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The B2B SaaS AI visibility guide: what
your buyers are asking AI, and how to
show up
B2B buyers now start vendor research in ChatGPT and Perplexity, and 33% buy from
vendors they'd never heard of before. Here's the full playbook: review platforms, versus
pages, crawler access, and schema.

AIVIARA RESEARCH  ·  MAY 2026

A software buyer researching vendor options in 2026 often begins the process without
visiting a single website. They open ChatGPT or Perplexity, run a comparison query, and
work from there. This behaviour is already mainstream. The competitive question is whether
a vendor appears during that research process at all.

G2's April 2026 survey of 1,076 B2B decision-makers found 51 percent of buyers now start
their vendor research with AI chatbots rather than Google, up from 29 percent twelve
months earlier. A further 71 percent use chatbots as part of their research at some point. Of
those, 69 percent chose a different vendor than they had planned before the chatbot
interaction. And 33 percent purchased from vendors they had never previously heard of.

That last figure is easy to overlook. A third of purchases going to previously unknown
vendors is not a marginal shift. It changes how vendors enter consideration in the first place.
Loganix's April 2026 synthesis of six independent studies found 73 percent of B2B buyers
now use AI tools in their purchase research process, while only 22 percent of marketers
track AI visibility at all.

G2 · APRIL 2026 · N=1,076

33% of B2B buyers purchased from vendors they had never previously heard of
after AI chatbot guidance.

The content strategy that earns AI citation is not identical to the one that earns Google
rankings. The overlap exists, but the retrieval patterns are not the same. Most B2B content
libraries were not built for retrieval systems synthesising answers.
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What buyers are asking AI
Four query types account for most B2B SaaS research in AI assistants, and they do not all
behave the same way.

Problem-oriented questions ("how do I reduce churn?") and educational category queries
("what is revenue intelligence?") typically run off training data. No live web retrieval is
triggered. The AI draws on what it already knows, which means recently published pages or
vendors without strong training-data representation may be invisible regardless of how well
the content is structured.

Tool-comparison prompts ("best CRM for startups") and alternatives queries ("alternatives
to Salesforce") reliably trigger live web retrieval. Metricus tested 182 prompts across
ChatGPT, Gemini, and Perplexity in March 2026, specifically designed to reflect buyer
behaviour. Problem-oriented and educational queries almost never activated web search.
Comparison prompts did so consistently.

For content strategy, that means sequencing priority. Pages built for live retrieval have their
highest influence on comparison and alternatives queries. Those happen to be the
highest-intent, bottom-of-funnel searches. A buyer running a comparison prompt is, by
definition, close to a decision.

Stridec's April 2026 analysis identifies four named query categories: integration questions
(what does this connect to?), alternatives questions (what else does what this does?),
use-case questions (what does this handle?), and category-definition questions (what is this
category?). Each maps to a different buying stage. Each type of content that answers them
well is structurally different from the others.

What gets referenced for B2B SaaS queries
When AI engines retrieve pages to build an answer for a B2B SaaS query, a consistent
pattern has emerged across independent studies: third-party sources are selected
significantly more often than vendor-owned content.

Onely's December 2025 analysis found third-party sources are 6.5 times more likely to
appear in AI results than company websites. When Metricus ran comparison prompts in
March 2026, third-party review platforms and analyst firms dominated the
recommendations even when vendor-owned content appeared in the underlying retrieval
results.
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ONELY, DECEMBER 2025

Third-party sources are 6.5× more likely to appear in AI results than company websites.

Format matters. The Digital Bloom's December 2025 report, covering 680 million AI
citations, found comparative listicles captured 32.5 percent of citations, the highest of any
content format. Onely's data shows listicles at a 25 percent citation rate against 11 percent
for standard blog posts and lower still for press releases and product pages written primarily
for promotion.

Recency is a substantive signal, though the window is not fully settled. Onely found 76.4
percent of ChatGPT's most-cited pages were updated within the last 30 days. Metricus
found content updated within 90 days received preferential treatment over older material
covering identical topics. The two findings are not contradictory; they likely reflect different
platforms and query types. Either way, content unchanged for six months is competing
against fresher versions of the same information, and the citation data suggests freshness
affects selection probability in both systems.

The Digital Bloom found that adding statistics to content increases AI visibility by 22
percent; named-source quotations add 37 percent. Both are independent signals from
format and recency.

The review platform layer
Third-party review platforms are not a secondary channel for B2B SaaS AI visibility. For
many comparison and alternatives queries, they are the primary one.

Hall's citation analysis of 456,570 AI references from May–June 2025 found GetApp leading
ChatGPT B2B Software citations at 47.65 percent, with G2 at 8.25 percent. For Microsoft
Copilot, SourceForge led at 21.33 percent with G2 at 11.70 percent. G2's own tracking data
from November 2025 showed its visibility growing from 6.3 percent globally in August 2025
to 14.9 percent in October, reaching a position where it appeared in roughly one in five
software discovery searches.

These platforms surface in AI responses because they aggregate what AI engines prefer for
comparison queries: head-to-head feature grids, real user reviews with specific use cases,
pricing ranges, and category tagging. Established review platforms usually dominate those
query types even when vendor-owned content is retrieved.
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Uncited.ai's March 2026 analysis identifies brands with fewer than 50 G2 reviews as
effectively invisible for comparison queries. That is a practitioner observation from pattern
analysis, not a published G2 policy. But the directional signal is consistent: thin review
presence means thin footprint in the platforms that dominate B2B SaaS AI results for
competitive queries.

G2's April 2026 survey found 45 percent of buyers cite software review sites as the most
confidence-inspiring signal in an AI response. Not the AI's own recommendation. The
review platform data behind it.

G2 APRIL 2026 SURVEY OF 1,076 B2B DECISION-MAKERS

45% of buyers cite software review sites as the most confidence-inspiring signal in an AI
response — not the AI's own recommendation.

Comparison content is the highest-return owned
channel
Versus pages and alternatives content are where the majority of bottom-of-funnel AI citation
action concentrates, and they are chronically underbuilt in most B2B content libraries.

Metricus's finding on retrieval behaviour means comparison prompts are the query type that
pulls fresh web results. Averi's May 2026 study of 680 million citations found comparison
tables add 47 percent to citation rates in Google AI Mode. Stridec's analysis points to a
feature and pricing grid followed by a written narrative as the format that performs best for
these queries.

Many B2B SaaS brands either lack dedicated versus pages or have built them as argument
rather than reference. A page framed as "Why we're better" and organised around benefit
claims cannot be cleanly pulled as an answer to a neutral comparison query.

A comparison page that AI can actually use looks different:

Not this: "Our customers consistently choose [Product] over [Competitor] for superior
support, faster implementation, and more powerful analytics that deliver real outcomes."

This: "[Product] vs [Competitor]: Pricing. [Product] starts at $X/seat/month on annual
contracts; [Competitor] at $Y. Data refresh: [Product] updates contact records daily;
[Competitor] weekly. CRM integrations: both connect natively to Salesforce and HubSpot;
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[Product] includes Outreach and Salesloft; [Competitor] requires Zapier for both. Average
implementation time reported by customers: [Product] 2–4 weeks; [Competitor] 6–10
weeks."

The second version answers the comparison query. The first cannot be cleanly extracted
regardless of how much traffic the page receives.

The optimisation plan
These steps are sequenced roughly by return relative to time invested.

Step 1: Check crawler access before touching content. The first question is whether AI
crawlers can reach the site at all. Check robots.txt for blanket AI-agent disallow rules. These
became defaults in many enterprise CMSs and security hardening templates in 2023–2024
and often block AI indexing crawlers without anyone having made an active decision to do
so. Specifically check for PerplexityBot and OAI-SearchBot access. These two crawler rules
are most likely to affect B2B discovery queries. If either is blocked, unlocking them is the
fastest available return before any content work begins.

Step 2: Build review platform presence to a meaningful threshold. If you have fewer than 50
reviews on G2 or GetApp, prioritise increasing that number before focusing on content
restructuring. Request reviews from current customers systematically. Pay attention to
which G2 categories you are listed under. AI engines surface profiles within the specific
categories buyers are browsing, and a miscategorised profile contributes less than a
correctly categorised one with fewer reviews.

Step 3: Create or rebuild your versus and alternatives pages. Build a dedicated
head-to-head page for each significant competitor. Build it around parseable data: pricing
ranges, feature differences by tier, integration scope, implementation timeline, and
use-case fit. H2 headers should reflect how a buyer phrases the question. "Pricing" and
"Integrations" work; "Why we lead on value" does not.

Add a dedicated alternatives page covering the full category ("Alternatives to [Product]" or
"[Category] alternatives"). These are the prompts buyers run when evaluating the category
rather than comparing two specific tools.

One failure mode worth flagging: alternatives pages written primarily to funnel readers
toward your product tend not to earn AI citations because they read as conversion copy
rather than reference material. A genuinely useful alternatives page that covers your
product alongside others is more likely to surface than one that treats competitors as
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afterthoughts.

Step 4: Build one page per integration partner. Stridec's April 2026 analysis found dedicated
integration pages, each covering supported features, authentication method, setup time,
and sync behaviour, significantly outperformed consolidated integration grids for AI citation
rates. If your site has an integrations page listing 80 tools in a table, that page cannot
answer the query "does [Product] integrate with [specific tool] and what does that
integration do?" A dedicated Salesforce integration page with those specific fields can.

Step 5: Restructure section intros for direct-answer extraction. AI engines extract specific
passages rather than whole pages. A section that opens with context narrative before
reaching the direct answer pushes the citable material away from where retrieval systems
most consistently pull from.

Most B2B SaaS category pages open with framing: *"As B2B sales cycles grow more
complex, revenue operations teams need tools that can surface the right insights at the right
moment."* Restructured for retrieval: *"[Product] is a revenue intelligence platform for B2B
sales teams. It identifies deal risk, surfaces historical win-rate patterns by rep and segment,
and flags accounts approaching churn risk based on usage signals. Primary users are sales
managers and VP Sales at 50–500 person companies."* The second version answers a
question. The first cannot be cleanly extracted.

For existing pages that currently rank in Google's top 5 for target keywords, do not rewrite
them wholesale. Add answer-first section intros and a targeted FAQ block at the bottom of
the page without replacing the existing structure.

Step 6: Add schema markup to priority pages. SoftwareApplication schema is the most
relevant type for B2B SaaS products and the most commonly absent. FAQPage schema on
comparison and use-case pages helps AI engines identify answer-first content they can pull
directly. Onely's December 2025 data found pages with Knowledge Graph entries are 4.2
times more likely to appear in AI Overviews; schema markup broadly yielded 2–3 times
higher citation rates in that analysis.

Check whether your pricing and core product pages render via JavaScript.
Client-side-rendered pricing content is invisible to AI crawlers that do not execute
JavaScript, and it is one of the five most common B2B SaaS AI visibility failures identified in
Uncited.ai's March 2026 analysis.

Step 7: Publish original data. Proprietary statistics and benchmarks are a citation signal that
vendor-owned content can actually earn in competition with third-party sources. A
benchmark with a named methodology, sample size, and publication date is more citable
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than a round number attributed to internal estimates. If you run customer surveys or product
usage analyses, the format matters: headline figure, brief methodology note, and supporting
detail in a crawler-readable page structure.

How to know it's working
Standard analytics will not give you a reliable picture. AI engines do not consistently pass
referral data in a form that surfaces cleanly in GA4.

Direct query monitoring is more reliable than analytics for most teams right now. Run the
prompts your buyers are most likely to ask in ChatGPT Search, Perplexity, and Google AI
Mode. Record whether your content appears in the sourced citations. Track it weekly,
covering category-level questions, your major versus queries, use-case prompts, and
integration questions buyers run. Establish a baseline before making changes.

DerivateX's April 2026 study of 50 B2B SaaS companies found an average AI Presence
Score of 56.9 out of 100, with 44 percent of companies scoring below 50. The spread within
categories is substantial. Within workflow automation, Zapier scored 63 and Make scored
40 for the same set of buyer-intent prompts. That variation is not explained by company
size. It reflects different content strategies and review platform investment.

What this playbook won't achieve
For many comparison and category queries, the top AI results will be GetApp, G2, and
Capterra regardless of how well your own versus pages are structured. The realistic goal for
owned content is to appear alongside those platforms, not displace them.

Cross-platform AI visibility is genuinely different work on each platform. Only 11 percent of
domains are referenced by both ChatGPT and Perplexity, per Averi's May 2026 analysis.
What surfaces in Google AI Overviews does not reliably transfer. The technical prerequisites
need to be managed separately: Bing indexing for ChatGPT Search, PerplexityBot access
for Perplexity's standing index.

Google AI Overviews are the AI system where traditional SEO transfers most directly. Averi
found 92.36 percent of Google AI Overview citations come from domains ranking in the top
10 for the query. ChatGPT and Perplexity draw from more varied source pools, which
creates more opportunity for brands outside the category's top domains, though it also
means you cannot rely on organic rank alone.
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Training-data queries are a different problem from retrieval queries. For educational and
category-definition questions that do not trigger live retrieval, the retrieval optimisation in
this playbook does not apply. Brand search volume shows the strongest correlation with AI
citations in those cases (correlation coefficient 0.334, per The Digital Bloom's December
2025 analysis), which points to brand recognition as the primary lever rather than content
structure.

Whether the AI visibility advantage compounds as more B2B SaaS brands invest is an open
question without longitudinal data to settle it. The category leaders today built their review
platform presence and comparison content over years of conventional marketing
investment, not through AI-specific optimisation. What that means for the ceiling of this
playbook (whether it gets harder or easier as more brands execute) is genuinely unclear
from the available evidence.

For many B2B SaaS brands, the vendors surfaced in AI buying workflows are not their own.
The brands that change that picture usually invest in review platform presence, versus
content, and crawler access. Most brands showing up reliably for competitive queries in AI
responses have invested in at least two of those. Most have not.

Aiviara is building infrastructure for monitoring AI brand citations and factual accuracy
across LLM platforms. Early access information is available at aiviara.com.
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