The GEO Measurement Framework
A practical method for finding where AI answers are taking your search traffic, and whether your brand appears in them. The gap is your priority list.
Before you start
When this fits
1. Brands that get meaningful traffic from organic search and want to know how much of it AI answers are absorbing.
1. SEO and content teams that need a GEO priority list grounded in data rather than guesswork.
1. E-commerce and retail sites in particular. The pattern in the post came from clients in those sectors, where impressions held while click-through rate and then conversions fell.
When it doesn't fit
1. Sites with too little Search Console data to compare periods reliably. Query-level trends need volume to mean anything.
1. It measures presence, not the value of that presence. A brand mentioned in an AI answer may be driving consideration that no analytics tool records.
How to use this document
1. Read the two data sources and how they combine.
1. Follow the six-step method. It takes a few hours the first time and much less once the export and grouping are set up.
1. Record each query category in the tracker at the end, place it in the priority grid, and assign an action.
1. Repeat quarterly. The categories that move between cells are the story you report.

	Shaded boxes are for your answers
Everything in a shaded box is yours to fill in. The rest is the framework, which you can edit or cut to suit your organisation.




Two data sources, one view
AI responses have no positions, and an answer that was never clicked leaves no trace in analytics. Neither source is enough on its own. Used together, they give a workable picture.
Data source 1: Google Search Console
	What to look for
	Queries where impressions are stable or growing but click-through rate is falling.

	What it tells you
	Which queries are losing traffic to AI-generated answers, and so where GEO effort is most urgent.

	The signal
	Impressions up or stable, and CTR down: an AI Overview is likely present. Your content is visible, but the click is being absorbed by AI.


Data source 2: AI visibility tools
	What they track
	Whether and how your brand appears in AI responses for specific query categories, citation frequency in Perplexity, and AI Overview appearances.

	What it tells you
	Whether you are present in AI answers for the queries Search Console flagged.

	Tools named in the post
	Scrunch, Adobe LLMO, Semrush AI Toolkit, Ahrefs AI features, Perplexity citation monitoring. This market changes quickly, so check current offerings before choosing.



	The combined output
Search Console identifies where AI is taking your traffic. AI visibility tools show whether you appear in those AI answers. The gap between the two is your GEO priority list.




The method, step by step
1. Export query data for two comparable periods. Use Search Console's query report with impressions and CTR for, say, the last three months against the same three months a year earlier, so seasonality does not distort the comparison.
1. Flag the divergent queries. Mark queries where impressions held or grew while CTR fell. Decide your thresholds before you look, and apply them the same way every quarter.
1. Group flagged queries into categories. AI visibility tools track topics, not single queries. Group by the question being asked, such as product comparisons, how-to questions or category definitions.
1. Check AI presence for each category. Use an AI visibility tool, or run a sample of the queries through the main AI assistants yourself. Record whether your brand appears, and whether it is described accurately.
1. Place each category in the priority grid. Two questions: is AI absorbing the traffic, and are you in the answer?
1. Assign the action. Use the levers from the post: entity clarity across your site and knowledge sources, canonical content that answers the topic fully, and earned citations in authoritative publications.

The priority grid
	
	You are NOT in the AI answer
	You ARE in the AI answer

	AI is absorbing the traffic
	Priority: your GEO list
Traffic is going to AI answers that do not mention you. Act here first.
	Defend
You are in the answer. Check the description is accurate and track whether it leads to visits or conversions elsewhere.

	AI is not absorbing it yet
	Prepare
AI has not taken this traffic yet. Build entity clarity and canonical content before it does.
	Healthy
Keep the fundamentals in place and re-check each quarter.


Only the top-left cell comes directly from the post's framework. The other three cells are a suggested way to handle the rest of your queries.

	Keep commercial queries separate
The queries most affected by AI Overviews are informational: how, what and why questions. Commercial and transactional queries, such as where to buy or which service to hire, still resolve mainly through organic and paid results. Track them separately so a fall in one does not hide stability in the other.




Query category tracker
	Periods compared
	

	Thresholds used (impressions / CTR)
	

	AI visibility tool or method
	

	Prepared by and date
	



	Query category
	Example queries
	Impr. change
	CTR change
	Absorbed by AI?
	You in the answer?
	Grid cell and action

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


Absorbed by AI? and You in the answer? take Yes or No. The two answers together give the grid cell.

Source
From SEO to GEO: How AI Is Rewriting the Rules of Discoverability  https://asktanzz.com/blog/from-seo-to-geo-ai-rewriting-discoverability
Framework from the AskTanzz.com blog series on data and AI.
Source: From SEO to GEO: How AI Is Rewriting the Rules of Discoverability	1
