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How people are using ChatGPT and other LLMs to search for businesses and solutions

The way people search for information is changing quickly. In the past, they would go to Google, type in a few keywords, and click through a list of links. That process relied heavily on traditional search engine optimization. Businesses competed to earn top spots on search results, knowing that visibility on the first page often led to traffic, leads, and sales. Today, something different is happening. People are turning to AI tools like ChatGPT, Claude, Gemini, and Perplexity to get straight answers to their questions. These platforms are not just changing how people find information. They are reshaping how customers discover businesses, make decisions, and solve problems.

Instead of typing fragmented keywords into a search bar, users now speak to these AI platforms in full, natural sentences. They ask specific questions and expect specific answers. When someone wants to know which CRM is best for their business, where to find a reliable private lender, or how to automate their client onboarding, they are no longer starting with a Google search. They are asking ChatGPT. This behavior reflects a deeper change in how people interact with technology. They are no longer willing to sift through dozens of websites to find what they need. They want fast, clear, and personalized answers.

People are using these AI tools to get recommendations, compare services, understand complex topics, and discover tools or professionals they can trust. A business owner might ask, “What are the best platforms for hosting a paid membership community?” or “Who are the top coaches helping veterans start businesses?” Instead of pointing to a list of websites, the AI gives a synthesized answer that combines insights from many sources. If your business is not included in that response, the user may never hear about you, even if your offer is a perfect fit.

The speed and convenience of these tools are part of their appeal. They remove the noise. A user no longer has to open five tabs, read through outdated blogs, or scroll past ads just to get to the point. ChatGPT and similar platforms deliver what the user needs in one answer. If the user wants more details, they ask a follow-up question, and the AI responds instantly. This conversation-style search is far more efficient and engaging than the old way of browsing through results.

This is especially important for service providers and local businesses. People are asking for recommendations for attorneys, dentists, real estate agents, and consultants based on specific needs. They want to know who understands their situation and who they can trust. Someone might ask, “What are the best real estate agents for military families relocating to Texas?” or “Where can I find a financial advisor who understands the needs of veterans?” The AI tools scan available data and respond with suggestions. If your business shows up in that answer, you gain trust immediately. If you are not mentioned, you miss the opportunity altogether.

We are also seeing professionals use these tools as private advisors. Business owners ask how to build a sales funnel, price their services, or structure their offers. Coaches and consultants ask how to craft their messaging or set up automated workflows. Entrepreneurs ask what tech stack is best for scaling their brand. These are high-value questions that used to require research, webinars, or consulting sessions. Now they are being asked directly to AI assistants. The businesses that are mentioned in the answers benefit from instant visibility and authority.

People are also using these tools for product discovery. Instead of searching for “best gifts for entrepreneurs” and browsing ten blog posts, they simply ask ChatGPT and get a curated list in seconds. If your product is referenced in those results, you get exposure. If not, you are invisible to the user. These AI tools are influencing decisions in real time, across every industry and niche.

Even hiring decisions are being shaped by AI. Users ask, “What are the best platforms to find a ghostwriter?” or “Who are the most recommended business coaches for introverts?” These questions generate lists, comparisons, and summaries that guide the user’s choice. The AI pulls from online reviews, content, and other digital signals. If your presence online is strong and well-positioned, the AI may recommend you. If your messaging is unclear, inconsistent, or hidden behind generic language, you may be passed over.

People trust these AI answers because they are fast, simple, and feel personal. There is a growing confidence in the results generated by tools like ChatGPT. In many cases, users will not verify the response with additional searches. They are taking the answer at face value. That means you only get one chance to be included in that answer. Your business must be visible, your content must be clear, and your expertise must be positioned in a way that AI tools can recognize.

The information these platforms use is not pulled from live Google searches. It comes from training data, public websites, structured content, and sometimes integrated plugins. This means you need to think differently about where your content shows up. Are you featured on platforms like Medium, Substack, Quora, or LinkedIn? Are you mentioned in online reviews or public directories? Do you publish content that explains your services in a way AI can understand? These questions are at the heart of visibility in the AI-powered world.

Let’s say you run a consulting firm for small business automation. If someone asks ChatGPT, “How do I automate my service business to save time?” the AI may provide a strategy and mention tools, software, or experts. If your name, business, or content has been published in the right places and framed with clarity, you may be included in that answer. If not, someone else will take your spot. It is not about who is the best. It is about who is the most visible and clearly defined.

This shift means your authority must be digital and distributed. Having a good website is not enough. You need to be active on the platforms that AI tools learn from. You need to provide value through educational content, share your expertise in Q&A forums, and publish insights that establish your position in your market. AI platforms are trained to recognize authority, clarity, and consistency. Your job is to give them what they need to trust and recommend you.

Consumers are no longer clicking their way through the internet. They are talking their way to answers. Every question they ask is an opportunity for your business to be discovered, trusted, and chosen. If you understand how these tools work and how people use them, you can shape your strategy to align with this new behavior. You can write content that answers questions clearly, publish material where it counts, and show up with purpose.

This is the future of business visibility. The way people find solutions has changed. They are asking questions, not typing keywords. They are having conversations, not scrolling through ads. If you want to grow your brand, attract clients, and stand out in a crowded market, you need to show up where the conversation is happening. You need to optimize your presence so that when AI platforms deliver answers, your business is included.

The companies that adapt to this now will dominate attention in the years ahead. They will earn trust quickly, generate leads without cold outreach, and become known as the go-to experts in their space. People are searching differently. They are looking for confidence, clarity, and convenience. Be the business that gives them all three. Be the answer.


Key differences between traditional search engines and LLM-based tools

Understanding the difference between traditional search engines and large language model-based tools like ChatGPT, Claude, and Gemini is one of the most important steps for any business owner looking to gain visibility in today’s digital world. These platforms may seem similar on the surface since both help people find information, but the way they work, what they prioritize, and how they deliver results are entirely different. If you want to grow your brand and remain competitive, you need to know how each of these systems functions and how they influence what people see.

Traditional search engines rely on crawling, indexing, and ranking websites across the internet. They look at hundreds of signals to decide which content to show for a given query. These include keyword density, domain authority, backlinks, load speed, mobile responsiveness, and user behavior. The goal is to deliver a ranked list of relevant websites the user can click on and explore. In this environment, content creators play a game of optimizing every technical piece of the puzzle to try and land a spot on the first page. The more optimized your site, the more likely you were to be seen.

Large language model-based tools like ChatGPT, on the other hand, do not present a list of links. They provide a direct answer, written in a conversational tone, generated from a combination of their training data and retrieval systems. When a person types a question into ChatGPT, the response they get is not pulled from a single website. It is synthesized from knowledge the AI has learned during training and, in some cases, pulled from a database of trusted content. The answer is presented in plain language, often with step-by-step detail, offering immediate value. This completely changes the search experience.

Instead of clicking through multiple links, users now get a single, refined answer within seconds. That answer might include comparisons, instructions, definitions, or recommendations. In many cases, users never need to visit a website at all. They get what they came for right there in the conversation. This makes large language models extremely efficient and user-friendly, especially for people who want fast answers and minimal decision fatigue.

One of the most noticeable differences between the two systems lies in how they prioritize content. Traditional search engines rely heavily on popularity and optimization. The more backlinks you have, the better you rank. The more your content aligns with keywords, the more visible you become. These algorithms can be manipulated. In fact, entire industries were built around helping businesses game the system. Large language models do not operate on those same rules. Instead of focusing on links and keyword density, they prioritize clarity, relevance, and language structure. They are not measuring how many people link to your page. They are evaluating how well your content explains a topic, how helpful it is, and whether it aligns with the question being asked.

This shift changes what kind of content performs well. While long-form content still has value, it now needs to be written in a way that feels more like a helpful guide than a keyword-stuffed article. The AI is looking for clear explanations, natural tone, and well-structured answers. It favors content that sounds like a real person talking to another person. That means if you are used to writing for search engines, you need to adjust your voice. The content that succeeds in this new environment is content that serves, teaches, and communicates.

The trust dynamic is also different. In traditional search, users decide which result they want to trust. They look at the brand, the design of the site, reviews, and how well the page answers their question. In an AI-based interaction, users are putting their trust in the platform itself. If ChatGPT or Claude gives them an answer, they are more likely to accept it without double-checking. That means if your business is mentioned in the response, you benefit from a transfer of credibility. People trust you because the AI mentioned you. On the other hand, if you are not included, you may never be considered, even if your business is the best option available.

Another key difference is how each system handles updates and real-time content. Search engines regularly crawl the internet for new content and can index changes within hours or days. You can publish a blog post or update your services page and potentially see traffic right away. Large language models are different. Some are trained on static datasets that are not updated in real time. Others, like ChatGPT with browsing or plugin capabilities, can access live data if they are configured to do so. Either way, your content needs to be structured clearly and published in places the AI can understand and access, such as public directories, educational blogs, or widely used platforms like Medium or Substack.

Speed and efficiency are major factors in how users interact with these systems. In a traditional search, it may take several queries, multiple clicks, and time-consuming comparisons to find the right answer. With a language model, users get their answer in one interaction. This reduces the number of chances you have to catch their attention. You are either included in the answer or you are not. There is no second page to rank on. No second chance to impress. This makes visibility in LLMs even more competitive and more valuable.

User behavior is shifting as a result. People are now more likely to ask ChatGPT how to solve a problem than to search Google for blog posts. They are asking for product comparisons, service provider recommendations, strategies, and shortcuts. If your business creates content that answers those questions in a clear and helpful way, you stand a good chance of being referenced. If not, the AI will recommend someone else who has. And in that moment, the decision is made.

Another key point is how each system pulls its information. Search engines crawl public websites and evaluate them based on external factors. LLMs are trained on a combination of licensed data, open access material, and selected sources. That means if you are not showing up in those training sources, or if your content is not structured in a way that is easy to understand, your chances of being included in a response are limited. You need to publish your ideas in places that are part of the AI’s learning ecosystem. This includes popular blogs, community forums, public profiles, and educational platforms.

There is also a difference in what each system delivers to the user. Search engines deliver possibilities. They give the user a list of choices and let them decide. LLMs deliver decisions. They tell the user what the answer is, what the best option is, or how to do something step by step. That kind of authority has real influence. If you want to be the business that gets recommended, you need to be the business that teaches, explains, and adds value with every piece of content you publish.

Optimizing for a search engine is very different from optimizing for an AI assistant. SEO requires a technical mindset. You research keywords, track rankings, and test strategies. AIO, or AI Optimization, requires a teaching mindset. You need to anticipate what the user is struggling with and explain it in a way that makes sense. You need to write like a mentor, not a marketer. This shift is not just about tactics. It is about how you communicate your value.

For business owners, this change opens the door to new opportunities. You do not need to master every technical aspect of SEO to be visible. You need to be helpful, clear, and consistent. You need to show up where your audience is asking questions and contribute real answers. The AI tools are looking for voices of authority and clarity. If you can provide that, you can earn your place in the conversation.

Traditional search engines and large language models will continue to coexist, but their roles are different. Search engines are still useful for in-depth research, product catalogs, and visual content. LLMs are becoming the go-to for quick answers, strategic advice, and decision support. Both are powerful. Both require attention. But if your goal is to be included in the actual conversation your customers are having, you need to prioritize how your business shows up in AI-generated responses.

This shift is not the end of SEO, but it is the beginning of something much bigger. It is a movement toward more human, more intuitive, and more intelligent digital experiences. If you want to lead in this space, you have to adapt. The businesses that understand these differences and embrace the change will become the ones people trust, follow, and buy from.

Being found is no longer about outsmarting a search engine. It is about showing up as the trusted voice when someone asks for help. It is about becoming the answer. And the path to that starts with understanding how these systems think, what they value, and how you can position your message to align with both. This is the new game of visibility, and now is the time to play it well.


Why being visible in AI answers is the new competitive edge

There was a time when the only game in town for digital visibility was search engine optimization. Businesses fought to rank on the first page of Google because they knew that is where customers were looking. They invested in backlinks, keywords, blog posts, and technical structure. For a long time, it worked. But things have changed. AI platforms like ChatGPT, Claude, Gemini, and Perplexity are not just tools for answering trivia or writing code. They have become a new layer of search, one that does not display a list of options. Instead, it delivers a single answer. That answer is often the final stop for users. In that moment, if your business is not mentioned, you are invisible.

This is why being visible in AI answers is now the new competitive edge. It is not enough to be online. It is not enough to have a website. It is not enough to be on social media. If you want to grow your business, attract leads, and earn trust in today’s digital world, you need to be part































