem?" So that's interesting. It's
so interesting that Reddit is what is keeping ChatGPT from being spammed with stuff. It's not that
ChatGPT is stopping the spam, its Reddit is just really good at that.

AR ERIE:

FATARATET Deel IRAAER AT A £ A HIZAET, MIRVMEXAEKE: £ Reddit LEXEREF,
EIZFAMBR, (00:19:07): tbgn: “BR, IEYF Deel AJLURRX MR, FKAEFSI(RIG? ” XEH W, Reddit
BIAR T A LE ChatGPT #WHIRIE B A EHFEE, F=Z ChatGPT FELE THIIRIER, M2 Reddit AFIFEE KL
XA,

(00:19:23) Ethan Smith

English:



| think that in a sense, ChatGPT is policing because ChatGPT is running a search, it's finding citations.
There's a search algorithm that's trying to select which citations are useful. There are people at ChatGPT
who are tuning their search algorithm to select which sources they trust. (00:19:40): I'm sure that there's a
search evaluation team saying, "Do | like these citations, yes, no? Is Reddit showing up? | want it to show
up." So I think that there are actual people at ChatGPT who are intentionally configuring their algorithm
to use Reddit because it's trusted. And if it wasn't trusted, they wouldn't use it. (00:19:57): Same with
Google. Google has specifically configured their search algorithm to rank Reddit and Twitter and Quora,
because they want user-generated content. And if it wasn't good content, then they would change the
algorithm and they wouldn't rank it. So | think that they are policing it in a sense.

AR ERIE:

FINAIMEMENX B, ChatGPT B7EISE., [FA ChatGPT EiBfTIE R, IHSIAR. B—MEREXAEER
THIEMLES | R B A, ChatGPT WIEARMEREERE, EEMIVEENRIFR. (00:19:40): HAEE—
ERTEEIPAER: “HEVOXLES|AMB? Reddit BT IE? HELEEHI.” FrF TS ChatGPT AIERHE
BEANTFHZERREEEEMFER Reddit, ANEEEER. IRRNMEEEH, MITMA=H. (00:19:57): Google
HEWIt. Google ZIJEE T HIARIEF Reddit. Twitter #1 Quora iR, FAAMITEERFPERINIRE,
MRABRE, MITMSBREERBATHR. FMURLEMIEEMEZEE LREREN.

(00:20:13) Lenny Rachitsky
English:

Got it. And all of this is post-training, search-oriented features of these models. It's not data they are
trained on, is that right?

FROCERIR:

BART ., FAEXLHEXEREMN NG (posttraining)” « EMIEERMNINEE. XFAZENNNKNANERS
E, X432

(00:20:24) Ethan Smith
English:

| would assume that so there's the core model and then there's RAG. So the core model is I'm looking at
common crawl on billions of web pages, and then I'm retraining the model. And if you ask something like,
"What's the capital of California?" It predicts the next word, which is Sacramento. And that's based on the
core algorithm, which is next-word prediction. (00:20:44): Then there's RAG and RAG basically means
search, retrieval-augmented generation. So I'm going to do a search and then I'm going to summarize the
search. There are these two different things. And so most of what I'm describing is about the RAG piece,
not the core model piece. To influence the core model is probably extremely hard and maybe you'll see
the impact a year later. (00:21:03): And it's probably something, some sort of obscure thing that nobody
would want to do, like make a million pages that say, "Best product for X is brand." Which | don't think
most people want to spend their time on. So I'm mostly focused on the RAG side, because that's the main
thing that's controllable. (00:21:18): And | think also the LLM is probably not going to say your product if it
didn't show up anywhere on the RAG. So | think that's where most of the interesting stuff is from an
optimization perspective.

AR ERIE:

AL ATRfR, BiOER, B8 RAG (IFREREM) . ROREZET X2 1TIIZREY, W
RRiE) “MMBBEFER? 7, ESTWAT—MIAR “FrulR” , XREFZOBEENT XXM,



(00:20:44): AAI52 RAG, R LMEBER. ©AHITER, ARSERRER, XEMEIFE, KFTERAIAEE
DABERXRT RAG 8873, MARBZORE, EORBEIRERE, MBMRAIE—FEAEEIBRR.
(00:21:03): BAIREFBM— LR AR EMBEEER, LN—BL I NESE XNRETFRERERE .
BR/ARSHANBEIEREX L. FAIUREEXE RAGCX—, EAXEEENTERZE., (00:21:18):
MBEIINA, MRIREmigE HIE RAG WERERT, RESREAMRLAZRIC, FRUMELEE
KE, REBNRAERHEXE.

(00:21:27) Lenny Rachitsky
English:

Cool. Yeah. I didn't even think about this side of it when we started talking about this, but | think that's an
important thing to note, is just this has nothing to do with the training data. (00:21:34): This is post-
training, once the model's live, what it can do to find recent information using RAG, web search, things
like that. Okay. Before we get into how to actually do this step-by-step, how to win at AEO. (00:21:48):
What are two or three things that you think are important for people to understand to be successful in

this world just broadly?
R EIE:

fo FHAHIRVEHERESBEIX—F, ERREX—RREE: XS5IIFGKKIELRX. (00:21:34): XZEil%kE
Y. B FEER1T N, BIEM@FIAE RAG. MIRREFFRIVENES. &, ARINTHEN “WRA—PTE
AEO FRIRBE” 9SSR ZAT, (00:21:48): fRINAANEZREX N TUHENGATL), FERERIHR=HEENSE?

(00:21:54) Ethan Smith
English:

First thing is just recognizing that this is related to search. So it's LLM plus RAG, it's summarizing a set of
search results usually. So LLM plus RAG, number one. Number two is topics. So in search, a landing page
is targeting hundreds of keywords, which we talked about on the last podcast. (00:22:12): So I'm not
targeting one keyword like | was in 2007, I'm targeting 1,000 keywords, and each landing page needs to
target that set of 1,000 keywords, and that's a topic. Same thing is true for Answer Engine Optimization.
Each page is targeting hundreds, thousands, maybe tens of thousands of questions. (00:22:28): And so |
want to group all those questions, which then brings us into content, so how would | rank? How would |
get my URL to rank? Or how are other URLs being decided whether or not they rank? Then answer all the
questions. The more of the questions that | answer, the better. (00:22:42): So in Google Search, if | have a
landing page about website builders, the more that my page answers all of the subtopic, follow-up
questions, the more likely I am to show up in Google Search. Same with chat, the more you answer all the
questions, the better. If you don't answer a question, then you're probably not going to show up.
(00:22:57): And if you answer a follow-up question and subtopic somebody else is not answering, you're
going to be more likely to show up. So topics, number two. The third is question research, so how do |
know which questions people are asking? And that's actually pretty hard, because in search, Google just
tells you what their ads API. (00:23:15): They say, "This is the search volume for this keyword." There's a
truth set from Google and ChatGPT is not giving us that, at least not yet. Maybe when they do ads, they'll
give us more access to search volume, but there's no truth set. So how do we know the questions that
people are asking? (00:23:31): One way would just be to take all my search terms and change them into
questions. So website builder, you can assume that what's the best website builder is probably a
question that's probably asked proportional to the search volume for that keyword, so that's one.
(00:23:44): But then | mentioned that the tail is larger, and there's parts of the tail that don't exist in
search. So how do we know what the tail looks like? And one strategy that you can use, is what are all the



questions people are asking you on your sales calls, customer support on Reddit? (00:24:02): Mine all
those questions that exist somewhere else. Probably those same questions are being asked in chat, so
that's another way to find questions. The last is citation optimization or offsite. So again, the LLM is
summarizing RAG. So how do we show up with as many citations as possible? (00:24:21): And you can
break up the citations into different groups, my site, video, YouTube, Vimeo, UGC, Quora, Reddit. Tier-one
affiliates like Dotdash, tier-two affiliates, blogs. So it's breaking up all those different citations and having
specific strategies for each group.

AR ERIE:

F—, BEREIRIIXSERFTEX, ER “KBESHEE +RAG” , BERERE—HERER, XB2F—=,
FEIRE “E#; (Topics)” . EHEEFR, —MNEHMRAKHIHRE XA, HRINEL—FIE, (00:22:12): FFR
B1% 2007 EREIHI—NXIE, M 1000 Mx§iE, SN EMIIHEERX 1000 MINES, X
ME—NE#, AEO HEMitt. ST TNEHBEHMAE LT BEE LA NI, (00:22:28): Ff AT EEX L 0]
R, XFUERETAR: FiZiaHER? WAL URL #i EX? siEHM URL RUIAHRREHR? &
22 OZFAEND, REFHESHEIT. (00:22:42): £ Google #E&EH, MBERE— N X THIGHEET AR S
0, BNELEENFEEMERNESZ, BMUEREMEERERY, MEHE—F, BESHSEmE
¥, MBARREIZEMNND, FHRASEM. (00:22:57): MR REZE T — MBI REIEHEEHFiEE, Rt
EEAEHI. AT “F8” BE . == “[0@MAR (Question Research)” : HEAFEANIERT
A7 XEHIHMHN, RANEERTMA, Google KB F APl HiF{F. (00:23:15): I “XMAMIEERE
®%L” . Google B—EMERIESE, B ChatGPT I&ATKNRE, ELVIESEE. BIFEMIIM Sk
NaABIEREHE, BUEEZEMESTR, BREINELAHMEANIERMTA? (00:23:31): —#AERIEFREN
R ER R, bl “MIEERETAR” , ReURIE “KTFMEEETARTA” XN EERRRE
5ZxIANEREMIELL. XBHE—. (00:23:44): EHRRITKEFK, BEKEEERTEREFEEN,
BMNEAMEBKEKATAE? —1HKEBE: EEAMITHEBIE. P XHF. Reddit LEERIMTA?
(00:24:02): FZIEMLFE T HMM AN AR, XEMFRAELIENIEFRA, REE “SIREREMLK
(Citation Optimization)” SRULIMEML. BEITERLE RAGER, FRUE TN HIIERTREZ MG HIREH?
(00:24:21): IRAI LA S| FIRD AARRELE: BSHIMEL. #1571 (YouTube, Vimeo). UGC (Quora, Reddit). —
RExERuL s (40 Dotdash). “RBXERuLS. E, HXE—AITEEKKE,

(00:24:40) Lenny Rachitsky
English:

What is Dotdash exactly?

R EE:

Dotdash ARt A?

(00:24:42) Ethan Smith
English:
Dotdash Meredith is a large media conglomerate with Good Housekeeping, Allrecipes, Investopedia. It's

probably the most successful SEO company of all time. (00:24:53): And it's also one of the most cited,
probably the most cited in LLMs as well.

AR ERIE:

Dotdash Meredith @ — P AKBIRAEH, FETHE Good Housekeeping. Allrecipes. Investopedia &, ©
AIREE L L &RATHH) SEO AT, (00:24:53): ELEWS I ARZMRFEZ—, ERESREPIRELERS AR
%0,



(00:24:59) Lenny Rachitsky
English:

Wow, did not know this. As you talk, | think about if you go to Google, no offense, Mr. SEO, but if you go to
Google these days, it's just like a bunch of unuseful stuff, just like this hyper SEOQ'ed content. (00:25:12):
Do you think ChatGPT will be able to avoid that fate where it's just a bunch of hyper SEQ'ed content that
is not what you actually want?

FRCERIR:

E, URIERFE, RRXAY, REEMERN Google— LR EIR, SEO ERFLLE—BIEM Google 18
RERBERRERELAN. JE SEO WWAZ, (00:25:12): fR5E1F ChatGPT AEE R XMariEid? mMEkf T
p—EEE SEO. HIARAF EERENAA?

(00:25:19) Ethan Smith
English:

Probably. And what you're saying with SEO is that everyone's rewriting each other's content, nonexperts
rewriting each other's content. So | get a content-scoring tool, which then looks at all the results in
Google and it says, "These are all the things that the other articles are saying. And then this is what you
haven't said yet, so here are recommendations for how to be more typical." (00:25:40): And then
everyone rewrites each other's article. And then one other interesting thing is that the majority of landing
pages drive no impact. So we did an analysis where one out of 20 landing pages drive roughly 85% of all
your traffic. So 19 out of 20 landing pages drive little to no traffic, which means if | want to get ROI, | need
to spend a small amount of money on a large number of pages. (00:26:06): And so then you get a
nonexpert to say, "Rewrite this other person's article," because that's cheaper than hiring someone from
The New York Times to write your article about what's the best payroll management software? But if you
knew the few things that would work, the few landing pages that would work, and you wrote them really
well, then you could push all that money to that one page, which is what we try to do. (00:26:28): But right
now it's people rewriting each other's content, so Google has not solved that yet. That's probably a very
hard problem to solve. Will they ever solve that? Probably. Will ChatGPT ever solve that? Probably. How |
would solve that would be, one concept would be information gain. So did you say something that
somebody else didn't say? Two is how typical are you? (00:26:50): Are you so typical that | think that
you're a rewritten version of somebody else's content? Potentially, Google has EEAT, expertise, authority,
trustworthiness, which actually | don't see having an effect unfortunately, but it could. And | could say,
"Well, this person's an expert, this person's a certified financial advisor, rank them higher." (00:27:08):
And I'm actually not seeing that, but they could increase the weight of that. So these are all potential
solutions, but I'm sure that the reason why it has not been solved yet and why everyone's rewriting each
other's articles. It's probably just hard to build an algorithm to solve that, but will they ever solve that?
Probably.

FROCERIR:
RBEFIEE, RIZEIRY SEO BIRBAREEEMIAR, FZELATEESIANRAET. FE—TABTHIR,
B Google ERE1H: “FINXEERE TRER, MEKE, FIUZRINLXE, ILBECEFE r

B o7 (00:25:40): ERMBARBEEHEES. Z—TEBHNERE, BASHCHMITHIILTM. FlilEd
7, 20 SEMTIERE 1 1EETIRRYY 85% BURE. FITFREY 19 NIF A8, XEMKENT ROI, HiFED
ERNRMAENTIE. (00:26:06): FERMIMLMMTIR “EE—THANXE" , AAXLLE (HL8R) BY
BEE—R ‘RUYNHFAEERE BEESSZ. BNREMEW/ LI IESEER, HBENSERE, R
MAEBEAMAER— I E L, XBERHITBAINGR. (00:26:28): EEFIAFKEZEEMRITH, Google &K



R AN AR, XA gER— MRIMERRREVRE, MEERRRS? HiF, ChatGPT BERF/RIZ? i, NRILFHEK
R, REBRMIS: —2 “ER1E (information gain)” , RERAEREIIARIRIHIE? —2 “HAE

", (00:26:50): fREF B ARHMET, UEFHRREFMMEIATBLER? Google B EEAT (Tl UEM.
AEE) fhE, BRNIREMNKBEINCKIFARER, BEERALL. HAIKE “XTARER, 2INEE
MM, FRIAHFRER" o (00:27:08): EAMELLKEEIRENR, BMIIETLUEMXAEAINE, XEHEE
ELR, ERMERNERFR. AKEEERABHNRE, 4EEENTE HERRX N REAEERET .
ERFKBERRRIT? KREFRZ,

(00:27:23) Lenny Rachitsky
English:

This algorithm or heuristic you just shared is so interesting, because it's helpful for just what is good
content, say, with a newsletter or a podcast? Info gain, and is it typical? (00:27:34): Are you adding
something new to the conversation and is this unique? | think it's a really good strategy for just producing
great newsletters and podcasts and all the content in the world.

AR ERIE:

MAENXNBZEZEXBAALEZXERRT, ANERNERT SEO, HERFHHARTFH
Newsletter IBEAR, EE18m, UREEITFE? (00:27:34): (RESAIIBER T HARA? BTIREF?
HREXEFREAFATHN— N EEERERA R,

(00:27:45) Ethan Smith
English:

Yes. Ideally, did you do original research and do you have some domain expertise? And did you mention
that in the content?

FRSCERIF:
=1, BEBRT, MEEMTELMR? BEEA&RMAET WIIR? (REEERNB PRI 7 XLE?

(00:27:51) Lenny Rachitsky
English:

This is a great heuristic for just content in general, which is exactly what you want these algorithms to be
looking for, so the alignment is there. (00:27:59): This episode is brought to you by Great Question, the all-
in-one UX research platform loved by teams at Brex, Canva, Intuit and more. One of the most common
things | hear from PMs and founders that | talk to is, "I know | should be speaking to customers more, but
| just don't have the time or the tools." That's exactly the gap Great Question fills. (00:28:18): Great
Question makes it easy for anyone on your team, not just researchers, to recruit participants, run
interviews, send surveys, test prototypes, and then share it all with powerful video clips. It's everything
you need to put your customers at the center of your product decisions. With a prompt as simple as, "Why
did users choose us over competitors?" (00:28:35): Great Question not only reveals what your customers
have already shared, but it also makes it incredibly easy to ask them in the moment for fresh insights
from the right segment. Picture this, your roadmap's clear, your team's aligned, you're shipping with
confidence, and you're building exactly what your customers need. Head to greatquestion.com/Lenny to
get started. (00:28:56): Let's give people an actual, actionable plan to start executing on this and winning
essentially at AEO. If it's helpful to use my newsletter as an example, how would | show up more often on



ChatGPT or Gemini or whatever? Or if it's a B2B SaaS company, whatever's easiest, let's just talk about

how to actually do this.
R EIE:
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(00:29:12) Ethan Smith
English:

First, | would figure out which questions | want to rank for. How | would figure out which questions | want
to rank for, | would take my search data. | would maybe take my paid search data, like, "What are my
money terms? What are my competitors' money terms?" So if I'm rippling, what is deal.com bidding all
their paid search on? (00:29:30): Then | would transform those into questions. And actually you can just
give those keywords to ChatGPT and say, "Make these into questions," and it does a pretty good job. So
take your competitors' paid search data or mine or your own, put it in ChatGPT, get the questions. That's
step one. Step two is then track them, so put them in an AEO tracker, in an answer tracker. (00:29:51):
Third thing would be who is showing up as citations? And then have a strategy for each of those different
groups of citations. The third would be make your own landing pages. So what are the kinds of landing
pages that are appearing? Is it a listicle? Is it a category page? Is it an article, tool page? Figure out what
page type that seem to be showing up the most, and then you make your own page for that. (00:30:14):
How do you have your page rank? Answer all the follow-up questions. So what are all the follow-up
questions that someone might ask? You could go back to your search data and look for groups and
themes of your keywords that are in your SEO topic. Same thing for AEO topic. Then on the offsite, so
different strategies for each of those groups. (00:30:37): And | would say that depending on the company,
paying an affiliate to mention you, that's pretty easy if you have the money. So if you want to be the best
credit card, you pay Forbes and then you're the best credit card. So that's strategy one, expensive, easy,
controllable. The YouTube, Vimeo strategy is also actually pretty easy because there's no community
saying, "l don't like your YouTube video." (00:30:59): You make a YouTube video, you do whatever you
want. Maybe people view it, maybe they don't, but you can make a YouTube video or a Vimeo video. And
the interesting thing with this, especially for B2B, is that YouTube, Vimeo, other video sites, the kinds of
things people make videos for are food, traveling, fun, beauty. (00:31:18): There's not that many videos
about Al-powered payment processing APIs, as interesting as that is, but it's a great money turn. So if you
make a video for these really specific, high-LTV, maybe nonglamorous keywords, questions, topics, that's
actually a big opportunity. Then Reddit, so | mentioned with Webflow what we did, which is just make a
Reddit account, say who you are, say where you work and give a useful answer. (00:31:48): That one is a
little bit trickier because the community might say, "l don't like your answer." So you can't guarantee that
your comment is there, but it is easy, so | would do that group. Oh, and then experiment design,
experiment design and seeing what works. So SEO and AEO are both interesting in that the majority of
the information and best practices are not correct. (00:32:13): And the reason why is because people



don't do analysis. Somebody will say something and then it will get repeated, and then it becomes best
practice and no one ever did an analysis. So you did all the stuff that | just mentioned. Do an experiment
and see if it worked. Maybe half the stuff | said works, maybe half it doesn't. Do your own experiment.
(00:32:32): Most best practices, most blog posts are not correct. So how do you set up an experiment? You
get your questions, you turn tracking on, give it a couple of weeks. Make your changes, have a test group,
have a control group. Intervene on the test group, make your changes, see if the chart went up, see if the
control group did not, and now you know your particular strategy worked. (00:32:55): So | would
definitely do experiments and | would not assume that stuff you read online is correct. And then you need
a team, so who's your team? Probably your team is your SEO team, or your SEO agency or your SEO
consultant. Probably, hopefully they can do this stuff, and then however, what | think is hard to hire for is
the offsite stuff. (00:33:16): So most SEO people are not going to be amazing at creating YouTube videos
and Reddit strategy, so you might need a different person for that. That might be a community generalist
marketing person. So it would basically be your SEO team, "Please now do Answer Engine Optimization."

And then marketing community team, "Please help me show up in more citations."
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(00:33:35) Lenny Rachitsky
English:

Wow, okay. That is incredibly valuable. Thank you for sharing all that. | imagine some of this is you're just
giving away a lot of amazing advice for free here. Thank you. First of all, | imagine there's a layer, there's
only so far you can go on your own. (00:33:49): And so eventually it's like, "Okay, we really need help."



And that's where a team like yours comes in. Let me ask a few questions here to follow up. One is this
tracker concept. So what is this tracker, it can track how often you show up? Say Lenny's Newsletter
shows up and answers for the questions that I'm targeting?

AR ERIE:
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(00:34:03) Ethan Smith
English:

Yeah, so there's answer tracking, which is like keyword tracking. So keyword tracking would be best
growth podcast, and you put that in a keyword tracking tool. There's 100 of them, they're all the same,
and you see whether or not what you rank. Maybe you rank, hopefully you rank number one. Now in
answers it's very different, but it's related. (00:34:25): So if you ask the same question, you will have
different answers each time. If you ask a question, there's different answers per run. And so ChatGPT is
basically calculating a distribution of all the potential answers it would give. And depending on when you
ask it, it's basically like a weighted, random sample, and so you're going to get different answers.
(00:34:46): You also have question variants, so you can ask different versions of the same question, and
you might show up in one and you might not show up in another. Then there's different surfaces, there's
Perplexity, there's Gemini, there's ChatGPT, there's Meta Al, and so these surfaces have different answers.
(00:35:00): And so you essentially need to create a share of voice across all these different things like a
distribution. So how often am | showing up? What's my average rank? And that's answer tracking. So then
where do you get answer tracking? And answer tracking is essentially an evolution of keyword tracking.
So we have a page with 60 different answer tracking tools. (00:35:22): But it's ultimately just like keyword
tracking, it's all the same thing roughly. And so pick one of the 60, we have answer tracking, we're
building answer tracking. There's 59 other options, probably all pretty good, probably all pretty similar,
but pick one. My general suggestion is pick the cheapest one that does what you need. (00:35:41): Just
like keyword tracking, you can only, there's not a premium version of keyword tracking. You rank number
three or you don't. So pick the keyword tracker that is the cheapest that does what you want. Same with
the answer tracking. And so then when I'm doing the experiment, put your answers in, track them, see a
chart over time, see your average rank. (00:35:58): How often are you showing up and what's your
average rank? And then you make a change, and then hopefully you go up.

FROCERIR:
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RO, BiRER#HE, BE—KREE, SEEEMTIIRR. (00:35:58): iEREIMERMFIGHR, AR
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(00:36:03) Lenny Rachitsky
English:

Amazing. | love this term voice share. | never heard that before, it makes sense. Like percentage of time
you're showing up in LLMs, is there an LLM, is it just like ChatGPT? (00:36:13): Is Google equivalent now to
ChatGPT? How do you recommend people think about, say, Gemini or Claude, or Perplexity and others?

AR ERIE:

AHET, BER “FEME (voice share)” XMFE, LENEIAE, BREEEE, MEMEKESREP LI
Batbk, MERRE ChatGPT 13? (00:36:13): Google M 7EF ChatGPT HFRMIEZ? RENAKMMAEF
Gemini. Claude 3 Perplexity XLEF&?

(00:36:21) Ethan Smith
English:

So interestingly, there are similar, foundational algorithms across all of these. They're all using search,
they're all using search, and they're all using LLMs, which foundational algorithms are all the same. The
results are actually pretty different. So we're doing a study, we're seeing that Google and Bing are not
that similar search engines. (00:36:41): We're seeing that ChatGPT citations and Google Search results are
actually not that similar. Perplexity is interestingly more similar to Google than ChatGPT. We did a study
looking at thousands of questions and saw the citation overlap with Google Search results was around
35% for ChatGPT and Google, so not that much. (00:37:02): Perplexity was around 70%, but essentially
they're all similar algorithms, but with very different citations and results. So then look at which surfaces
have the most traffic and then track those. You probably don't need to track all of them, but look across
all those. (00:37:17): But you do need to look at your share of voice or the percent of time you show up
across all these surfaces. You need to ask the question multiple times, and you need to ask the variance
of the question to truly know how frequently you're showing up.

FROCERIR:
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(00:37:28) Lenny Rachitsky
English:

Considering that ChatGPT, they're going to hit something like a billion weekly active users in the near
future, do you need to worry about Claude and Gemini and Perplexity? (00:37:39): Is the traffic there
meaningful? | know it is a lot of people, but how important is it to focus on those other LLMs?



AR ERIE:

Z8%F ChatGPT N ENERFRIRMEZXES 10127, BFEHE D Claude. Gemini M Perplexity 157?
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(00:37:45) Ethan Smith
English:

Well, the way that | would answer that is | believe AOL was one of the largest search engines early on and
Google was not. And so we could ask in 1999 or whatever, "Should we just focus on AOL search and Yahoo
search? Do we really need to worry about Google?" And the answer is we don't actually know. (00:38:04):
It's very early, we don't know who's going to win. | do think that ChatGPT for sure is going to be large. Will
Perplexity or Claude or these others compete with them? Probably. Just like search, | think that there will
probably be multiple winners and probably you'll need to optimize for several. (00:38:18): | don't think
that you'll need to optimize for 10, but there'll probably be around three or so that will win that you want
to optimize for.

FROCERIR:
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(00:38:26) Lenny Rachitsky
English:

Okay. By the way, | want to make it clear, | love Claude. | use Claude and ChatGPT equally, roughly. | didn't
want to make it sound like ChatGPT is the only product people use. (00:38:34): Okay. How does this
strategy change depending on the kind of company you are? Say you're a B2B SaaS company or a
consumer product, does anything in these seven steps change significantly?

FRCERIR:
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(00:38:44) Ethan Smith
English:

Let's take B2B, for example. The first thing is that the citations that are being mentioned are going to be

quite different. So citation optimization will vary quite a bit.

RS ERIF:
LU B2B Jffl, B4, WiRNMSIERSIEERR. FLUGIBRRLESER'AER,

(00:38:53) Lenny Rachitsky



English:

Just to clarify what you just said, what do you mean when you say citation strategy is different?
FEiE:

BaE— T, MR “SIRRBAE 2H4ARR?

(00:38:57) Ethan Smith
English:

Meaning the citations that show up for B2B versus marketplaces are different kinds of citations. So for
B2B, it might be like TechRadar shows up a ton when | ask questions. I've never read TechRadar, but for
some reason it shows up all the time. I'm sure it's great. But TechRadar is showing up a ton for B2B for
whatever reason. (00:39:19): In commerce, it's not going to be that, it's going to be Glamour and
Cosmopolitan. For marketplaces, it'll be Eater and Yelp, TripAdvisor, places like that, so the kinds of
citations that show up are different. Most of the stuff that I've been talking about is specific to B2B stuff
that's different for commerce. (00:39:38): So for most B2B questions, the answers are not clickable.
There's nothing to click on. And so if you actually want to measure the impact, you cannot just look at
last-touch referral traffic. You have to see whether or not you showed up in the answer with tracking. And
then you also need to ask the user, "How did you hear about us post-conversion to actually know the
impact?" (00:40:00): So it's harder to track for B2B. Also for B2B, you're probably deciding which payroll
management software to use after 50 touchpoints. With a brand, it's not going to be you just search for
something, you suddenly spent $100,000 on payroll management software. So that's B2B. Commerce is
different, so Commerce actually now has more clickable cards like you would in a Google. (00:40:21): So if
you ask, "What's the best TV for apartments?" There are actual shoppable cards. Those shoppable cards
are showing multiple sellers. Those sellers have rich snippets. Schema is important, the number of
reviews are important, so it's actually quite different. You can look at last-touch referral traffic to get a
good sense about the number of conversions that you're getting. (00:40:44): For commerce, similar with
restaurants and hotels and local marketplaces, similar there. And then | would say early stage is also
different. So | mentioned earlier, early stage my recommendation is don't do SEO at all. For Answer
Engine Optimization, definitely do AEO, and only do citation optimization and long tail. Don't do any of
the mid-SEO stuff, just get cited and answer really specific questions.
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(00:41:12) Lenny Rachitsky
English:

It's so interesting that so much of this is just showing up as the little tag/pill in the answer, because it's
obvious now that | think about it. (00:41:21): That's the only way someone will get to your site from an
LLM is just clicking that, "Okay, let me go read this article."

FROCERIR:
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(00:41:27) Ethan Smith
English:

Yes. But what they will do is they will open a new tab, and they will type in the brand name and they'll go
to Google. (00:41:33): And then they'll click on your domain, and you will think that it was a branded
Google Search when it wasn't. (00:41:38): Or they'll open up a new tab and they will type in your domain,
and they'll go directly to your domain and you'll falsely think that it was direct traffic.

AR ERIE:
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(00:41:46) Lenny Rachitsky
English:

Coming back to a question you raised at the beginning. So for my newsletter, the fact that they're sucking
up all this content, | don't even know how much, and sending me some percent of traffic. (00:41:55): Do
you have any, | don't know, just sense of is this good? If you were running my newsletter, would you
encourage all these outlets to suck up my stuff? And then be like, "Oh yeah, you could check it out in
Lenny's Newsletter if you want"?

AR ERIE:
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(00:42:08) Ethan Smith
English:

Yes. And | would give the same answer that Brian Balfour gave on your previous episode on this, which is
that it's not your choice whether to play the game. You are playing the game whether you want to or not,
so you might as well try to show up. If you just say, "Don't look at any of my data," then you cannot show
up and your competitors will. (00:42:27): Now, what you can do is you can say, "l don't want you to train
on my data, so you can index my site, but please don't train on my data." And they have different user
agents for that and different bots, so you can just say, "And we're building a Webflow app to block



training but not indexation." (00:42:43): Or you can just put it in your robots.txt, "This training bot not
allowed. Index bot, you are allowed." So if you're concerned about that, | would suggest that, and | think
probably a lot of people will do that. But saying, "You can't index my site at all," that doesn't make sense
to me.

FRCERIR:
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ZR3ICR,” NRIRIBLOXD, RENUIAM, RRFRZAMBEIXAM. BUORE “T2FERSIFHHIM
", RERFRREE,

(00:42:57) Lenny Rachitsky
English:

Such a good point, because | don't know if | have competitors in this exact space, but basically they
would show up instead and then | lose all that traffic.

AR ERIE:

RAEEE, SARTNEEXMIEMRAZELKEERRSNTF, BEFSLMNRBALI, INARIER, A
[ERFMRRE T AR D R E-

(00:43:05) Ethan Smith
English:

Yes.

R ERE:

R o

(00:43:06) Lenny Rachitsky
English:

Such a good point. Okay. Let me come back to the steps you shared just to see if there's something here
that's worth diving into a little further. So this is essentially how to be more successful showing up in LLM
responses. One is figure out what questions you want to rank for. (00:43:19): And you could do this by
looking at what your competitors are advertising and their paid ads and things like that. Just look at the
terms, ask almost ChatGPT or Claude, "Turn these into questions people would ask to find these terms."
Then set up a tracker to see just how you're doing today. How often are you showing up? (00:43:36):
There's a million trackers, you have a link willing to check these out. Then you look at who is showing up
today? Where are they being taken today? Use that to inform landing pages that you create to answer
those questions better. And you make it very clear that it's very important not to just answer that main
question, but also follow-up questions. Then there's offsite stuff. (00:43:57): Get into affiliates like
Dotdash, YouTube, Reddit, Quora sounds like are the core, and then run an experiment. So you look at
this tracker, and let me actually ask this, and the next step is just set up a team. But just to come back to



this step, how do you set up an experiment that isn't just like a before, after? How do you do a control

group situation?
R EIE:

EEFEE, i, LEEERIENSE, BEELEERRANRITN. XARLE2WNAERINHIEKE
SRBOIEFMNIERE: F—, BEMEHEN M@ . (00:43:19): fRE] LUBE MR T S 3 FH ST ERiF
REM. BEELIE, ik ChatGPT 5 Claude IBENIZ A= RINREIE, ARIREEBEREEFNR, FRLHMN
HUSMEE, (00:43:36): BiresBRE, MFEHZEAUE, AEBIUEREEREZ? RESTH? ELHIEEMR
REFMEZ B, FRIBATANELZERT, FELOZER. REBWINEES. (00:43:57): HNE
Dotdash X#¥HVE BRI s, FA YouTube. Reddit. Quora HiILRZEIZD. REETLN, EEBERSR —H
BamE, T—SRARHRA, BEFILEX—F, MUNAIRE—NFRE “GiEXLE" BLR? NEgE
FELH?

(00:44:19) Ethan Smith
English:

Yeah. So what | would do is | would take 100 different questions, half of them I will intervene, half of them
| won't. Or let's say, let's take 200 questions. So 100 of the questions, I'm not going to do anything, so
that's my control group. And we are seeing a fair amount of variance and answers just without doing
anything at all, so you definitely want a control group. (00:44:40): And also we're seeing people are using
LLMs more and LLM traffic is going up. So you definitely need a control group, especially in Answer Engine
Optimization. So control group is, "Don't touch it at all, leave it as it is." That's the control group. Test
group would be, "I'm going to now comment on Reddit threads, so let's test that." (00:44:57): Or I'm now
going to make a YouTube, Vimeo video, or I'm now going to pay Forbes advisor to say that I'm the best
credit card. Maybe break those up into a few different buckets, track them. Have a couple of weeks
before, a couple of weeks after, compare against the control group. (00:45:11): And then the stuff that
went up when the control group did not worked, and the stuff that didn't did not, and then reproduce it.
So reproducibility is very important. And my background's in academic research, and it's common to do a
study that cannot be reproduced. And so for something to truly be accepted with an academian, it needs
to be reproducible. (00:45:34): Meaning multiple people have done this study and reproduced that thing
over and over again. And especially in SEQ, it's common for something to change. And you think that it
was this thing that caused it and it's actually not, and you just assume forever that that works. So
reproducibility is very important. (00:45:49): Try to do that study multiple times, try to get studies from
other people, and if it works 10 times, then it probably works. And this comes back to the waste problem,
most work is wasted in SEO. Most work is wasted in AEO, so how do you know what's not wasted? You do
an experiment, you don't assume that what you read online is true. (00:46:07): You do your own
experiment, and then you reproduce it multiple times, and keep doing the stuff that works and don't do
the stuff that doesn't.

AR ERIE:

%o FZ=E 100 MARERYEE, —F#ITFH, —FA T ;HELE 200 MelE, 100 MAEAME, (FAX
BRB, HNRIEMEFLEAMY, EXBIBRAKE, FAIUNRAXBARRT LD, (00:44:40): MEMEKNESE
BNEREEEM, BEORETK, FMUMEFTENRARABFARIEKNZM, WRAMZE ‘26, R
REE o MRARLUE: “HIMEEE Reddit iITIRXKE S, MHX—TMR." (00:44:57): ;F “HIEEH
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Mo ARE “FIEE (reproduce)” . JEEMIFEEE, RNEREFAMR, FAREEEL ZEENH
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R, JHTE SEO lE, KEAKE—LET, MUNE AR, HERZE, BIRAMIEE A B FrLUA
EEMEXEE, (00:45:49): ZIHZRKE, BEFIABHAZR. R 10 XEBEXK, BAMRI2ENER. XX
E2T “REZE” BEIEA: SEO PR TIERTALN, AEO BR. REANEBEWMLERZLATI? ML, Fk
EM_ERYIE, (00:46:07): BCMSER, ZREE, BHFMBEMN, BFLHAE.

(00:46:15) Lenny Rachitsky
English:

It feels like such a big deal to win at AEO. Just coming back to this idea that people are coming to
ChatGPT, Claude, Gemini looking for an answer. (00:46:25): If you're that answer, | feel like that could just
make or break your company. It feels like even more important than SEO, just getting this right.

FRCERIR:

RETITE AEO FRMEXNE KR, EEXNMEE: AflE ChatGPT. Claude. Gemini BN 7T FHEE.
(00:46:25): MIRIFMEBHRNER, BRAEBXEZRARAE—RABNAM. REEXHEMIS, EELL SEO EE
BE

(00:46:33) Ethan Smith
English:

| would say that where | want to get the most conversions possible, how big is the channel? The channel
is not as big as search. The search is definitely larger, but it is a substantial channel now. And Webflow,
they get 8% of those signups from LLMs. (00:46:50): It's now one of your top channels so it's large. It's not
the largest channel, it's not the number one channel. Paid is probably the number one channel, but it's
definitely a substantially large channel and one worth optimizing for.

FROCERIR:

=, MREEREHNAEES, XTREESZK? EBRIERIER (Search) BAK. BREEEK, {BAEO

BER— T FBBMHERET . £ Webflow, {15 8% BUEMRBKRIESHE, (00:46:50): EELRIZOR
BZ—7, RRK. BEATERAN, WFEBE—ARE (F—FREEMES), BEELNE—MEEK
By, ERSMILEIRE,

(00:47:02) Lenny Rachitsky

English:

And as you said, probably growing over time.
R EE:

MmEEWMRFrR, ErfeRERtaRETE Ko

(00:47:04) Ethan Smith
English:
Yes.

AR ERIE:



(00:47:05) Lenny Rachitsky
English:

Okay. Let me zoom out a little bit, and let me just ask you this. (00:47:08): What do you think are maybe
the most surprising or underdiscussed topics when it comes to Al and SEO and AEO that we haven't
already talked about?

AR ERIE:

o IEFIBMARA—S. FA88): (00:47:08): 7£ Al. SEO #1 AEO 47E, fRIANEWLERESANIRF. HEITIE
BERERNNER BN LINEIA?

(00:47:18) Ethan Smith
English:

The first thing is that there's significant misinformation on Al and on AEO, and it's pretty extreme. It's
unusually the percent of misinformation to correct information is pretty substantial. So one example is
every two years there's news articles about how Google Search is going to die or it is dying because
there's a new thing. (00:47:42): So that's happening right now with Al Overviews and with AEO, Google's
going down, which is not true. Before that it was TikTok search, so everyone is using TikTok now. Gen Z is
using TikTok, they're never going to use SEO. SEQ's going to be dead, and so you really need to focus on
TikTok search, which is not false. It's not untrue, but it's not taking share away from Google, it's just a new
surface. (00:48:05): And then before that it was Instagram, and then before that it was Facebook and it
was YouTube. And people do search and discover on Instagram, TikTok, YouTube, but it doesn't take away
from Google Search. It adds on top of it. These are all new channels, so Google's slice of the pie stays the
same, the pie gets bigger. (00:48:23): And so misinformation about Google going down, Google is not
going down. Google published something recently, their VP of search explicitly said, "I looked at the
traffic that we're sending to publishers, and it is not down, it's up slightly." So it is not true that Google
Search is going down. (00:48:37): And most of the news information about that is saying that it's going
down, so that's the first surprising thing. The second surprising thing is tooling. And I've never seen a
channel where these extremely expensive tools that essentially do commodity tasks. So imagine if | said,
"I'm going to charge you $50,000 for keyword tracking." (00:48:59): You would say, "Well, of course, that's
absurd. It's keyword tracking, | could write this in a day." No one would do that. But for answer engines,
it's mysterious and people don't really know how it's working. Also, the slope of the growth curve is so
significant, that I'm seeing people spend huge amounts of money on what are essentially keyword
tracking commodities. (00:49:19): So that's the second thing. The third thing is the growth curve of the
channel. And we did a Reforge AEO webinar a year ago, and there was excitement and then it died and
there was very little excitement about it. This was in June, and then people didn't really care. They were
intrigued intellectually by it, but they didn't care because they didn't see the impact from that. (00:49:40):
So there was essentially very little interest between July and January, and then suddenly in January it's
just skyrocketing. So it's ChatGPT launches, people are very interested, and then it's not that interesting
for growth people. And then there's this little spike in June, and then it's like this, which is usually not
what you see with a new channel. (00:50:01): So the slope of the curve is unusually steep, and the shape
of the curve is also very unusual. The last is that a lot of people do think that SEO and AEO are different
and they're not different. | think probably part of that is because it sounds great to say that there's this
new channel, it's completely different. (00:50:23): And I'm an expert and | have a tool to sell you, and it's
totally unique and all these other tools are not relevant. In reality, it's actually there's quite a bit of



overlap. There is the difference of the citation optimization. The head is different and the tail is different,
but the core technology is pretty similar. So those are probably the most surprising things.

AR ERIE:

F—mE, XTAIFAEO ZEAENIRSER, MEIFERR. RSELESEREENLFISESIE. — M
T2 SRMEMRIBHMEIN Google BRERERT, AANHIMTHARM, (00:47:42): IMTE Al Overviews
AEO T, ARX1Lit Google BI5T, XA EBEN., ZAIE TikTok %, it Gen Z #87EF TikTok, BHAR
FA SEO 7, SEO B3, REXxE TikTok #%&R, XATLEMRIE, 1B TikTok FH&HIEE Google P&, BER
B— T HTFE, (00:48:05): BZHiZ Instagram, B2 Hiz Facebook 1 YouTube, AfITEXLFEE HIEZRM
A, BEREM Google £, MEEHZ LIEMTHR, XLELEIERE, Google WERMINET, RE
BT KT, (00:48:23): FTLAXTF Google ZZMINIEARIZRS. Google HRIFAMPIEIEE R, HIEREISFEA
FRn: “BHEETRNMNAZALRBORE, FULE, TBELH.” Fill Google RHEERE,
(00:48:37): BEAZHMEBERR, XEF—NMRTR. FZETH. EMKIIW N RESBUNFEHZNT
BEQEBEARER “KE@mAK (commodity)” BES. BER—TUNRFKHR: “BE—TXBRAKSWIRS
FI%ETT.” (00:48:59): fR2miEmiZ, RAXEIEEBERE—XMEESHR, ZARTH. BXTFEZSIZE, BN
TR, ARFTHEEAEIE, MEEKMERREE, BEIANEEARLEXBREERENIA LZEST
T. (00:49:19): XBFE_R. F=_REMEKML, —FagiH(1Hd—" Reforge AEO W HITs, HEFK
KEME, ARREMBRT., BE6BH, ZEAKMREARDLT . AREENLBRME, BRNEEEE
Precim, PRLARTEF. (00:49:40): FRLAM 7 BRI 1 AL AR, AFF 1 BRAMIELT . ChatGPT &%
RARRRNE, AREKAGRSEEER, 6 BENMIEE, ZAEMEMENREK, XA EERAHRER
R Io (00:50:01): EMRIXR BRI, REIFEESFH. RE—=E, RZE AL SEO # AEOC BEL2R M
B, EXFRRA, KuBFHLREAR, NRR “X2—12WNERE, T2FE" , ekREE. (00:50:23): X
B ERT MERGMFR— ‘BRI NIH, RINIARHEAT. Xk, MEEAEES. RA5IH
B KBHKEEFARR, BRZOBARIEEEM. XERSHRIEINTINE,

(00:50:43) Lenny Rachitsky
English:

This piece about January being the inflection point, you mentioned that it was because references
started showing it more prominently. Is that the big change?

FRSCERIF:
*F 1 B aX—a, MeRIRRAA5 | RAEFREREEEET. XERFEMNTKIG?

(00:50:51) Ethan Smith
English:

| think it's increase of adoption of LLMs by people, so it's just actually growing more and then the
clickability. And | am seeing, you are seeing now this large increase of actual clicks. (00:51:02): Probably
before you got no clicks, even if you showed up an answer, so the clickability of the answer has increased.
(00:51:08): Especially for things like commerce and local and hotels, because they have these rich
modules where you can click on stuff and go somewhere, which was not true before. That and I think
people are just using LLMs more.

AR ERIE:

RINBABTHREARPORAERST, BASERK, BIL TR&W . RIEED, (FOEE
T, EERGRAREN. (00:51:02): MAEEREIESEE, THERAR. IESROTREIEEE



To (00:51:08): BHZHEE. AMRSIEEE, ANENBETFEEHERR, RAIUKIHBE, XTEUZ
AN WHIMBANBRES T,

(00:51:20) Lenny Rachitsky
English:

Ethan, let me just say, I'm learning so much from this conversation, what a fun thing. | could see, it's just
clear how much you love this stuff, and just how nerdy and deep you get into it. And it's just fun to talk to
someone that's so deep and knowledgeable about all these things, so thank you for sharing all this with
us. (00:51:36): I'm going to go in a slightly different direction. There's this whole world of Al content,
people generating content with Al, generating landing pages. Just like, "Oh my God, SEO is never going to
just generate all this stuff. Al is going to make all this stuff easier." (00:51:48): You guys did a really big
study on how that works, whether it's a good idea to generate content with Al. Can you just talk about
what you learned from that, and how people should think about Al in generating content?

AR ERIE:

Ethan, IS, XAHELHFEIT RS, XERRT. REBRIMESAEXERRT, BMEEZR.
RE o MUNEEFNANXEZMER, BHERDZXE, (00:51:36): BN S M. REZLERE Al E
BEIAE, AAABXE. fEMN. AKEEBR: “KW, SEO LIE2RBERNT, AlILX—)%E
BAREET” (00:51:48): fR1NEM “BAIERRNBREESENFER" M7 —BAMRMAFR. SEWIIRIINE
WMg? AMNNZINAER Al £ERAR?

(00:51:59) Ethan Smith
English:

Yes. So | remember when ChatGPT launched and Brian Balfour posted on LinkedIn, "What do you people
think that is going to happen from ChatGPT and AI?" And my immediate response is spam, so just lots and
lots of spam, especially SEO spam. And then there was a whole industry around Al-generated content,
and | knew immediately that it wouldn't work. (00:52:20): And the reason why | knew it wouldn't work,
and when | say Al-generated content, | mean automated content with no human-in-the-loop. So | think
that the future of content is clearly Al-assisted. Clearly, you and | will be using Al to help us write, so it's
not no Al at all, but it's not 100% generated with Al. | immediately knew that it wouldn't work. (00:52:38):
Why did | know that? | knew that because | created spam in 2007, and | knew what Google did about it
and how, and | knew the exact same thing was going to happen. So what I did in 2007 is | and all the other
shopping comparison people scraped all each other's content, reviews, chopped it up, scraped content,
100 million search pages, snippets, and it worked really well. (00:53:02): And then it stopped working, and
then all those companies disappeared. | knew that was exactly what's going to happen with Al-generated
content. And so from the beginning, I've not focused on Al-generated content. Many people have, but |
don't know, so maybe it does work. There's lots of case studies about it working. (00:53:20): So let's do
the study, let's do an analysis. So we took, we looked at both Google and at ChatGPT where we took
thousands of searches and thousands of questions, and we put those searches into Google Search. We
put those questions into chat and the ChatGPT, and then we looked at the citations or the Google Search
results. Then we looked at an Al detector. (00:53:43): So we used Surfer SEO's Al detector. Now, when | tell
people this, they say, "Well, you can't detect A" So then we evaluated the efficacy and the accuracy of
the Al detector. So we did that by generating thousands of Al-generated articles and it was very
predictive. And then we looked at real articles, we did that two different ways. (00:54:05): One way is we
write real articles, and the other is we took a random sample of 100,000 URLs from Common Crawl over
the last five years. And then we looked at the Al detector before ChatGPT was launched, so it necessarily



was content not created by a human. And then the false positive rate was around 8%, so basically the Al
detector is very accurate. (00:54:29): So we took that, then we ran it on the content. So then what we saw
was around 10% to 12% of content in Google Search, and then ChatGPT or Al-generated, 90% are not.
And we ran a correlation analysis showing the exact same thing. So we essentially did a very rigorous
study showing that Al content does not work. Al-assisted content edited is great. (00:54:52): We do that
sometimes, other people do that, that is clearly the future of content. So that does work and should work
and that's good, but purely 100% Al-generated does not work. So then the second thing that we did was
we found that, this was unexpected, but we found that there's more Al-generated content on the internet
than human-generated content. (00:55:13): So back to the Common Crawl study, we looked at 100,000
different URLs over the past five years. And then you can see this curve where Al-generated is now higher
than human-created. So there's more Al-generated content on the internet than human-generated
content, which is disturbing. So then let's say that Al-generated content did work. (00:55:32): If Al-
generated content worked, then everyone would do it. Just like in 2007, shopping comparison sites, if |
can scrape my content, why would | pay anyone to write it? I'll just scrape it from you and I'll chop it up.
So then everyone will do that, and then it will go from most content is Al-generated to almost all of the
content is Al-generated. (00:55:51): Then what will happen if that works, is that Google now becomes a
search engine for ChatGPT responses. So if Google's a search engine for ChatGPT responses, there's no
reason for Google to exist. Just go to ChatGPT, which is the exact same thing that happened in 2007.
(00:56:04): Google said, "I see all these shopping comparison search engines showing up in my search
results. So I'm essentially a search engine for search engines." | should be showing the TV in my results. |
shouldn't be showing other vertical search engines, so I'm going to get rid of them and I'm just going to
go straight to the product. (00:56:23): The same thing will be true for ChatGPT. Now for ChatGPT, let's say
that ChatGPT ranks its own derivatives in its citations, so then you have this infinite loop of derivatives. So
| go to ChatGPT, | say, "Generate 10 articles." | put those articles into the citations and then | say,
"Summarize these citations that were derivative." (00:56:41): And then | keep on doing derivatives of
derivatives, and then you have an infinite loop of derivatives, and now Al is summarizing itself. There's a
paper about this called Model Collapse. So again, there's the core algorithm and then there's the RAG
piece. So the core algorithm, a group did a study showing model collapse, which was what if you feed in
Al derivatives into the model and train the core model on the derivatives? (00:57:06): And then what
happened was you had all these problems, hallucinations, things break very quickly. Okay. So then we
did a study on what if you feed derivatives into the RAG piece? So generate 10 derivatives, put that into
RAG, summarize that. And then generate 10 more, and then summarize my summarizations, infinite loop
of derivatives. What happens? (00:57:25): And so what happens is there's a wisdom of the crowd. The LLM
is summarizing the opinion of many people. So if you ask a question like, "What's the best flavor of ice
cream?" There's not one answer, there's thousands of opinions. So the LLM is summarizing these many,
many opinions in this wisdom of the crowd. (00:57:40): And the wisdom of the crowd basically says that,
"If you take the average of a large group of people, their average response will be better than the best
single individual in the group." And so it's better to have more diversity of opinions, wisdom of the crowd.
So what happens to the infinite loop of derivatives? You essentially converge on one opinion. (00:58:00):
So if you ask, "What's the best flavor of ice cream?" It will eventually say, "It's vanilla and it's only vanilla,
and there's no other flavor of ice cream."” And so that's a simple example, but if you feed in derivatives of
derivatives into the model, you'll basically take the wisdom of the crowd. (00:58:15): And that will shrink
and you'll have a single opinion on everything, which is really bad. So that's what happens if Al content,
100% unassisted Al content works.

AR ERIE:
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(00:58:25) Lenny Rachitsky
English:

I'm afraid of this world where everything is trained on Al, and Al is trained on Al and generating Al, and
just like nothing is trusted. And | love how it's interesting just how much of these incentives are driving
this. (00:58:36): If ChatGPT was finding this valuable, this is what people do and then just goes off the
rails. So there's just some team there that is keeping this from happening. How do you think this evolves?
(00:58:46): If you were them, what would you do over the next few years to keep things high quality and

not drive these perverse incentives?
FRCERE:

HEEBIMET: BWER ALNLZ, AIZRAL ALER A, REFAEREE. BBNE, FmmiER
&hiX—4], (00:58:36): 1R ChatGPT REXLERBTHNE, AMIMSRIEHIS, ARREMZKE. FILEE



BEREEMRELLEX—Y), REERRIWMEEE? (00:58:46): NRIREM], KRILEMIEABREREFER
2, FBtR X dhasELgI?

(00:58:55) Ethan Smith
English:

So | would identify what the perverse incentives might be, and Al-generated content is one of them. The
second thing is | think that LLMs and search are going to converge. And so you're seeing that with Google
Search where they're having LLM, Al Overviews. You're seeing that with LLMs where they're incorporating
maps and shopping carousels, and it's converging on search. (00:59:14): | think it'll converge on a single
experience, so that's the first thing. Figure out what 2007 Ethan would do not to create spam and make
sure that he doesn't do that, like Al-generated content or it's great content. That'd the second thing. And
the third thing is there's all these other interesting features, use cases that LLMs can be great for.
(00:59:33): So LLMs could be great for remembering everything that you've ever asked. It could be good
for personalizing stuff specifically to Lenny. One interesting use case that | think will eventually come
would be, | say, "Plan a trip to San Francisco," and decisions are made for you without any intervention. |
have this wonderful EA named Jen. (00:59:51): And | say, "Jen, I'm going to Miami. Please, just do
everything for me," and she does everything for me. She knows me, she knows my preferences, she
knows that | want a ocean view and | want a restaurant with music. She does all of that and | don't have
to intervene. Al can essentially do that eventually, and that would do that because it would deeply
understand you. (01:00:09): It would remember everything about you. It would have context, it would
have a reasoning, and then it would be able to make all these decisions without your intervention, which
would be autonomous agents. So | think that that's also another very interesting place for someone like
me to optimize for as well.

FRCERIR:

HRFTIRF LR ATHBINE], Al ERABMEREFZ— £, RIAAKESEENEREZME. R
&E| Google #ZRSINT Al Overviews, BBEEIXIESHEESIANTHEMBYRRE, SIIHERERER,
(00:59:14): WNNENRAZHMER—THE—EKR, FRIIAE—TZMEEK 2007 FRIRIFRIABISHIR,
RAZIARMHTFAS. F£=, NESREEERZEBIIAHG, (00:59:33): LbINE R LUSEARIEERIFAA ]
&, A lenny EFEFIAT. — M HIAALBELANEEAMNZ: Hii BEMAMWEBWHKRT , RES
EREEMAITRIIER TERMRE. HE—MREFENIEM Jen, (00:59:51): Fii: “Jen, HZEXEM
2, BEREE—Y).” WMSRE—Y. M7 #E%X, MEXNEY, NERERERENESRNRT. i
TRRBEE, AEFN N Al RAMEMEIRX—R, BNESREERRR. (01:00:09): ERIBEXFIMRI—1],
A L TIXAEIERES), ARLTHFTIMEEMERE, XE “BEEREMA (autonomous agents)” o FiA
NEBRGEHRXFNARKEEMAB— N EEE BT,

(01:00:25) Lenny Rachitsky
English:

Yeah. | was just going to say, just imagine not even being told this is what you're choosing. Like, "Oh, and
go check out, subscribe to the best newsletter out there." And if you're out there, the good things will
happen. (01:00:36): Wow, what a wild world. Is there anything else that we haven't covered that you think
would be helpful to folks that are trying to get better at this stuff? Try to take the first steps down this road
of AEQ?

AR ERIE:



W, BR—T, RARETHSIFMED, EFH: B, IREESMITET HE LRFH Newsletter,” 1R
RRERMEFM L, FEMEKRE, (01:00:36): B, AR MRIEMNMHFR, XF AEOBED, ®HEHFARKITRL
Bzl EXEANINARREERG?

(01:00:53) Ethan Smith

English:

Yes, the most exciting topic, which is help center optimization and support.
FEiE:

B, —IERIAXENIER: &EBFO (Help Center) ibFIszHF.

(01:00:54) Lenny Rachitsky
English:

Sweet.

FSCEiE:

KET o

(01:00:54) Ethan Smith
English:

So | mentioned that people in chat are asking follow-up questions. They're looking for tools. Do you have
this feature, this use case, this integration? And that frequently can be answered in help centers. Usually,
you would not have an SEO team and say, "We really want you guys to focus on the help center."
(01:01:14): But in chat, since there's all these questions about can you do this thing, can you fulfill my use
case? A help center is actually a great place to do that, and so | think how can you optimize the help
center? So number one is it's frequently on a subdomain. For whatever reason, subdomains don't work
as well as subdirectories, so move it to a subdirectory, number one. (01:01:33): Number two is make sure
that you're cross-linking well. So usually you do not have optimized internal links, so link from help
center page to help center page, make sure there's lots of cross-linking. The third is you probably have
help center content about the head, but the tail you probably don't have any help center content for.
(01:01:51): So an example of this is | was looking for, | wanted to track our sales calls and look to see who
was in the meeting and what the sentiment was. And | wanted to put that into Looker, so | said, "Which
meeting transcription tool integrates with Looker?" And the answer is none of them, but you could use
Otter because Otter has a Zapier integration. (01:02:15): You could send a Zap of the meeting, put it into
BigQuery, and then do Looker on top of that. But there wasn't a help center article about that because it's
a very obscure use case, but it's not a zero use case. And so the tail, there's going to be a bunch of
questions in the tail that you may not have help center articles for. (01:02:31): So again, what are the
questions in sales calls? What are the questions that you're seeing in customer support? Having pages for
that, | might even open up to the community. Anyone can ask anything because the community will then
fill on the tail and then answer those. (01:02:46): And again, in many cases there might be nobody talking
about this at all. So you could be the only citation for this, and then win that tail of questions.

AR ERIE:



BRI, MEFHNAFRREZENR, i1EXRIE, A FREXNIEL? ZFXTEFIE? BXNER
13?7 XLRBFBEEEE “EEPL” HRIBR, BEMFRTRIL SEO BIAEITE#EEIF L, (01:01:14): BEXIE
N, BEABXALZXT “MREEMXND” BYia, B O T BENE, ABAMFRAEBFRL? B
—, EEEEZSLEE (subdomain) £, HFEMER, ZHFEZRRRMFER (subdirectory), FTLA
F—PRIBETHFER. (01:01:33): £, HHRIIFNTE (cross-linking) . BE BB ORISR,
EitTImZ B B, £=, FARRAEXTFZOINEENEERNG, BERZKERNENNE, (01:01:51): 3¢
MIF: HBERFHEBRIE, BESKTUNRBAENM, FHEHIES A Looker, FEinl: “BIREiNEERTEEE
&£ Looker? 7 BEE “&F~ , BREILUA Otter, EAEHR Zapier &£, (01:02:15): {RE] LUEIE Zapier
EXIAE| BigQuery, B Looker 7. {BHENEEXTFX A, BAXENMRERINAG, Bt
WLFEE. MUKERERZRBAEIMFIEZE XA, (01:02:31): BRRIA: XHEEBRIENEFIFERKIE
o AXLEAMIIE, EERTMABRMEEX, LERARR, tHXFIEFXEKEESRE, (01:02:46): RZHT
&, FAIRE2WMEZATIEN =, NIRMARET, (REM—5IAIR, Mim MR KER-,

(01:02:55) Lenny Rachitsky
English:

Are there any help desk, | don't know, system software that are just making this easier yet? Or do you
think that's an opportunity for, say, Zendesk or Intercom?

FRCERIR:
BEREATRASRHERUXGELREERT? HEMUFXIS Zendesk 5 Intercom EKRZMNE?

(01:03:02) Ethan Smith
English:

| think probably all of them should work perfectly well. | think that the only thing you need to do is cross-
linking and subdirectory rather than subdomain, which probably most of them do. So | think that they
should all work for free. (01:03:12): That the main thing you would want to do would be, again, open it up
to the community and make sure that you fill in the tail. But probably all those tools should be good for
this.

FROCERIR:

HRRSENNZMEMRE. RE—FEMHMERTAE, AEAFERMARTRESR, ASHRTANZE
%o FIUXIFREERNLF, (01:03:12): I OERAAIE: AHKAR, BREEKE. NENIANEZ
AT o

(01:03:19) Lenny Rachitsky
English:

Well, with that, we've reached our very exciting lightning round. I've got five questions for you, Ethan. Are
you ready?

FRCERIR:
9%, MEHNFEIACOHAERRIERT, BN, Ethan, HE&LFTE?

(01:03:24) Ethan Smith



English:

I'm ready.
FRCERIE:
HEEET

(01:03:25) Lenny Rachitsky

English:

What are two or three books that you find yourself recommending most to other people?
FZERiE:

MEEEIAEENR=ABEA?

(01:03:30) Ethan Smith
English:

Number one is Emotional Intelligence, and people talk about the concept of emotional intelligence, but
there's actual research and psychology around that. | believe it was published in the '80s, but there's a
really good book that summarizes the foundational research around emotional intelligence. And it's very
useful when building relationships and communicating with people to understand their emotions. So
that's the first one. And doing growth because growth is getting people to use your stuff. And so if you
have frameworks to inform how people will use your things, then you can be a more effective growth
person. Which brings me to my second book, which is Cialdini's Persuasion book. Robert Cialdini does a
bunch of books around persuasion, but again, there's frameworks for how to persuade somebody to sign
up, buy something. And so he breaks down his framework for that, and again, it's based on psychology.
And | think especially in growth, there's all kinds of psychology research and behavioral economics
research to inform tests. (01:04:25): And if you just read Thinking, Fast and Slow, Persuasion, Emotional
Intelligence, you can basically take those frameworks and apply it to growth in all kinds of different ways.
And then the last is How to Measure Anything. So How to Measure Anything is about measuring things
that are not immediately obvious to measure. (01:04:42): They give this example of they wanted to
measure how good an orchestra conductor was and they could survey or they could see the number of
standing ovations for each orchestra conductor. And the more standing ovations probably means it's this
better one and that you don't need to survey people. (01:04:58): But much of growth and business is
things that are not immediately obvious for how to measure, but anything could be measured, and so
that's my third record.

FROCENIR:

F—AZ (1EE) (EmotionalIntelligence)s AREEIXIER, EXAPEFAENLEFHR. EAHZ 80
FRHERDN, RiFSLETHERNEMAR. ERIXATDEN, BRUANBEIEEER. XBE 4
Mg K AR ERIEANERFNT &R, NRIMEEERREBRANNITA, TE2Ea. XMEIHTEZ4: /&
BisEr (Em71) (Persuasion), ZHFF - ARBES TREZXTFIHRNE, RMHE T WAHARZAFMHMG
EHNES, XEFETOES, KM, CEBEFMTALSFTERRMTNLIEFEER 4. (01:04:25): JNR(R
B (BE, R518). (EmA) M (B, MHMEEXEERNAIEKNAAERE. RE—4F2 (NEE
EREHY) (How to Measure Anything) . EHHERMNAIEELELERTEZEEN R, (01:04:42): BE
ETNMIF: BEE—NEZXRBEEZE, (Rullins, WAUERISEENRE. EIsEH%,



EERHYY, MEEFTFEREREE. (01:04:58): BRKMUSFSHHRZSHABEAEN, ELELYEAIEHE,
X HRHE =,

(01:05:06) Lenny Rachitsky

English:

Is there a favorite recent movie or TV show you've really enjoyed?
R EE:

B RET AMMIFEERVBRHEMRR?

(01:05:09) Ethan Smith
English:

| don't really watch TV, but | watch two different groups of things. | watch really aggressive sports, so |
really like Michael Jordan documentary, Last Dance. | like Lance Armstrong documentaries about how
aggressive and confrontational he is, and | love watching UFC. | like extreme aggression and intensity. The
other group of stuff that | like to watch are climbing documentaries. (01:05:34): So anything that Alex
Honnold, Jimmy Chan do, | watch all that, which is the exact opposite of aggressive sports. So it's zen,
being present, slow-and-steady craftsmanship. But this is how | approach my work, which is extreme

intensity and aggressiveness, and then the zen craftsmanship, being present.
FREiE:

BREAEBM, BERERERA, —LESMABKRENEEIEE, WIERR - FANLERE (RE—8),
BE XTSRRI A XML RA, RBESF UFC, HERIMIRIGHREEENEE, S—REER
BLFRH. (01:05:34): kbl Alex Honnold 5% Jimmy Chin BEf, XMERAEREER. CEHEEN. TF
T, EBmRNED. XUREMFIENAR: REaEMFEL, HURRRNEOHZE,

(01:05:57) Lenny Rachitsky
English:

| love how this explains why people love working with you and why you're good at this, is like this
competitiveness and also just the super nerdiness to get really knowledgeable about how this stuff
works. (01:06:09): And then | didn't think about the zen element of it, just lik staying calm throughout it
all.

FRCERIR:

HERXMERE, XRBTRATAATERMIREE, UNRATARERIE: BMESC, M ENEYEE
[RIZTRIAE AR ZAG . (01:06:09): HZANRERE “@” MR, WMEERMIREPRE .

(01:06:13) Ethan Smith
English:
Flow, flow state.

AR ERIE:



B, — MRS,

(01:06:15) Lenny Rachitsky

English:

Flow, what a funny microcosm of why you're so good at this.
FACE]

¥
I, XEZIRAMIMNERFHN— N EBER.

(01:06:19) Ethan Smith
English:

Thank you.

HRCERIE:

55T

(01:06:19) Lenny Rachitsky
English:

Okay, I'm going to keep going. Do you have a favorite product you've recently discovered that you really
love?

FRCERIR:

9F, 45, FREERBERIMAFHIERNERY?

(01:06:24) Ethan Smith
English:

This camera and this microphone. So | got a Sony mirrorless SLR, | forget which one. But, sorry, getting a
mirrorless SLR with a wide-angle lens really transforms your video calls. And then | have this Shure
microphone and I think it's like $180. (01:06:46): This dramatically improves the quality of my video call.
And | like to design things and you can design your video calls and you can make them amazing. You can
have flowers in the background, over here, some sunflowers.

FRCERIR:

HEVENMNZRX. ZET—IREME, STAREKEST, B2, ELMmARKNMEENEYRIZEIRE
MIMBIERE, EBXNEF/R (Shure) ZZMX, A 180 X, (01:06:46): Xk AMIEA THIEFRE. KE
ILITARA, RAILUKIHREAIRBIEE R, LEBERRE, IIEERERRE, HX/ I BEREE,

(01:07:00) Lenny Rachitsky
English:

Beautiful.



(01:07:00) Ethan Smith
English:
So my favorite products are my SLR camera that | use for video calls and my microphone.

FRCERIR:
FRAFRENH 2 M T A RS IER BRI Z 5 K.

(01:07:07) Lenny Rachitsky
English:

Your background is quite exquisite and | didn't mention that, but it looks beautiful. Okay, two more
questions. (01:07:13): Do you have a life motto that you find really useful in work or in life?

FRZERIE:

REVE RALRBE, BNA KR, BENRRE. iF, REBNEBE, (01:07:13): fERBEFAEIFNES
PRFIFEE ANERR?

(01:07:19) Ethan Smith
English:

There's the Outliers book about 10,000 hours. And the themes there are you don't have to be the
smartest, you have to be sufficiently smart, number one. Number two is focused practice, so it's not just
trying hard, it's doing it in an intentional, focused way. And the third thing is lots of practice, so no one
can master anything because they're a genius. (01:07:44): They master it because they spent a significant
amount of time practicing and they practice in an intentional way. And so my motto is essentially a
combination of those things, which is that I'm not going to necessarily win because my brain is the largest
brain or that | tried the hardest. (01:08:00): It's because I'm going to be the most intentional about my
practice, and I'm going to be as intense as | possibly can be about that practice.

FROCERIR:

(F£) (Outliers) BAEPBRRET “—HNHER . BOIMARE: F—, FIAFEEREHEN, RERH
BRERRLTT; £, ZIEBLS, FRESEN, MEARIR. TEHMES); £=, KBNS, RABRNEXRAR
BBEREE, (01:07:44): 1 IFBRENET RENEHITZRES. FMIURNEAREXERNES: HF—
RN FRR KRS IMIARE, (01:08:00): MBERAAZRELINKEBENME, HFERLIIEFRER
SISEEES

(01:08:08) Lenny Rachitsky
English:

Okay, final question. I'm curious if there's just like an SEO or even an AEO win, you're just most proud of?
(01:08:15): That you always think about, "Wow, | can't believe | pulled that off. | can't believe the impact
we had there"?



FRZERIE:

¥, &E—NEE. BREW SEO HE AEO WEFIZIRE&ES | U ANSREY? (01:08:15): itrEESHEHI RS
‘I, EREEERMET, FEHRERNIFETRAKRNFM ?

(01:08:19) Ethan Smith
English:

I always liked the example of butter lettuce with MasterClass. Because MasterClass, when | was first
working with them, they did not have nearly as much authority as Allrecipes and Martha Stewart. And |
actually didn't know if | should take the project because | thought it might be too hard. (01:08:37): But |
did the project and it was hard, but we were able to rank really competitively and way better than |
expected. And | think it's probably because of all these specific, little execution details. But butter lettuce
was my favorite one, and | like butter lettuce, so | can search for butter lettuce and | can get a recipe on
MasterClass.

FROCENIR:

H—EIREW MasterClass B9 “UH4ESR (butter lettuce)” ZEfl, EFFHENIFFIEF MasterClass S1ERT, 1]
BN EIZF 40 Allrecipes 3 Martha Stewart, HENEEZERBEREEZEXIHME, BAREBRET .
(01:08:37): BFHIZT, BAIERFE, BRNKREXRETRARZHNHR, IR TBEIHH, HE/XFHTF
FAIEBLAEFNARITAT, MHERERSRENNERG, RUEZMBEER, NEEXNE, REEE
MasterClass FIBIE,

(01:08:55) Lenny Rachitsky
English:

That's amazing. | don't know if butter lettuce has been mentioned on this podcast before. Ethan, this was
incredible. This was everything | was hoping it'd be. (01:09:03): | feel like we've just leveled up everyone's
knowledge on what the hell is happening with SEO and AEO? Forget about GEO. (01:09:09): Two final
questions, where can folks find you if they want to potentially work with you guys? And how can listeners
be useful to you?

FRCERIR:

XKET, BAAEXNMEEUELERIVHES, Ethan, XEXBE T, TE2ARE TR,
(01:09:03): FHEFENEBAKIEET SEOFAEO HIRAETH 4. EF GEO, KIHEET. (01:09:09): &S
AR NRBABRRNIETE, EWRIR? Uk, WAREAMRMSEMtA?

(01:09:15) Ethan Smith
English:

So where you can find me, number one, is on LinkedIn. | spend lots of time on LinkedIn and | publish
original, so we do original research. We have a whole research team hypothesizing and evaluating those
hypotheses. So we publish, all the studies that | mentioned, we publish on our site and | publish them on
LinkedIn. (01:09:33): So follow me on LinkedIn, add me on LinkedIn, send me a message. LinkedIn,
number one, and then number two is we have a blog which we call The 5%. So /5%, which stands for 5%
of work, 5% of landing pages drive almost all the impact, so that's the theme. This is only useful stuff. So
our blog at 5%, you could subscribe to our email and to our studies. And then how can people be useful



to me? (01:09:58): So | spent time thinking about this and there's two ways people can help me. The first
way is that there's not that much research around what works in AEO, and | would love to know what
people are testing and what the results are and what works. So people doing studies and publishing that
are sending it to me, | would love as much analysis and research as possible, number one. (01:10:20):
Then the second one is to help me on LinkedIn by commenting on my posts and on my comments. So you
posted most recently the Brian Balfour episode, for which | wrote a long, thoughtful comment, and then |
got about 25 likes and then | got responses to that. And so I've been commenting on other people's
LinkedIn posts and I've been writing these long LinkedIn posts. (01:10:43): And when people comment, it
boosts the engagement within LinkedIn and then | get mass distribution. So the more people and
thoughtful comments, so not this is great, but a long, thoughtful comment that stimulates conversation.
So if people comment on my posts, then I'm just going to blow up on LinkedIn and | might be as big as
you someday.

FROCENIR:

HEAE, F—2 LinkedIn, FRTERZHTEE LinkedIin LA BREIFFR. BHI1EEIHNHRENHITRIENE
I, HIRFIMFIEARE S AEE MM Linkedin £o (01:09:33): FRLATE LinkedIn Ex5EFHK. mFIF R ALFA
S. BIEBNNEE, W “The5%” . MIULERE /5%, BEE 5% W ITEHEMTIRE T LFFRENZ
m, BEREFL, REILUTHREME, EFAREERMA: (01:09:58): KBTS, £—, BRIXFAEOH
BHERMARERLD, BEBMEARBENLTA, SRNMA. WRIRMTHRHLE, BRELETE, HELEE
BEZH P (01:10:20): 5=, 7 LinkedIn E&FKIFiL, tbaNfRERIE%4 T Brian Balfour 3B%, HE 7 —%
B BRZIBTL, BT 25 MANRZEE. H—EHEALFIALGS, BEKEMX. (01:10:43): HAIIFE
LR, =IGAN Linkedin WEGHRE, MMRBAMES K. FILl, BBETERMBITIL, FREWH “K&E
T, MRS ZHEHNKITFIE, MNRAKEBEITIE, FHFMEETE LinkedIn EAGEE, HAEHREEGRIR—IEH
Bo

(01:11:01) Lenny Rachitsky
English:
| love how tactical his ask is. It's something Bryan Johnson | noticed is really good at on Twitter, the

longevity guy. (01:11:08): He just replies to tweets in a really funny way and feels like that's a big growth
channel for him. So | love that you have this in common with Bryan Johnson.

AR ERIE:

HERXMXARKNIER. HIZIFENIBEKEHRRB Bryan Johnson 7F Twitter EHRIEKXE,
01:11:08): 1&¥ELX7{E_JLE’J75‘EIEIE?EY, X T N — N EEEKERE, ReNMEERHM Bryan Johnson &
XANHEE S

—_

(01:11:16) Ethan Smith
English:

Yes.

(01:11:17) Lenny Rachitsky



English:

Also, just to point people to your domain, graphite.io, is that the right domain?
FREiE:

IIRE SR A RIRBIMLE: graphite.io, XH053?

(01:11:21) Ethan Smith
English:

Yep.

FRCERIR:

o

(01:11:21) Lenny Rachitsky

English:

Amazing. Ethan, thank you so much for sharing so much with us and for being here.
R EE:

KT Ethan, FEREMIDEXALZ, BREGRHEIHR.

(01:11:27) Ethan Smith
English:

Absolutely. It's good to be here.
FRCEIE:

RES, REMEK.

(01:11:29) Lenny Rachitsky
English:

Bye, everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcasts, Spotify, or your favorite podcast app. (01:11:38): Also, please consider giving us a
rating or leaving a review, as that really helps other listeners find the podcast. You can find all past
episodes or learn more about the show at lennyspodcast.com. See you in the next episode.

AR ERIE:

B, &, BEWIT. MRIMEEFSARABEMNE, 1B7E Apple Podcasts. Spotify St fREIRBILZ A H1T 5o
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