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The strategic question

Your firmm may still rank well on Google, command strong reviews, spend heavily on paid
search, and have an outstanding track record. But if Al narrows the field before a
prospective client reaches those assets, is your firm still competing for the case?
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EXECUTIVE SUMMARY

The Rules of Client Acquisition Are
Changing

For more than a decade, successful personal injury firms have built competitive advantage by
winning attention in a familiar marketplace: Google. They invested in organic rankings, local
search, reviews, paid media, content, brand awareness, case results, and websites designed to
convert traffic into consultations.

Those investments still matter. But they no longer control the entire path to the client.

Artificial intelligence has introduced a new decision layer between the legal problem and the
law firm. An injured person can now ask ChatGPT, Google Al Overviews, Gemini, Claude or
Perplexity what to do, whether a lawyer is necessary, what a claim may involve, what to look for
in counsel and which firms may be relevant. The answer can narrow the field before the
prospect ever sees the search results a firm has spent years trying to dominate.

The risk is not simply lower website traffic.

The larger risk is exclusion from consideration. A firm can remain highly ranked, highly
rated and highly capable, yet lose opportunity because Al never places it on the
prospective client’s shortlist.

That creates a new strategic problem for managing partners. The question is no longer only,
“Where do we rank?” It is also, “When Al interprets the market for a prospective client, are we
one of the firms it understands, trusts and surfaces?”

This paper examines that problem from the perspective of the law firm. It explains how the
personal injury buying journey is changing, why historical marketing advantage can be
bypassed, what creates an Al Recommendation Gap™, and what leading firms can do now to
protect market share and make their existing authority work in an Al-mediated marketplace.

What this paper covers

Why the competitive advantage built through Google is no longer sufficient on its own.

How Al can compress the research and hiring journey and create a shortlist before a website visit.
Why respected, successful firms can still be absent from Al-generated recommendations.

How to protect the value of SEO, reviews, case results, paid media and brand investment.

The five pillars of Al Recommendation Readiness™ and how to benchmark recommendation
performance.

e A practical 0-90+ day roadmap for improving visibility, clarity, authority and competitive position.
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SECTION 1

Personal Injury Firms Built Their Advantage
in Google

For years, the competitive playbook was difficult and expensive, but
understandable. Firms knew where the battle for visibility was being fought.

A serious personal injury firm rarely becomes visible by accident. Market position is usually the
product of sustained investment: years of SEO, thousands of reviews, local listings, advertising,
attorney profiles, case-result pages, community visibility, media coverage and a website built to
convert demand.

That investment created a competitive moat. A firm that ranked prominently for high-value
searches, maintained a strong Google Business Profile, dominated local map results and
supported that visibility with reputation and paid media could reliably place itself in front of
prospective clients at the moment of need.

The economics were painful, especially in personal injury, but the model was legible. If the firm
wanted more opportunity, it could compete for more visibility. If competitors moved ahead, the
firm could usually see where and why.

Al changes that visibility equation because the first meaningful interaction may no longer be a
search results page at all.

The old competitive funnel

The traditional journey was not perfectly linear, but it placed Google and the firm website near
the center of the decision. The prospect encountered ads, Maps and organic listings, opened
websites, compared firms and made contact. Marketing teams could measure impressions,
rankings, clicks, calls and conversions with reasonable confidence.

“When Google Al Overviews trigger, organic click-through rates decline by up to 61%.
Ranking #1 organically no longer guarantees traffic if your firm is omitted from the Al
summary above the fold.”

(Source: Seer Interactive / Ahrefs Search Analytics)
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THE PI BUYING JOURNEY:

From Separate Funnels to a Seamless Conversation

INFORMATIONAL SEARCHES
(Top of the Funnel)
“Do | need a lawyer after a car accident?”

@ “What is my case worth?”
Goal: Learn
Find Answers

“How long do | have to file a claim?”

“Should | accept this settlement offer?”

HIRING SEARCHES
(Bottom of the Funnel)
“Best personal injury lawyer”
“Pl attorney near me"

Goal: Hire
Choose a Lawyer

"Top-rated injury firm"
“Who should | hire?"

2 CONTACT/
CONSULTATION

Consumers moved from one funnel to another.
Marketers optimized separate strategies for
awareness and hiring.

THE TRADITIONAL FUNNEL
Two Separate Journeys

9
:
@

THE AI-CONVERSATION JOURNEY
One Continuous Conversation

INITIAL QUESTION
Informational Intent

“Should | accept this
settlement offer?”

=

GETTING ANSWERS
Education & Guidance

Al explains options,
risks, and next steps.

One conversation.
One intent.

>~ Seamless from
information to
hiring.

+
&
Al remembers
context, builds

trust, and bridges
the journey.

SHIFT TO HIRING
Hiring Intent Emerges

“Which local firms specialize
in negotiating against this
insurance company?”

Al RECOMMENDATIONS
Firms Shortlisted

Al recommends firms based on -
relevance, credibility, and trust.

CONTACT/
CONSULTATION

Informational and hiring intents occur within the same dialogue.
Al bridges the gap by understanding context and guiding
the user to the right next step.

© 60006

The legal buying journey has evolved. Al adds a new answer-and-shortlist layer before the website.

The 2026+ journey adds a new gatekeeper. A prospect can receive an answer, learn how to
evaluate their situation and form an initial consideration set without ever clicking through a
traditional list of results. The website remains important, but it may enter the journey later, after
the prospect has already formed expectations about what kind of lawyer they need and which

firms appear credible.

The business implication

A law firm can continue performing well in the channels it has historically measured while
losing share in a new layer of discovery it is not yet measuring.

When an Injured Person Asks Al Whether They Need a Lawyer, Does Your Firm Make the Shortlist? - Page 4



PRECISION PRACTICES | Al RECOMMENDATION READINESS™

SECTION 2

Al Has Inserted Itself Between the Problem and
Your Firm

The competitive threat is not that injured people suddenly stop using Google.
It is that Al can influence the decision before Google, the website or intake
ever gets a chance.

After an accident, an injured person is rarely ready to select counsel immediately. They are
trying to understand what happened, what their insurer may do next, whether their injuries are
serious, whether they should give a statement, how medical bills will be handled and whether
hiring a lawyer is justified.

Conversational Al is unusually well suited to that period of uncertainty because it allows a
person to ask one question, receive an answer and continue with follow-up questions without
restarting the research process.

A conversation can move naturally from information to hiring intent:

Should | talk to the insurance adjuster?

What are the typical results for a case like mine?

What happens if | reject the settlement offer?

How do | know whether my claim is being undervalued?
What kind of lawyer handles this?

Which firms in my area have experience with cases like mine?
How do those firms compare?

Who is the “best” attorney for my case?

The Conversational Gateway

Prospective clients are no longer just "searching"; they are "conversing." Al platforms
prioritize firms that provide helpful, authoritative answers during this uncertainty-rich
discovery phase. By addressing these early-stage questions, you aren't just giving away
information - you are qualifying your firm as the most relevant partner for the hiring
phase.
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From the law firm’s perspective, the important point is not the sequence of questions. It is that
the prospect can cross from education to selection inside one continuous conversation. The
transition that used to occur across multiple searches, websites and sessions can now happen

in Minutes.

The Legal Buying Journey Has Evolved

Prospective clients no longer start their search on a website.
They start a conversation—and Al is often the first answer.

2
g Problem
{

Google

+

:l Website
l

~~~ Consultation

4
@ Client

Q@

* The website has moved downstream.

8 Problem
R
G Google
|
f I 1
Q) Q
Ads Maps Organic
|:__| Website
i

g% Consultation

O
(an]

Problem

+

® * + A @

ChatGPT

Google
Al Overview

Gemini Claude Perplexity

+

Al Answer

+

Shortlist

Firms considered

Website

+

Consultation

!

Client

The first answer is no longer a list of links—it’s a recommendation.

Informational intent and hiring intent can now converge inside a single Al conversation.

That matters because the firm may never see the top of the funnel. There may be no early
website visit, no retargeting audience and no brand impression from the search results. By the
time the prospect reaches a law firm website, the firm may already be validating—or trying to
overcome—an opinion formed elsewhere.
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SECTION 3

The New Competitive Battleground Is the
Shortlist

The most important change is not that Al answers questions. It is that Al can
reduce the number of firms that ever enter serious consideration.

In traditional search, a prospective client could encounter many firms. Ads, map listings, organic
results, directories and review sites created multiple opportunities for a law firm to be noticed.
Even a firm that was not first could still earn the click.

Al can compress that market. A user may ask for the best lawyer for a specific type of case and
receive only a handful of names, or none at all. A follow-up question can narrow the field further.
The prospect may then visit only those firms that have already been surfaced and
contextualized.

You can lose the case before you know there was a case.

If your firm is absent from the Al-created consideration set, there may be no lost lead in
your CRM, no missed call, no impression to analyze and no attribution trail. The
opportunity simply goes somewhere else.

That makes Al visibility a market-share issue, not merely a traffic issue. The competitive loss is
difficult to see because traditional reporting may still look healthy. Rankings can remain stable.
Paid campaigns can continue generating leads. Website conversion can remain strong. Yet a
growing share of prospective clients may begin elsewhere and arrive at the website only after Al
has already filtered the market.

54% overlap

Nearly half of all sources cited by Al engines come from outside the traditional Top 10
Google rankings. High organic ranking alone is no longer enough to secure a spot on the
Al shortlist.

(Source: BrightEdge Generative Search Studly)

For managing partners, this creates a measurement gap. The firm has historically tracked
whether it was visible in search. It now needs to understand whether it is present in the
recommendation layer that can precede search.

A new question for competitive intelligence

Competitive benchmarking should therefore extend beyond rankings and share of search.
Firms need to know which competitors appear in realistic Al conversations, what those systems

When an Injured Person Asks Al Whether They Need a Lawyer, Does Your Firm Make the Shortlist? - Page 7



PRECISION PRACTICES | Al RECOMMENDATION READINESS™

believe each firm is known for, and whether the market position conveyed by Al reflects the
firm’'s actual strengths.
The objective is not to obsess over one prompt or one model. Al answers are dynamic. The

objective is to identify patterns: where the firm is consistently understood, where it is omitted,
where competitors are being favored and where inaccurate or incomplete information is

shaping the recommendation.

Traditional Search Al Recommendation
Metrics Metrics
Al Conversation
Benchmarking (7
Share of Keyword Shortlist  Answer
Search Rankings Visibility Citations
Focus: Website traffic Focus: Presence in

Al-generated answers

Al Conversation Benchmarking: Shifting focus from search rankings to presence in the Al-generated shortlist.

When an Injured Person Asks Al Whether They Need a Lawyer, Does Your Firm Make the Shortlist? - Page 8



PRECISION PRACTICES | Al RECOMMENDATION READINESS™

SECTION 4

Why Strong Firms Can Still Be Left Out

Real-world authority and Al-perceived authority are not the same thing.

A personal injury firm can have excellent lawyers, significant verdicts and settlements, a strong
local reputation, hundreds or thousands of reviews and years of successful search
performance—and still fail to appear in an Al-generated answer.

That does not necessarily mean the Al believes the firm is weak. It may mean the system cannot
confidently understand, verify or explain why the firm is relevant to the specific question being
asked.

Consider the difference between ranking for “personal injury lawyer Houston” and being
surfaced when someone asks, “| was injured offshore while working on a vessel. Which Houston
attorneys have documented experience with maritime injury cases?” The second question
requires a much richer understanding of the firm. The system must connect the practice area,
attorney expertise, geography, case experience and corroborating evidence.

A competitor with less real-world experience may be easier for a machine to interpret because
its information is clearer, more specific, more consistent and better corroborated across the
web.

The Al Recommendation Gap™

Al Recommendation Gap™

The difference between what a firm has actually accomplished and is qualified to handle,
and what Al systems can confidently understand, verify and surface about that firm.

The gap can be created by seemingly minor issues: generic attorney biographies, thin
practice-area pages, disconnected case results, inconsistent directory listings, unclear
geographic signals, weak third-party corroboration or a website architecture that makes
relationships between attorneys, services and locations difficult to interpret.

Individually, none of those issues may look like a business threat. Collectively, they can
determine whether the firm is represented accurately when Al is asked to narrow the market.

Citation Advantage

Law firms that are explicitly cited within Al summaries capture 35% to 91% more total
clicks than un-cited competitors, even if both rank on the first page of traditional Google
search.
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SECTION 5

The Asset at Risk Is the Advantage You
Already Paid For

Al readiness should not be positioned as replacing SEOQO. It is about protecting
and extending the value of the authority your firm has already built.

Personal injury firms have spent extraordinary amounts of time and money building digital
assets. Organic rankings, backlinks, Google Business Profiles, client reviews, attorney
reputations, case-result libraries, media mentions, paid-search data and domain authority are
not obsolete. In many cases, they are precisely the evidence Al systems may draw upon.

The strategic risk is that those assets are not automatically translated into recommendation
visibility. A firm can own valuable evidence without presenting it in a form that Al systems can
reliably connect to the questions prospective clients are asking.

What can be bypassed

e A top organic ranking can matter less if the prospect receives a satisfactory answer before
scrolling to traditional results.

e A strong website can lose its chance to persuade if the prospect visits only firms already surfaced
by Al.

e Alarge review base can be underleveraged if Al cannot connect those reviews to the right firm,
attorney, office or practice area.

o Excellent case results can fail to differentiate the firm if they are presented without enough
context to establish relevance.

e Paid media can remain effective while an unmeasured share of demand shifts into Al-mediated
discovery.

This is why the correct strategic response is not “stop doing SEO” or “move the budget to Al." It
is to make the existing marketing ecosystem work harder. The firm needs to ensure that the
authority it has earned is visible, understandable, verifiable and connected across both search
and answer engines.

Protect the moat before building a new one.
Protecting Legacy Authority

Your existing digital assets - rankings, reviews, case results - are not obsolete.
They are the raw material for Al visibility. The strategic risk is not that these assets are

failing; it's that they are currently disconnected from the specific questions prospective
clients are asking Al.
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SECTION 6

What Al Needs to Understand About Your
Firm

Managing partners do not need to become experts in model architecture.
They do need to know whether the firm gives machines enough evidence to
represent it correctly.

There is no single public formula that determines which law firms an Al system will
recommend. Different platforms use different models, indexes, retrieval systems, source sets
and ranking logic. Results can vary by prompt wording, location, model version, source
availability and time.

The objective therefore should not be to “game” one algorithm. It should be to reduce
ambiguity and strengthen evidence around the facts that matter most to a prospective client.

Practice-area specificity

Can the system distinguish the matters your firmm most wants from generic personal injury
work? Detailed, differentiated service pages give Al stronger evidence than broad claims that
the firm “handles injury cases.”

Attorney authority

Can the system connect the right lawyers to the right experience? Trial history, certifications,
admissions, leadership, publications, speaking and significant matters should be easy to identify
and verify.

Geographic relevance

Can the system determine where the firm actually practices and which markets it knows?
Offices, courts, local case experience and consistent geographic references provide context.
Independent credibility

Can outside sources validate what the firm says about itself? Reviews, directories, professional
organizations, awards, media coverage and case reporting strengthen corroboration.

Entity consistency

Are the firmm name, attorney roster, offices, phone numbers, practice descriptions and other core
facts consistent across the web? Conflicting information weakens confidence.

When an Injured Person Asks Al Whether They Need a Lawyer, Does Your Firm Make the Shortlist? - Page 1



PRECISION PRACTICES | Al RECOMMENDATION READINESS™

Machine-readable structure

Can search and Al systems understand how the firm, attorneys, services, locations, articles, cases
and FAQs relate to one another? Accurate structured data can make existing authority easier to
interpret.

Visible » Understood » Trusted » Recommended

The goal is not simply to be crawlable. The firm must be findable, accurately interpreted,
supported by credible evidence and relevant enough to surface when the user’s question
matches the firm'’s strengths.
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SECTION 7

The Five Pillars of Al Recommendation
Readiness™

A strategic framework for determining whether your market position is
translating into Al visibility.

Al Recommendation Readiness™ evaluates whether a law firm is easy for Al systems to find,
understand, verify and surface. It separates foundational capability from actual market
performance.

1. Entity Clarity

Can Al clearly identify the firm, its attorneys, offices, priority practice areas and the relationships
among them?

2. Knowledge Architecture
Is the website structured so services, attorneys, locations, cases, articles and FAQs reinforce one
another rather than exist as isolated pages?

3. Answer Readiness

Does the firm directly answer the questions prospective clients ask before they contact counsel,
including questions that move from information to hiring intent?

4. Off-Site Authority

Do credible external sources independently reference the firm, its attorneys, their expertise and
significant work?

5. Third-Party Trust Signals

Do reviews, legal directories, professional organizations, awards, media and other signals
consistently support the firm's credibility?

Recommendation Performance

The five pillars describe the evidence available to Al. Recommendation Performance measures
what happens in the market: how often the firm appears in realistic unbranded questions,
whether the description is accurate, where it is positioned, which competitors appear instead
and whether performance changes over time.
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Five Pillars of Al Recommendation Readiness

1. Entity 2. Knowledge 3. Answer 4, Off-Site 5. Third-Party
Clarity Architecture Readiness Authority Trust Signals
Q **
Q 9;
ovea
Findable and Structured Addressing External Reviews,
distinguishable. content client sources directories,
relationships. questions. referencing awards.

expertise.

Recommendation Performance

The Five Pillars of Al Recommendation Readiness™ resting on a foundation of Recommendation Performance

The management question

Is the firm merely online, or is its competitive advantage being translated into visibility,
credibility and recommendation in the channels where prospective clients are
increasingly forming their shortlists?
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SECTION 8

Where Market Share Can Leak

Most firms will not discover one catastrophic failure. They will find a series of
gaps that collectively make competitors easier to understand and
recommend.

Generic practice-area positioning

Pages built around broad sales language may rank, but they often fail to explain the specific
matters the firm is best equipped to handle. That reduces differentiation when Al is matching a
nuanced problem to a firm.

Attorney bios that undersell expertise

A respected trial lawyer may have decades of meaningful experience that is buried in a narrative
biography or distributed across press releases and case pages. If the evidence is difficult to
connect, the market may not receive the full value of that reputation.

Weak answer coverage

Many firms publish legal definitions but miss the practical questions that lead a prospective
client toward a hiring decision: whether to speak to an adjuster, whether an offer is fair, whether
the injury warrants counsel, what happens next and what to look for in a lawyer.

Disconnected case results

A large verdict or settlement library can be strategically weak if results are not connected to
attorneys, case types, jurisdictions and the expertise they demonstrate.

Inconsistent external information

Old offices, departed attorneys, legacy phone numbers or inconsistent practice descriptions can
make verification harder and create inaccurate Al descriptions.

Undifferentiated claims

”ou

“Experienced,” “aggressive” and “client focused” do little to distinguish one personal injury firm
from another. Specific experience, credentials, cases, markets and proof create a stronger basis
for recommendation.
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SECTION 9

Is Your Firm Actually Making the Shortlist?

The first step is not optimization. It is establishing a defensible baseline of
how Al currently represents your firm and your competitors.

A managing partner should be able to answer a new set of competitive questions with evidence
rather than assumption:

Does Al accurately describe our primary practice areas and the cases we most want?

Does it recognize our priority specialties, or flatten us into a generic personal injury category?
Does it associate us with the markets and jurisdictions we actually serve?

Does it recognize the attorneys, credentials, trial experience and case history that differentiate us?
Can it explain why our firm may be a strong fit for a specific matter?

When a user asks for firms in our market, do we appear?

Which competitors appear when we do not?

Are those competitors genuinely stronger, or simply easier for Al to understand and verify?

Testing must be repeatable. One favorable ChatGPT answer is not a benchmark, just as one
Google search is not an SEO strategy. A useful baseline records platform, model, date, prompt
wording, geography, the firms surfaced, the sources referenced and the accuracy of the
response.

The purpose is to identify patterns. If the firm is consistently omitted from questions closely
aligned to its strengths, that is a business signal. If competitors are consistently surfaced for
matters the firm should own, that is a competitive signal. If descriptions are inaccurate,
incomplete or generic, that is an evidence and architecture signal.
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SECTION 10

A Practical Roadmap to Protect Competitive
Position

The objective is not a one-time “Al optimization” project. It is a disciplined
process for making the firm’'s real-world authority easier to discover, interpret
and trust.

Phase One: Establish the Baseline | 0-30 Days

Benchmark realistic unbranded and branded client questions across major Al platforms.
Document which firms are surfaced, how prominently they appear and how accurately each is
described.

Audit priority practice pages, attorney bios, location signals, reviews, case-result presentation and
major third-party profiles.

Identify the largest gaps between the firm'’s desired market position and the position Al currently
reflects.

Phase Two: Strengthen Clarity and Structure | 30-90 Days

Strengthen priority practice-area pages around the actual questions and fact patterns the firm
wants to own.

Upgrade attorney biographies so relevant expertise is specific, attributable and verifiable.
Connect attorneys, services, locations, cases, resources and FAQs more clearly across the site.
Correct inconsistent external listings and profiles.

Implement accurate, page-appropriate structured data where it helps machines interpret
existing evidence.

Phase Three: Reinforce Authority and Measure Change | 90+ Days

Build deeper resources, case analysis, original research, thought leadership, speaking and media
opportunities around strategic practice priorities.

Strengthen third-party corroboration rather than relying on self-published claims alone.

Repeat the benchmark on a defined cadence and compare recommendation performance over
time.

Use competitive results to decide where the firm should invest next rather than producing more
content indiscriminately.

The goal is not more content.

The goal is clearer evidence, stronger corroboration and better translation of the firm's
real-world competitive advantage into the systems shaping prospective-client decisions.
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SECTION T

The Firms That Adapt First Can Protect the
Advantage They Already Own

The next era of personal injury marketing will not erase the last one. It will
reward firms that understand how the layers now work together.

Search is not disappearing. Websites are not disappearing. Reviews, referrals, case results, local
reputation and advertising are not becoming irrelevant. But the journey between injury and
signed retainer is becoming less predictable, and Al is gaining influence at a point in the
journey where many firms currently have little visibility or measurement.

That makes this a strategic inflection point. Firms that treat Al as a technical SEO add-on may
miss the larger issue. The real question is whether the market position they have spent years
building continues to translate into consideration when a new intermediary is helping
prospective clients decide what matters and which firms deserve attention.

The strongest firms already possess much of the raw material they need: expertise, case history,
reputation, reviews, authority and a differentiated record of performance. The challenge is
making that evidence coherent enough that both people and machines can understand it.

For managing partners, the mandate is straightforward: protect the investment already made,
measure the new competitive layer, and close the gap before competitors do.

The mandate for managing partners is straightforward: protect the investment already
made, measure the new competitive layer, and close the visibility gap before competitors
do. The firms that adapt first will capture the clients that Al is already steering.

When an injured person asks Al who they should hire, does
your firm make the shortlist?

Increasingly, that question is not about technology. It is about market share.
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APPENDIX A

Personal Injury Al Readiness
Self-Assessment

Use this checklist as a starting point. A “yes” should be supported by observable evidence, not
assumption.

[J Can Al accurately describe the firm'’s primary personal injury services?

Does Al associate the firm with the correct cities, counties and states?

Does Al distinguish the firm'’s priority case types from general personal injury work?

Are attorney names, roles, admissions, credentials and experience consistent across the web?

Do core practice pages answer the questions injured people ask before contacting a lawyer?

O o oo ™

Are case results presented with enough context to demonstrate relevant experience and remain
ethically compliant?

I Are reviews recent, credible and consistent across major platforms?

1 Do independent sources corroborate the firm's expertise and reputation?

O Is the firm’s name, address, phone number, office information and attorney roster consistent?
1 Does the website use valid, page-appropriate JISON-LD?

[ Are the firm, attorneys, services, locations, articles, cases and FAQs connected through consistent
entity relationships?

[0 Can Al explain why the firm may be relevant for a specific type of injury matter?
[J Does the firm appear in unbranded local recommendation tests?

[ Are Al descriptions accurate, or do they contain material errors or omissions?

[ Which competitors appear when the firm does not?

O Isrecommendation performance tested using a repeatable prompt set rather than isolated
searches?

I Are platform, model, date, prompt wording and location recorded for each test?

[ Is there a process for correcting inaccurate information across owned and third-party sources?
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APPENDIX B

Sample Al Questions Used During
Benchmarking

Awareness and early research

What should | do immediately after a car accident?

Should | speak with the insurance adjuster before hiring a lawyer?
Who pays my medical bills while a personal injury claim is pending?
How long do | have to file a personal injury claim in this state?

Need and qualification

Do | need a lawyer if the other driver admitted fault?

When is an injury serious enough to justify hiring an attorney?

Is a lawyer necessary if the insurance company has already made an offer?
What factors affect the value of a personal injury case?

Firm discovery and comparison

Which personal injury firms in [city] handle serious trucking accidents?
Who are experienced traumatic brain injury lawyers in [market]?

Which firms have documented experience with maritime injury claims?
What should | look for when comparing personal injury lawyers?

Branded validation

What types of cases does [firm] handle?

What is [attorney] known for?

Does [firm] have experience with [specific case type]?

How does [firm] compare with other personal injury firms in [market]?

Testing note

Al outputs are not fixed search rankings. Results can differ by platform, model version,
prompt wording, geography, personalization, source access and date. A defensible
benchmark uses standardized prompts, repeated testing, transparent documentation and
competitive comparison.
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APPENDIX C

Glossary

Al Overview: A Google-generated summary that may appear above or within traditional search
results.

Answer Engine Optimization (AEO): The practice of structuring content so answer systems can
find, understand and present it clearly.

Generative Engine Optimization (GEO): Efforts to improve how a brand or source is represented
and cited in generative Al responses.

Al Recommendation Gap™: The difference between a firm’s real-world expertise and reputation
and the degree to which Al systems accurately understand, surface or recommend it.

Entity: A distinct person, organization, service, location, case or concept that a search or Al system
can identify and connect to other information.

Structured Data: Machine-readable information added to a webpage to clarify what the content
represents.

JSON-LD: A common format for adding structured data to webpages.
Schema.org: A shared vocabulary used to describe entities and relationships in structured data.
Knowledge Graph: A connected representation of entities and the relationships among them.

Zero-Click Search: A search in which the user receives an answer without visiting an external
website.

Recommendation Performance: The observed frequency, accuracy, prominence and consistency
with which a firm appears in relevant Al-generated answers.

About this paper

This Version 2 was developed as a new strategic draft using the original white paper as its
starting point. It intentionally shifts the center of gravity from explaining Al to examining
the law firm’s competitive exposure: market share, client acquisition, protection of existing
marketing investment and the risk of being excluded from the Al-generated shortlist.
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