Al Visibility Tool
Comparison Matrix

Compare tools by what they help
you do next - not just what they
measure. This matrix cuts through
the noise in a crowded Al visibility
category to help marketing, content,
SEO and product teams identify
which platforms truly move the
needle from monitoring to
meaningful action.



Why Measurement Alone Isn't
Enough

Al visibility is becoming a crowded category. Most tools can now show
whether a brand appears in Al-generated answers. Some can show
citations. Some can track competitors. Some can monitor prompts over
time. But measurement is only the first step.

The more important question is: what does the tool help your team do
next? Search behaviour is changing rapidly. Buyers are increasingly using Al
systems to research products, compare suppliers, clarify problems and
build shortlists — before they ever reach a website or speak to a sales team.

Brand Presence Competitive Position

Whether your brand appears in How you are described relative to

Al-generated answers at all competitors in the same answers

Evidence Sources Actionable Roadmap

Which sources Al systems cite to What content, PR, proof and

shape and support their answers architecture needs to change
next

A simple visibility score is useful, but it is not enough. The value comes from
turning Al answer data into a practical roadmap for marketing, content, PR,
SEO, website and sales enablement teams. That is the gap this matrix is
designed to help you navigate.



What Marketing Teams Need to
Understand

Buyers no longer start their research on your website. Al systems are
becoming the first point of contact for problem framing, supplier
compadrison and solution evaluation. This creates a new layer of strategic
risk — and opportunity — that most marketing teams are only beginning to
assess.

— Are you appearing in Al answers at all?

Basic presence tracking reveals whether your brand is visible when buyers ask Al
systems about your category, problem space or solution type.

— How are you positioned against competitors?

Visibility is relative. A mention is not a win if competitors are described more clearly,
more favourably or with stronger supporting evidence.

— Which sources are shaping the answer?

Citations reveal what Al systems trust. Your own content may not be the dominant
source — directories, analysts, media and review sites often carry more weight.

— Where are you absent, weak or misrepresented?

Gaps across the buyer journey are as important as presence. Many brands appear
strongly at one stage and are entirely invisible at others.

— What needs to change across your marketing architecture?

Content, proof assets, website structure, PR coverage and digital evidence all influence
Al answer quality. Teams need to know exactly where to focus next.



The Seven Capability Areas That
Matter

This matrix compares Al visibility, AEO and GEO tools across the dimensions
that matter most once you move beyond basic monitoring. These seven
areas define whether a tool supports genuine marketing improvement — or
simply produces another dashboard to interpret.
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Capability Deep-Dive: What Each
Area Really Means

Understanding each capability area in detail helps teams ask sharper

questions when evaluating tools. Here is what to look for — and why it

matters commercially.

1. Product-Level
Visibility

Can the tool analyse
visibility for a specific
product, service,
proposition or business
line — rather than only at
brand level? This
matters because buyers
rarely ask broad brand-
awareness questions.
They ask about specific
problems, categories,
solutions and suppliers.
A brand-level score can
hide serious weaknesses
in the products or
propositions that matter
most commercially.

2. Buyer Journey
Coverage

Does the tool test
questions across the full
buyer journey — from
early problem framing
through to evaluation
and final decision? Many
tools focus only on
branded queries or
bottom-of-funnel
prompts. That means
teams miss the early
stages where Al systems
are shaping buyer
understanding and
building shortlists before
competitors are even on
the radar.

3. Citation and
Evidence Analysis

Does the platform show
which sources are being
used to support Al
answers? Citations are
one of the clearest
signals of what Al
systems trust. They
reveal whether answers
are being shaped by
your own website,
competitor sites,
directories, analysts,
media, forums or review
platforms — and where
investment in third-
party evidence would
have the greatest
impact.



Capability Deep-Dive: What Each
Area Really Means (continued)

Understanding each capability area in detail helps teams ask sharper
questions when evaluating tools. Here is what to look for — and why it

matters commercially.

4. Competitor Benchmarking

Can the tool show how you appear
against named competitors in the actual
answers? Visibility is relative. A brand
may be mentioned frequently, but still
lose the comparison if competitors are
described more clearly, more often or
with stronger associated proof. Head-to-
head answer analysis is essential for
understanding true competitive position.

6. Content Architecture

Does the tool help identify the pages,
pillar content, cluster articles,
comparison pages, proof assets and
internal links needed to improve
visibility? This is where Al visibility
connects directly to the structure of the
website and the way content is
organised for both human readers and
Al systems.

5. Prioritised Action Planning

Does the tool move from diagnosis into
practical next steps? The best Al visibility
work tells teams what to create, fix,
strengthen or promote — rather than
leaving them with another metrics
dashboard to interpret. Prioritisation is
what turns an audit into a workplan, and
a workplan into measurable change.

7. Ongoing Optimisation

Can the tool support retesting, trend
analysis and continuous improvement
over time? Al visibility is not a one-off
audit. Prompts evolve, competitors act,
models update and cited sources shift.
Teams need a platform that supports
structured retesting and tracks whether
improvements are working.



The Comparison Matrix

The table below scores typical capabilities across the major categories of Al
visibility and GEO tooling. Use this as a starting framework when evaluating
platforms against your organisation’s specific needs. Capability availability
and depth will vary by vendor and pricing tier.
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@ This matrix reflects general capability patterns across tool
categories. Individual vendors within each category will vary. Always
evaluate against your specific use case and request a live
demonstration before making a decision.



How to Use This Matrix

The right tool depends on where your organisation currently sits in its Al
visibility journey — and what you need to do next. Use the scenarios below
to identify which capability areas should carry the most weight in your

evaluation.

If you only need monitoring

A lighter visibility tracking tool may be
sufficient for now. Prioritise platforms with
reliable prompt monitoring, consistent
tracking across Al systems and clear
reporting for stakeholder updates. Expect
to outgrow this quickly.

If you need to improve visibility

Look for tools that connect answer analysis
to practical actions across content, PR,
evidence, website structure and sales
enablement. Monitoring without action
planning is wasted investment at this
stage.

If you need to report to senior
stakeholders

Prioritise tools with strong scoring, citations
and competitor benchmarking.
Stakeholders need to understand relative
position, not just raw presence. Look for
tools that make the data interpretable for
non-technical audiences.

If you have multiple products or
business units

Product-level analysis becomes essential.
A brand-level score will hide major
weaknesses in specific propositions. Ensure
the platform can segment visibility by
product, service line or audience segment.

Most organisations will move through these stages as their Al visibility
practice matures. Choosing a platform that can scale with your needs —
rather than requiring a tool change at each stage — is a significant

strategic advantage.



Where Odyssiant Fits

Odyssiant is built specifically for teams that need to move from Al visibility
measurement to action. Rather than starting with generic brand tracking, it
starts with the product, service or proposition that needs to be found,
understood and trusted — then works outward from there.

What Odyssiant Combines The Core Aim

Product-level Al visibility audits The aim is not simply to show
Buyer journey prompt testing whether a brand appears in Al
Citation and evidence analysis answers. It is to show why it

COTREIIEr DEnEeng appears, where it is weak, which
Answer quality scoring

sources are shaping the answer
Prioritised visibility actions and what the morketing team

Content architecture maps should do next.

Technical crawl insights
Retesting and trend tracking Odyssiant tests the questions

buyers are likely to ask across
different stages of their research
journey. The output is a practical
view of where the organisation is
visible, where competitors are
stronger, what evidence is being
cited and what needs to change
across the marketing architecture.




Who Odyssiant Is Built For

Odyssiant is designed around the way buyers actually research — and built to serve the teams
responsible for influencing that research. Each team has a different need, but all benefit from
moving beyond monitoring into structured, evidence-based improvement.

Marketing
Leaders

Need a clear Al
visibility strategy and
a way to report
competitive position
to the board.
Odyssiant provides
the scoring,
benchmarking and
narrative to make
that case effectively.
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Agencies

Advising clients on Al
visibility strategy,
delivering audits with
clear commercial
logic and building
retesting frameworks
that demonstrate
ongoing value and
measurable
progress.
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Content Teams

Planning pillar and
cluster pages that
need to perform in
both traditional
search and Al-
generated answers.
Content architecture
maps provide a
direct brief for what
to build next.

Sales and
Proposition
Teams

Understanding how
buyers perceive the
brand before they
reach a sales
conversation — and

using Al answer data

to refine messaging,
positioning and
competitive
differentiation.

PR Teams

Identifying citation
and evidence
opportunities —
understanding which
publications,
directories and third-
party sources Al
systems trust, and
targeting coverage
accordingly.
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SEO Teams

Adapting to Al-
influenced discovery
by understanding
which content
structures, evidence
types and source
categories drive
citation — and
connecting that to
technical site
architecture.



The Core Question Every Team
Should Ask

The Al visibility category will continue to evolve. New tools will emerge, existing platforms will
expand their feature sets and the underlying Al models will change how they select, cite and
present information. In that environment, choosing the right platform now requires asking a

sharper question than simply "which tool tracks the most Al systems.”

Does this platform only tell us what Al systems currently say — or does it help us decide
what to do next?
That is the difference between monitoring Al visibility and actually improving it.

The winning tools in this category will not simply be the ones that produce the most metrics.
They will be the ones that help teams make better decisions about content, evidence, website
structure, positioning and demand generation. Monitoring is the entry point. Action is the value.

Monitor Analyse
Understand where and how your brand Diagnose why you appear, where you are
currently appears in Al-generated weak and what sources shape the
answers answers

{%:3 e
Act Optimise
Build a prioritised roadmap across Retest, track improvement and iterate as
content, PR, evidence, website and sales models, competitors and citations evolve

enablement

© Ready to move from Al visibility monitoring to action? Evaluate tools against the seven
capability areas in this matrix — and prioritise platforms that can take you through all
four stages: Monitor, Analyse, Act and Optimise.



