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Here's a move almost nobody optimizes for on purpose: going on other people's podcasts. Not to
chase downloads — to get cited. When you're a guest on a show, the episode gets transcribed, and
that transcript becomes text an Al can read, retrieve, and quote. A single good appearance can plant
your name, your take, and a verbatim quotable line onto a domain you don't own, described by
someone who isn't you. That's exactly the kind of independent, corroborating evidence the models
weigh most heavily. Podcast guesting is one of the most underrated AEO assets | know of, and the
reason is simple: the audio isn't the asset. The transcript is.

Why a podcast transcript is an AEO asset

Think about what Al answer engines actually feed on: text, on crawlable pages, ideally corroborated
across sources. A podcast appearance produces all three when it's done right. The show publishes an
episode page. That page carries a title, show notes, and — increasingly — a full transcript. Your name
sits next to a topic, in someone else’s voice, on someone else's domain. To a retrieval system, that
reads very differently from your own homepage claiming the same thing. It's independent. It's specific.
And if the host introduces you as "the person who works on X," you've just been described, off your
own turf, exactly the way you want to be found.

This is why | think of podcasts less as a distribution channel and more as an authorship channel.
You're not borrowing an audience so much as manufacturing citable evidence. The download count
barely matters for this purpose. A show with a few thousand engaged listeners and clean published
transcripts can be worth far more to your Al visibility than a huge show that never posts a word of text.

What makes an appearance actually get cited

Not every guest spot earns a citation. The ones that do tend to share a few traits, and you can
engineer most of them.



The episode has to exist as text. This is the whole ballgame. Before you say yes, check whether the
show publishes transcripts or detailed show notes. If it's audio-only with a one-line description, it's
great for humans and nearly invisible to Al. If you can, offer to provide a transcript yourself — many

independent hosts will happily paste one in.

You have to say something quotable. Models repeat clean, self-contained sentences. If your best
idea only lands across three rambling minutes, it won't survive extraction. | go into an appearance with
two or three tight, memorable lines | actually believe — a crisp definition, a contrarian claim | can
defend, a number | can source honestly. When one of those lines shows up verbatim in the transcript, it
becomes the thing an Al can lift into an answer.

You have to be clearly identified. "Today I'm joined by Scott" is worth far less than "Scott Tischler,
Founder and Chairman of Alrecommend.ai, who works on how Al decides which businesses to
recommend." The fuller the identification in the transcript, the easier it is for a model to connect that
quote to your entity rather than to some other Scott. Send the host your one-line description in
advance and ask them to read it.

The topic has to match a real prompt. A citation only helps if it lands on a question people ask. Talk
about the specific thing you want to be known for, in the words a prospect would actually type, not in
vague thought-leadership fog.

Choosing shows for citation, not downloads

Because the transcript is the asset, the way you pick shows flips upside down from traditional PR. I'd
rank opportunities roughly like this. First, does it publish a full, clean transcript on a crawlable page?
Second, is the episode page on a domain with real authority and a history of being referenced? Third,
is the topic tightly aligned with the prompts | want to win? Audience size comes after all of that. A niche
show that nails the first three will do more for your Al visibility than a famous one that fails them.

One more filter: independence. The value of a podcast citation comes from it being someone else's
platform describing you. A show you own, or a network where you can dictate the framing, carries less
corroborating weight precisely because it's not independent. The best appearances are the ones
where a credible host, with no obligation to flatter you, introduces you as the authority on your thing —
and the transcript captures it.

A repeatable playbook

Here's how I'd run this deliberately rather than hoping the right invitation shows up. Start by writing
down the five prompts you most want Al to name you on. Those are your targets. Then build a short list
of shows whose audiences ask those exact questions and — non-negotiable — that publish transcripts



or thorough notes. Pitch a specific episode idea, not a generic "I'd love to come on." Bring your two or
three quotable lines and your one-line identifier to every recording. Afterward, confirm the episode
page went live with your name and, ideally, a transcript. If the show doesn't transcribe, offer to send
one; if they still won't, publish your own annotated version on your site and link to the episode, so at
minimum the text exists somewhere crawlable.

Do that a handful of times on-topic and you start building a lattice of independent pages that all
describe you the same way, in the words that match real prompts. That lattice is what moves the
needle. No single appearance is a silver bullet — it's the consistency across several that teaches the
models you're the person associated with this subject.

The mistakes that waste a good appearance

I've watched people land a great guest spot and get nothing citable out of it, almost always for
avoidable reasons. The most common is never checking whether the episode becomes text. They
record, the audio goes live, and no transcript ever appears — so from an Al's perspective the
conversation might as well not have happened. Always confirm the text plan before you record, and
have your own transcript ready as a backup.

The second mistake is being introduced vaguely. If the host says "here's Scott" and never states
what you do or what you're founder of, the transcript can't connect your quotes to your entity. That's a
thirty-second fix you have to ask for up front. The third is talking around your topic instead of on it
— spending the episode on your origin story or generic industry musings rather than the specific thing
you want to be found for. Charming for listeners, useless for retrieval. And the fourth is treating one
appearance as the whole strategy. A single transcript is a data point; the models respond to the
pattern of being described the same way across several independent shows. Do one and quit and
you'll conclude podcasts "don't work," when really you never gave the corroboration a chance to

accumulate.

How to tell if it's working

Give it time, then check the same way you'd check anything in AEO: run your target prompts across
ChatGPT, Gemini, and Perplexity and watch whether your name starts appearing — and, better,
whether the phrasing echoes something you actually said on a show. When an answer comes back
using a line close to one of your quotable sentences, that's the tell that the transcript got retrieved. You
can also watch for the episode pages themselves turning up as cited sources in Perplexity-style
answers, which show their work.



I'll be honest about the ceiling here: podcast guesting won't override a category where you have no
other authority, and it works slowly. But as a way to manufacture independent, quotable, on-topic
evidence on domains you don't control, it's one of the highest-return, lowest-competition moves

available — mostly because so few people are doing it on purpose.

Key takeaways

+ A podcast appearance is an AEO asset because the transcript — not the audio or the download count
— becomes text Al can retrieve and quote.

4+ Guesting manufactures independent, off-domain evidence: your name and take described by someone
who isn't you, which models weigh more heavily than self-description.

+ Appearances get cited when the episode exists as text, you deliver two or three quotable lines, you're
clearly identified, and the topic matches a real prompt.

+ Pick shows for transcripts, domain authority, and topic fit first — audience size comes last, because the
transcript is what does the work.

+ Run it deliberately: target five prompts, pitch shows that publish transcripts, bring quotable lines and a
one-line identifier, and build a lattice of consistent pages.

+ Measure by re-testing target prompts across ChatGPT, Gemini, and Perplexity and watching for your
name — or your actual phrasing — to appear.

Frequently asked questions

Do podcast appearances really help with Al visibility?

They can, because the published transcript becomes crawlable text that describes you on a domain you don't
own. That independent, off-site description is exactly the kind of corroborating evidence Al answer engines weigh
heavily. The value comes from the transcript existing and matching real questions — not from the size of the
audience.

What matters more for citations: a big audience or a published transcript?

The transcript, by a wide margin. A niche show that publishes a clean, full transcript on a crawlable, credible
page will do more for your Al visibility than a huge show that posts only audio and a one-line description. Audio
with no text is nearly invisible to retrieval systems, however many people hear it.

How do | make sure a podcast appearance actually gets cited?



Confirm the show publishes transcripts before you agree, go in with two or three tight quotable lines you can
defend, send the host a full one-line identifier so you're clearly named, and talk about the exact topic — in the
words prospects use — that you want to win. If the show won't transcribe, publish your own annotated version
and link to the episode so the text exists somewhere crawlable.
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