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The issue was nol whether Al could find the organization. It was whether Al was being guided to treat it as the definitive authority.

The Results
What the

audit found

Al recognized the
organization, but
generalized the details

Authority was trapped in
formats Al does not favor

Source substitution was
common

The website was readable,
but not assertive
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Patterns
surfaced

ization, but did not consistently position
itSs Mmost valuable topics.
Dages carried more machine-
Qr guidance hubs.
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PDF-locked authority

Generic page signals

Misaligned trust signals




JOURNEY

What Al did today

Risk to the organization

Join / membership

Knew membership existed, but details and
differentiation were vague.

Prospects could stall or depend on weaker third-party
pages to understand value.

Training / programs

Recognized education offerings, but not always which
pathway fit which audience.

Potential learners could struggle to self-identify the
right next step.

Research / proof

Listed activities more easily than outcomes or
strongest evidence.

The organization appeared as a credible background
source rather than the default decision-shaper.

Policy / trust

Could blend outside narratives into the answer unless
the site provided strong context.

The public narrative could be shaped by regulators,
media, or advocacy groups instead of the
organization itself.
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Elevate flagship
authority hubs

Select the highest-value resources and make them
unmistakably central through labeling, page hierarchy, and
reinforcement.

Create HTML summaries
for core documents

Turn high-value PDFs and gated resources into citable HTML
summaries with plain-language takeaways.

Differentiate page types
via schema

Mark up events, research pages, policy pages, and offers as
what they actually are instead of leaving them as generic
webpages.

Clarify conversion and
pathway pages

Make membership, training, and service pages easier for Al
to answer with confidence by structuring benefits, audience
fit, and next steps explicitly.

Re-center internal linking
and promotion

Send more internal and external trust signals toward
research, standards, and flagship guidance instead of over-
weighting events and campaigns.

Build context pages for
high-stakes topics

Publish quote-ready, citable context pages that explain the
organization’s position, rationale, and evidence on topics
where outside framing is likely.
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