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01   ·   OVERALL  F INDINGS

Overall Findings
Generative engine optimisation (GEO) is still taking shape, so it's no surprise that many marketers aren't sure how AI search actually 
works. In client meetings, one question comes up again and again: when ChatGPT, Gemini, or Google AI Overviews answer a 
question, how do they decide which websites to mention?

To find out, we ran a controlled study of 613 B2B search queries across six sectors, each tested in the US and the UK. We queried ChatGPT 
(with web search), Google Gemini, Google Search (including AI Overviews), and Bing, then traced more than 11,000 citations back to the 
exact passages that earned them.

ChatGPT, Gemini, and Google AI Overviews don't simply repeat the pages that rank highest on Google, nor do they cite the same sources 
as one another. Each platform draws from a different mix of company-owned content, review platforms, technology publications, and 
other sources.

The findings suggest that AI citation is related to traditional SEO but distinct enough to require a dedicated GEO approach. For marketers, 
that means:

Ranking well on Google can help (especially with AI Overviews), but it won't guarantee visibility in ChatGPT or Gemini.

Those models favour content that is clear, comprehensive, well-structured, and easy to extract, while also leaning heavily on 
recognised third-party sources such as review sites and industry publications.

In some searches, the AI invented brand names, tools, and features, especially when it couldn't find strong, up-to-date sources. 
That makes source quality and recency a brand-safety and trust issue, not just an SEO one.

The sections that follow break down what the data says about source selection, localisation content structure, and organic visibility. We 
also provide insights into content planning, reputation management, and how to measure your AI visibility across markets.
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02  ·   SOURCE OVERLAP

ChatGPT and Gemini Cite Different Sources
Across 1,226 keyword-and-country tests, ChatGPT and Gemini shared an average of just 5% of their cited domains. This figure uses Jaccard 
overlap, a measure of how many sources two lists have in common relative to the total number of distinct sources across both lists.



In the typical test, the overlap was zero: 58% of searches produced completely different citation sets.

Intent Mean overlap

Brand reputation 0.090

Branded 0.063

Client brand 0.115

58%
of searches produced completely 
different citation sets between 
ChatGPT and Gemini.

Commercial 0.035

Head 0.060

Question 0.029

Transactional 0.029

AI Search Is More Location-Specific Than Organic Search

Higher scores indicate greater overlap between the sources shown in the US and UK. AI tools showed less overlap than Google's regular organic 
results, meaning they rebuilt their source lists more extensively for each country.



Interestingly, Gemini showed the greatest degree of localisation.

Source US / UK domain overlap

Google organic (top 10) 0.387

ChatGPT citations 0.267

Bing organic (top 10) 0.221

Gemini citations 0.192

Google AI Overview citations 0.183
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02  ·   SOURCE OVERLAP

Gemini Leans More on Company-Owned Content Than ChatGPT

Most citations in this test came from company-owned content, but Gemini relied on it more heavily. Vendor blogs accounted for 74.6% of Gemini's 
citations versus 57.5% of ChatGPT's.



ChatGPT spread the remaining citations across corporate sites, documentation, news media, and directories more than Gemini did, even though 
both systems drew equally on independent review sites.



Commercial bias, i.e., the page recommending what it sells, appeared in 75% of ChatGPT's citations and 82% of Gemini's.

Page type ChatGPT Gemini

Vendor blog 57.5% 74.6%

Independent review 18.9% 18.9%

Corporate site 12.7% 3.3%

News media 4.2% 0.7%

Documentation 3.8% 0.9%

Directory 1.4% 1.3%

Other 1.2% 0.2%

Agency blog 0.3% 0.1%

Forum / UGC 0.0% 0.0%

75%
commercial bias in ChatGPT citations

82%
commercial bias in Gemini citations
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0 3   ·   C O N T E N T  P A T T E R N S

What AI-Cited Snippets Have in Common
Most AI-cited passages were concise, self-contained explanations rather than isolated facts, definitions, or table entries. Of the 11,037 citation 
matches analysed, 89% could be understood without relying heavily on the surrounding page. The typical cited passage was 56 words long, 
although longer excerpts raised the average to 73 words.

77%
Paragraphs

71%
Comprehensive coverage

20%
Lists

14%
Tagged for authority

3%
Tables

8%
Original data

93%
Clearly explain the topic

8%
Page structure features

The one major difference between the systems was the prevalence of FAQ-style passages. ChatGPT's cited passages were more likely than 
Gemini's to appear under question-based headings (29% versus 16%) and to form the first block of text beneath a heading (53% versus 46%).

Provider Self-contained Median words Paragraph share Question heading First block after heading

ChatGPT 83.3% 56 71% 29.3% 52.7%

Gemini 91.6% 56 79% 16.4% 45.9%

geekytech.co.uk 06



0 3   ·   C O N T E N T  P A T T E R N S

AI Cites a Broader Mix of Pages for Low-Volume Keywords
AI didn't treat all keywords the same way. For high- and mid-volume queries, company-owned content dominated the citations, taking around three-
quarters of the spots (74.0% for high-volume, 73.8% for mid-volume keywords). That dominance dropped in the low-volume group, where vendor 
content fell to 65.6% of citations.



Lower-volume keywords brought more variety into the mix. Independent review sites accounted for 15.9% of citations in the low-volume group, 
compared with just 8.6% for high-volume keywords. Directories also showed up more often: 5.2% of citations for low-volume keywords versus 1.7% for 
high-volume.

Page type High volume Mid volume Low volume

Vendor blog 74.0% 73.8% 65.6%

Independent review 8.6% 14.0% 15.9%

Corporate site 9.0% 6.7% 10.1%

Directory 1.7% 1.1% 5.2%

News media 1.7% 1.6% 1.4%

Documentation 2.9% 1.6% 1.0%

Other 1.4% 1.1% 0.4%

Agency blog 0.9% 0.1% 0.5%

Brand Reputation Searches Send Users to Review Platforms
When users asked about a brand's reputation, AI systems turned to review platforms far more often than they did for other searches. These platforms 
accounted for 36% of cited URLs in reputation-related queries, compared with 6% across all other intents.



The effect was stronger in ChatGPT, where review sites accounted for 41% of citations, compared with 27% in Gemini. For marketers, this means that 
reputation management is also an AI visibility issue: the sources that shape an AI-generated answer may sit outside the brand's own content 
ecosystem.

Domain Citations

g2.com 343

gartner.com 207

reddit.com 124

36%
of cited URLs in brand-reputation 
queries came from review platforms, 
vs 6% for all other intents. 

capterra.com 107

trustpilot.com 86

techradar.com 85

forbes.com 79

trustradius.com 73

softwareadvice.com 53

uk.trustpilot.com 52

glassdoor.com 50

nerdwallet.com 37
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04  ·   C ITATION RATES

How Often Each AI System Cited a Source

The table below shows the percentage of searches in each intent category that produced at least one citation from ChatGPT, Gemini, or 
Google AI Overviews. It measures whether a citation appeared and not how many citations appeared or whether the answer was accurate.



ChatGPT cited a source in every test, partly because web search was enabled for all ChatGPT runs. Gemini's citation rate varied more by 
intent: it cited 89% of brand-reputation searches but only 34% of question-based searches. Google AI Overviews appeared most often for 
branded and client-brand searches, while transactional searches had the lowest AI Overview rate at 67%.

Intent ChatGPT cites Gemini cites AI Overview present

Brand reputation 100% 89% 92%

Branded 100% 88% 97%

Client brand 98% 79% 98%

Commercial 100% 74% 91%

Head 100% 66% 83%

Question 100% 34% 93%

Transactional 100% 80% 67%
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0 4   ·   C I T A T I O N  R A T E S

Ranking Higher on Google Improves Your Chances of AI Citation
Ranking well still helps, but AI citation is not simply a copy of Google's ranking system.



In this test, domains ranking in Google's top three results were more likely to be cited by ChatGPT, Gemini, and Google AI Overviews than domains 
ranking lower down the results page. However, this didn't always guarantee a citation: ChatGPT cited 34.8% of these domains, Gemini cited 21.0%, 
and Google AI Overviews cited 26.6%.



The relationship weakened further down the rankings. For domains ranking in positions 11–20, citation rates fell to 14.1% for ChatGPT, 8.4% for Gemini, 
and 12.8% for Google AI Overviews.

Google rank bucket Cited by ChatGPT Cited by Gemini Cited by AI Overview

1–3 34.8% 21.0% 26.6%

4–10 19.8% 16.1% 18.1%

11–20 14.1% 8.4% 12.8%

ChatGPT's Citations Are Closer to Google's Than Bing's

Because ChatGPT has been associated with Bing, one theory is that its citations should overlap more with Bing's top results than with Google's. We 
tested this by comparing ChatGPT's cited domains with the top 10 results from both search engines.



And guess what? The data does not support this idea.



ChatGPT's cited domains had an average overlap of 0.104 with Google's top 10 results, compared with 0.035 with Bing's. That's roughly three times 
as much overlap with Google.



Google AI Overviews showed the strongest relationship with Google's own rankings (makes sense, I guess), with an average overlap of 0.145. Its 
overlap with ChatGPT's sources was 0.043 and with Gemini's was 0.049.



This means that Google rankings appear to be more relevant to visibility in Google AI Overviews than in chatbot citations. But ranking well is not 
enough: most AI citations still came from pages outside Google's top 10.

Comparison Mean Jaccard overlap

ChatGPT vs Google top 10 0.104

ChatGPT vs Bing top 10 0.035

Gemini vs Google top 10 0.116

Gemini vs Bing top 10 0.016

AI Overview vs Google top 10 0.145
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