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The uncomfortable truth about your own website

Here's something most brands don't want to hear: when an Al engine answers a question about your
company, your own website is one of the /east influential sources in the room. Not because your site is
bad — because the model already knows your site is you talking about yourself. Of course you say
you're the best. Every homepage does. So the model does what any careful researcher does: it cross-
checks.

What it cross-checks against is everything else the web says about you — reviews, articles, forum
threads, directories, podcast mentions, comparison pages, the bios on other people's sites. And here is
the mechanism that quietly decides whether you get recommended: an Al system will confidently
state as fact the things it sees corroborated across several independent sources, and it will
hedge, soften, or simply omit the things only you claim. | call this the corroboration effect, and
once you see it, a lot of otherwise-baffling Al answers start to make sense.

Why models lean on consensus

Answer engines are built to do one thing above all: give a confident, correct, defensible answer. That
goal shapes everything about how they choose what to repeat. A claim that appears in one place —
your site — is a data point. The same claim appearing in your site, a trade publication, a handful of
reviews, and a Reddit thread is a pattern, and models trust patterns. Corroboration is how a machine
approximates trust without being able to independently verify anything.

This is the same instinct a good journalist has: one source is a tip, three independent sources is a
story. The models have industrialized that instinct. When your positioning shows up consistently across
sources that don't share your incentives, the model stops treating it as a claim and starts treating it as
background fact — the kind of thing it will state plainly and even build a recommendation on.



The flip side is just as important. When the web tells a fragmented or contradictory story about you —
your name spelled two ways, your category described three different ways, an old tagline fighting a
new one, a bad review that no one answered — the model does what it's trained to do with uncertainty:
it hedges, or it leaves you out and names someone whose story is cleaner. You didn't lose because
you were worse. You lost because you were ambiguous, and ambiguity is expensive in a world where
the answer has to sound sure of itself.

Your homepage is one vote in a much larger election

It helps to think of every answer about your brand as a small election, and every source on the web as
a ballot. Your homepage gets one vote. But so does every review, every directory listing, every article
that mentions you, every forum post where someone asks "is [your brand] any good?" Add them up
and the off-site sources vastly outnumber and outweigh the one page you fully control.

Most marketing effort goes into the one vote you own and almost none into the hundreds you don't.
That's backwards for AEO. The teams winning in Al answers have figured out that the leverage isn't in
polishing the homepage for the fiftieth time — it's in shaping the chorus of other sources the model
actually weighs.

What corroboration is built from

Not every off-site source counts equally. Based on what we see testing thousands of prompts at
Alrecommend.ai, a few categories carry most of the weight.

¢ Independent editorial coverage. A mention in a publication the model already trusts is worth many
self-published words, because it's a source with no incentive to flatter you. This is why earned media
compounds in AEO the way backlinks once did in SEO.

¢ Reviews and reputation platforms. The models read what your customers say, in aggregate and
in specifics. A consistent, credible review profile corroborates your quality claims; a thin or
contradicted one undercuts them.

e Community discussion. Forums and Q&A threads are where real people compare options in their
own words. When your brand recurs there described the way you'd want, that's high-trust
corroboration precisely because you didn't write it.

¢ Directories and structured listings. Consistent category, location, and description data across the
places that catalog businesses gives the model a stable factual skeleton to hang everything else on.

e Consistent bios and profiles. Every place a person or company is described — author bios,
speaker pages, social profiles, partner sites — is a chance to either reinforce one clear story or
muddy it.



Notice the through-line: the sources that matter most are the ones you don't directly control. That's not
a bug. It's the entire reason corroboration is trustworthy to a machine, and the entire reason it's the
most defensible advantage you can build. Anyone can rewrite their homepage this afternoon. Building
a web-wide consensus takes real work over real time, which is exactly why the brands that do it are
hard to dislodge.

How to build corroboration on purpose

This is a program, not a task, but it runs on a few concrete moves you can start now.

1. Lock one description and propagate it

Write one crisp, true sentence about who you are and what you do — the way you'd want an Al to say
it — and then make that exact framing appear everywhere you have a presence. Profiles, directories,
bios, press boilerplate, partner pages. You're teaching the model a single, repeatable story.
Inconsistency here is the most common self-inflicted wound in AEO.

2. Earn genuine third-party mentions

Get described by sources that aren't you: contributed articles, interviews, podcast appearances, being
quoted as an expert, original data others cite. Each real mention is another independent ballot in your
favor. One credible placement outperforms a month of self-publishing, because it's the kind of source

the model is built to weight heavily.

3. Hunt and fix contradictions

Audit what the web currently says about you the same cold way you'd audit a competitor. Search your
name across the engines and read what comes back: wrong facts, outdated descriptions, a review you
never answered, two different versions of your story. Every contradiction you resolve removes a reason
for the model to hedge. This unglamorous cleanup is often the fastest win available.

4. Give the community something true to repeat

You can't fabricate forum consensus — and you shouldn't try; the models and the communities both
punish it. But you can make yourself genuinely worth mentioning, show up authentically where your
category is discussed, and make the accurate version of your story easy to find and easy to repeat.
Corroboration you earn is the only kind that lasts.

The mindset shift

The hardest part of all this is psychological. Everything in marketing trains you to control the message,
and the corroboration effect says the message you most need is the one you can't fully control. My



honest read — offered as a practitioner's view, not a law of nature — is that this only gets more true as
models get better at attribution and at telling earned signal from manufactured noise. The brands that
internalize it now, and start building an honest, consistent, web-wide story about themselves, are
teaching the engines a version of events that later entrants will have to fight to overwrite. That head
start compounds. The chorus is the strategy — go conduct it.

Key takeaways

+ Al models state as fact the things they see corroborated across multiple independent, credible sources
— and hedge or omit the things only you claim.

4+ Your homepage is one vote. Reviews, publications, forums, directories and third-party mentions are the
rest of the ballot, and together they outweigh you.

+ Consistency is the mechanism: when every source describes you the same way, the model treats it as
settled; when the story is fragmented, the model gets cautious.

+ You cannot fully control the answer from your own domain — which is exactly why off-site corroboration
is the most durable AEO advantage and the hardest to fake.

+ Build it deliberately: standardize your core description everywhere, earn independent mentions, and fix
contradictions before they harden into what the model believes.

4+ Audit what the web currently says about you the same way you'd audit a competitor — the gaps are
your roadmap.

Frequently asked questions

What is the corroboration effect in Al search?

It's the tendency of Al answer engines to treat a claim as fact when they see it repeated across multiple
independent, credible sources, and to hedge or drop a claim they see in only one place. Because models are
trying to give confident, defensible answers, consensus across the web carries more weight than any single page

— including your own.

Why isn't my own website enough to control what Al says about me?

Your site is a single, self-interested source. Models know that, so they cross-check what you say against reviews,
publications, forums, directories and other third parties. If those sources are thin, inconsistent, or contradict your
site, the model won't confidently repeat your version. The answer is built from the whole web, not your homepage
alone.



How do I build corroboration for my brand?

Standardize one clear description of who you are and what you do, and get it echoed everywhere you appear —
profiles, directories, bios, press. Earn genuine independent mentions in sources the models trust, and hunt down
and fix contradictory or outdated descriptions. It's slower than editing your own pages, which is precisely why it's
a durable advantage.
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