THE AI SEARCH READINESS CHECKLIST
Can AI find you, read you, and recommend you?
A practical, evidence-first checklist for making a business visible to AI assistants (ChatGPT, Claude, Perplexity, Google's AI results) without buying anything. Every item here is backed by published research or the platforms' own documentation. Nothing here requires a subscription, a proprietary score, or a special file.
Alex Lockey, alexlockey.com. August 2026. Shared as-is: work through it with whoever runs your website.
	The whole game in four lines: rank in normal search, let the AI crawlers read your site, get mentioned on sites that are not yours, and publish content worth quoting.


Part 1. Can machines read your site at all?
AI crawlers do not run JavaScript and they give up quietly when blocked. Most businesses that are invisible to AI are invisible for one of the four reasons below, and most fixes take under an hour.
	Done
	The check
	How to check it
	What good looks like

	
	AI crawlers are not blocked by your server or firewall
	Ask your web team to request your homepage using the user agents GPTBot, ClaudeBot, OAI-SearchBot and PerplexityBot (one curl command each) and confirm the response is 200, not 403
	Every AI user agent gets the same page a browser gets. Any block is a decision you made on purpose, not a leftover firewall rule

	
	robots.txt exists and declares your sitemap
	Visit yourdomain.com/robots.txt in a browser
	A real file loads. It states any bot rules you actually want, and contains a Sitemap: line pointing at your sitemap

	
	Your content is in the HTML, not painted in by JavaScript
	View source on a key page (right-click, View Page Source) and search for a sentence from the page
	The words of the page appear in the raw source. If the source is a near-empty shell, AI crawlers see nothing

	
	One canonical address, everything redirects to it
	Try http://, https://, with and without www. All four should end at one address
	Three of the four redirect to the fourth, on https

	
	Your sitemap is honest about dates
	Open yourdomain.com/sitemap.xml and look at the lastmod dates
	Dates reflect when content actually changed, not when the site was last deployed. No junk URLs (cart, account, placeholder tags)


Part 2. Does your site say what you are?
AI systems assemble an entity picture of your business from your titles, descriptions, and structured data, then cross-check it against the rest of the web. Blanks and contradictions cost you answers.
	Done
	The check
	How to check it
	What good looks like

	
	Homepage title says what you do, not just who you are
	Look at the browser tab on your homepage
	Name plus category plus a differentiator. 'Home' or the bare company name is a wasted slot

	
	Every key page has a written meta description
	Web team check, or view source and look for meta name="description"
	A specific one or two sentence answer to 'what is this page', not blank, not boilerplate

	
	Organisation structured data is filled in
	Web team check for JSON-LD in the page source, or paste a URL into validator.schema.org
	One Organization block with real name, address, phone, description, and sameAs links to your LinkedIn page and other profiles. Empty template stubs are worse than nothing

	
	Articles carry dates and named authors in the code
	Check a recent news or insight page in validator.schema.org
	Article markup with datePublished, dateModified, and a named human author. Machines cannot cite what they cannot date or attribute

	
	One H1 per page, and it earns its place
	Web team check, or browser extension like HeadingsMap
	A single H1 stating the page topic. Not 'Home', not nine H1s from a template

	
	Name, address, phone consistent everywhere
	Compare your site's contact page against your Google Business Profile and directory listings
	Identical details everywhere, including one set of opening hours


Part 3. Is the content worth citing?
People do not type keywords into AI tools, they describe situations: 'we need to appoint a structural engineer for a retrofit project, what should we ask?'. The AI then quietly searches for the boring version ('best structural engineers retrofit UK 2026') and stitches an answer from pages that answer those sub-questions cleanly. You want to be the clean answer.
	Done
	The check
	How to check it
	What good looks like

	
	You have pages answering the questions buyers actually ask
	List the 10 to 15 questions a customer would realistically ask an AI before choosing you. Check whether a page on your site answers each one directly
	Each big question has one page whose heading is the question and whose first paragraph is the answer

	
	Your experts are named and credentialled on the page
	Read your last five articles
	Real names, roles, and credentials attached to claims. Anonymous content carries no authority signal

	
	Content contains specifics a machine can quote
	Read your key pages asking: is there a number, a named source, a concrete claim here?
	Statistics, dates, named standards and sources. Vague prose does not get quoted

	
	Your best pages are maintained, not reposted
	Check whether your cornerstone pages have been updated in the last six months
	One canonical page per topic, refreshed in place so its address accumulates authority, with an honest dateModified

	
	No mass-produced AI filler
	Gut check: would you sign every page personally?
	Volume does not drive AI citations, and unedited generated content at scale is now actively penalised by Google. Fewer, better, human-reviewed pages win


Part 4. Does the rest of the internet vouch for you?
This is the strongest lever and the least comfortable one, because it is not on your website. Across every major study, mentions of your brand on third-party sites predict AI visibility two to three times more strongly than backlinks. Roughly 85 to 90 percent of what AI answers cite is not the brand's own site.
	Done
	The check
	How to check it
	What good looks like

	
	LinkedIn company page exists, is complete, and is linked from your site
	Search your company name on LinkedIn
	Active page, correct details, linked via sameAs in your structured data

	
	You appear in the lists AI already cites
	Ask ChatGPT and Perplexity the 'best providers of X' questions for your category and note which roundup pages get cited
	Your name in those specific third-party lists and directories. Pitch the publishers directly, this is classic PR with a new payoff

	
	Trade press and industry coverage exists and is recent
	Search 'your company name' minus your own domain
	Named coverage in publications your buyers read. One good data-led story per quarter beats ten blog posts

	
	Review platforms are claimed and populated
	Check the platforms for your sector (Google reviews, Trustpilot, sector directories)
	Claimed profiles, recent reviews, consistent details

	
	Wikipedia and reference sites, where merited
	Search your company on Wikipedia
	If you have genuine notability (awards, press, history), the article exists and is accurate. Do not astroturf one


Part 5. Measure it (free)
1. Bing Webmaster Tools, AI Performance report. The first official report showing how often AI (Copilot) cites you. Free, takes minutes to set up.
1. A monthly prompt panel. Take the 10 to 15 real customer questions from Part 3, ask them monthly in ChatGPT, Perplexity, and Google's AI results, and record whether you are named, cited, or absent. A spreadsheet is enough. This is what the paid dashboards do.
1. Server logs. Ask your web team to report visits from GPTBot, OAI-SearchBot, ClaudeBot, and PerplexityBot. Their presence proves Part 1 is working.
1. Google Search Console. Still the substrate. AI answers overwhelmingly draw on pages that already rank somewhere.
What to ignore
Things being sold hard right now that have no evidence behind them:
1. llms.txt files and 'AI instruction' pages. No AI platform has confirmed reading them. A study of 137,000 sites found 97 percent of these files were never fetched by a single bot.
1. Proprietary 'AI visibility scores'. No platform publishes a citation algorithm, so there is nothing to score against.
1. Mass AI-generated articles. An active Google penalty surface in 2026, and citation data shows third-party presence beats owned volume anyway.
1. Link exchanges and 'backlink networks'. Against Google policy, and the risk is a manual penalty on a domain you care about.
	The rule of thumb: ask any provider for evidence. If the answer is a proprietary score or a special file, keep your hand on your wallet.


Questions, or want a second pair of eyes on what your web team comes back with? I'm at hello@alexlockey.com, or alexlockey.com.
