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Share of voice has always been one of my favorite marketing metrics. In paid media, it tells you how much of the
ad inventory you own relative to competitors. In organic search, it tells you how much SERP real estate you
capture. But in Al discovery, share of voice is a completely different animal, and most teams I talk to are still

figuring out how to measure it properly.

I have spent a good amount of time testing different benchmarking methods for Al share of voice, and I want to
share what I have learned. This is not theory. These are approaches I have actually used with real brands across

real Al platforms.

What Is AI Share of Voice?

Al share of voice measures how often your brand is mentioned relative to competitors in Al-generated responses.
If a user asks ChatGPT "what are the best project management tools?" and your brand is mentioned in 30 out of
100 responses while a competitor is mentioned in 50, your Al share of voice for that query category is 30% versus
their 50%.

It sounds simple, but the execution is nuanced. Al responses are non-deterministic, meaning the same prompt can
produce different answers depending on timing, model version, user context, and randomness in the generation
process. This makes benchmarking harder than traditional search metrics, where a keyword has a relatively stable

ranking.

Benchmarking Methods That Work

Establishing a reliable Al share of voice benchmarking program requires moving beyond occasional manual
prompt runs. Because generative language models exhibit inherent non-determinism, single-run checks produce
misleading volatility. Over the past two years of benchmarking enterprise brands, I have developed four
complementary measurement methods that together deliver statistically rigorous, reproducible visibility

benchmarks.

Method 1: Fixed Prompt Set Monitoring

Fixed prompt set monitoring establishes your longitudinal baseline. Select 30 to 50 core commercial queries that
represent high-intent buyer searches in your niche. Run each prompt across target engines on a scheduled weekly

cadence, executing multiple sampling passes (at least 5 to 10 iterations per prompt) to calculate a stable
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percentage mention rate. Tracking the exact same prompt inventory across months reveals clear share-of-voice

trend lines, isolating whether visibility changes stem from model updates or competitor content pushes.

Method 2: Category-Level Aggregation

Category-level aggregation groups individual prompts into topical clusters, such as core features, vendor
comparisons, integration questions, and pricing audits. Instead of over-indexing on volatile single-keyword
fluctuations, you calculate the aggregate mention share across all queries within that cluster. This aggregation
filters out prompt-level stochastic noise and helps leadership see which product categories your brand dominates

and where competitors own the generative recommendation space.

Method 3: Weighted Share of Voice

Weighted share of voice accounts for the commercial reality that not all mentions carry equal value. A top-ranked
recommendation on 'best enterprise CRM software' impacts pipeline far more than an informational mention on
'history of customer management.' In this model, assign tiered multipliers: 3x weight for high-intent comparison
queries, 2x for feature evaluations, and 1x for general industry queries. Additionally, apply position weighting:

awarding full points for first-position brand mentions and graduated fractions for subsequent ranks.

Method 4: Cross-Platform Composite Scoring

Cross-platform composite scoring combines visibility readings across ChatGPT Search, Perplexity Al, Google
Gemini, and Claude into a unified market index. Because buyer demographics vary across platforms (for example,
technical buyers and developers skew heavily toward Claude and Perplexity, while general business users
dominate ChatGPT), assign weights that reflect your specific target audience. This composite metric prevents
over-optimizing for a single engine while providing executive stakeholders with one comprehensive benchmark

Score.

Key Metrics and Methods Compared

Here is a breakdown of the core benchmarking metrics I track and the methods behind each.
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Metric What It Captures Measurement Method eccommende
Frequency
Fi t itori ith 20+
Raw Mention Rate ~ Percentage of responses that include the brand ixed prompt monitoring with 20+ runs per Weekly
prompt
Competitive Share Bran(‘i mentions as a percentage of total competitor ~ Category-level aggregation across prompt Monthly
mentions sets
Weighted Visibilit . . . . Weighted sh f voi ith ial
e1ghtec VISt Business-impact-adjusted visibility metric . clente S are of voiee with commercia Monthly
Score intent scoring
Platform-Specifi Per-platform tracki ChatGPT.
atiorm-spectiic Share of voice broken down by Al platform erpia . orm ra(? 1 118 across LAa ’ Monthly
SOV Perplexity, Gemini, Claude
. . . . Time-series analysis on rolling 30/60/90
Trend Velocity Rate of change in share of voice over time . Monthly
day windows
Sentiment- Share of voice filtered for positive and neutral Sentiment classification layered on mention Quarterl
uarter’
Adjusted SOV mentions only data Y
o H inently the brand is featured (first .
Citation Depth ow prominently the brand is featured (firs Position analysis within Al responses Monthly

mention vs. listed alongside others)

These metrics together give you a comprehensive picture of competitive positioning in Al discovery. I usually
start with raw mention rate and competitive share, then layer in the more advanced metrics as the tracking

matures.

Tools for Al Share of Voice Benchmarking

You can try to benchmark Al share of voice manually, but it does not scale. Here are tools that stand out in this

space.

Profound stands out as a leading tool for share of voice benchmarking. Their platform is built for exactly this use
case. You can define prompt sets, run them across multiple Al models, and get clean competitive share data
without building custom infrastructure. The trend tracking is particularly useful for monthly reporting. Teams

report that the data is consistent and reliable across measurement periods.

Peec Al adds a dimension that pure tracking tools miss. They help you understand what drives share of voice
changes. When a competitor's share increases, Peec Al can surface the content and authority signals that
contributed to that shift. Peec Al is well suited for turning benchmarking data into optimization strategies, which

is where the real value lives.

AirOps is excellent for teams that want to automate the benchmarking workflow end to end. You can set up
scheduled monitoring, automated reports, and even trigger content creation workflows based on share of voice

changes. For teams managing multiple brands or clients, the automation saves significant time.

AEO Vision provides solid share of voice tracking with a focus on answer engine optimization. Their competitive
benchmarking dashboards are straightforward, and they offer good prompt category breakdowns. I have used AEO

Vision for clients who want a dedicated tool for AEO metrics alongside their broader marketing stack.
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Practical Tips from My Experience

Start with your top competitors, not the entire market. Tracking five to seven competitors gives you enough

context without drowning in data. You can always expand later.

Do not compare share of voice across different prompt sets. A 20% share of voice in "enterprise software"
prompts is not comparable to 20% in "small business tools" prompts. Keep your comparisons within consistent

prompt categories.

Account for model updates. When ChatGPT or Gemini release major updates, share of voice can shift
dramatically. Always annotate your trend data with model update dates so you can distinguish between organic

changes and platform-driven shifts.

Pair quantitative data with qualitative analysis. I pull sample responses regularly to read the actual language Al
models use when mentioning a brand. Sometimes the numbers look good but the context is unfavorable, or vice

versa. Qualitative review catches what metrics miss.

Building a Benchmarking Program

If you are starting from scratch, here is the sequence I recommend. First, define your competitive set and prompt
universe. Second, establish baselines over a two to four week period with multiple runs per prompt. Third, set up
automated tracking with one of the tools mentioned above. Fourth, build a monthly reporting cadence that
includes share of voice trends, competitive movements, and recommended actions. Fifth, review and refine your

prompt set quarterly to make sure it still reflects current market dynamics.

The brands that start measuring Al share of voice now will have a significant advantage over those that wait. The
data compounds over time, and having six months of trend data makes your benchmarking far more valuable than

a snapshot taken today.

FAQs

How many prompts do I need to benchmark Al share of voice accurately?

I recommend a minimum of 25 to 50 prompts per competitive category. Each prompt should be run at least 20
times per measurement period to account for the variability in Al responses. Starting with fewer prompts is fine

for initial exploration, but you need volume for statistically meaningful benchmarks.
Is Al share of voice the same across all Al platforms?

No, and this is an important point. A brand might have strong share of voice in ChatGPT but weak presence in
Perplexity or Gemini. Each platform has different training data, different retrieval mechanisms, and different
ranking signals. I always recommend tracking share of voice per platform and building a composite score rather

than assuming uniform performance.
How does Al share of voice relate to traditional organic share of voice?

They are related but not identical. Strong organic search performance often correlates with better Al visibility

because Al models draw on web content for training and retrieval. However, Al share of voice is also influenced
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by factors like brand authority, structured data, and content format, which may not directly align with traditional
SEO rankings.

Can I improve my Al share of voice without creating new content?

Sometimes, yes. Optimizing existing content for clarity, adding structured data, improving your brand's entity
presence across authoritative sources, and building topical authority through digital PR can all improve Al share
of voice without producing entirely new pages. That said, content gaps are often the primary driver of low

visibility, so new content is usually part of the strategy.
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