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Executive Summary

LinkedIn has moved from a recruitment and networking platform to a measurable source of citation for Al answer
engines. Across ChatGPT Search, Google Al Mode and Perplexity, LinkedIn now ranks as the second most cited
domain overall, and the single most cited domain for professional and B2B queries. It sits ahead of Wikipedia,
YouTube and every major news publisher.

This is not confined to one sector. Any brand whose customers research a purchase, an adviser or a local market
before committing, rather than buying on impulse, sits inside the query types LinkedIn is being cited for. That
covers estate agency, automotive retail, accountancy and legal services, and SME professional services more
broadly. It does not replace on-site GEO work. It sits alongside it as a companion social citation layer.

This briefing sets out why the channel behaves the way it does, which sectors it applies to, and how to divide
content between a company page and named individuals so that both citation patterns are covered.

Why Linkedin Is Being Cited

Two mechanics explain why LinkedIn content is being surfaced in Al-generated answers, and both apply
regardless of sector.

1. Original content is rewarded, reshared content is not

In the largest citation study reviewed for this briefing, original posts and articles accounted for the great majority
of citations, with reshared content accounting for only a small fraction. A product post, a service advert or a
reshared update carries little to no citation value. It is marketing material, not reference material, from a model's
point of view.

2. Knowledge-sharing formats outperform sales formats

Most cited posts share knowledge or practical advice rather than promote a product or service. Long-form articles
of roughly 500 to 2,000 words and mid-length posts of roughly 50 to 299 words account for the largest share of
citations. Structured formats such as comparisons, explainers and data-led observations outperform unstructured
updates.

3. Company pages and individual profiles are not interchangeable

The engines do not treat a brand's company page and its employees' personal profiles the same way. This is the
most useful pattern in the data, and the basis for the posting split recommended in this briefing.

Engine Favours Citation share

Around 59% individual, 41%

ChatGPT Search Individual profiles
company

Around 59% individual, 41%

Google Al Mode Individual profiles
company

Around 59% company, 41%

Perplexity Company pages individual

Who This Applies To
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The pattern holds well for any SME or client-facing brand operating in a considered-purchase or advisory market.

The table below shows how the same company page and individual split translates across the sectors most

relevant to this practice.

Sector

What the company page carries

What named individuals carry

Estate agency

Hyperlocal market data by area or postcode,
sold-versus-asking trends, compliance
explainers such as stamp duty and EPC rules

Area-versus-area comparisons, posts on
whether it is a good time to sell in a given
area, named-agent local commentary

Automotive retail

Model or segment market data, finance and
regulation explainers such as EV incentives,
dealership group case studies

Buying-guide comparisons, named sales or
service staff answering real buyer questions,
trade-in and part-exchange commentary

Accountancy and
professional
services

Regulatory and legislative updates, sector
benchmarking data, anonymised client
outcomes

Partner-authored technical explainers, posts
on what a budget change means for a sector,
named Q&A on common client queries

SME professional
services (general)

Company-level thought leadership, sector
reports, process or compliance explainers

Founder or director viewpoint posts,
comparison and how-to-choose content,
direct answers to buyer research questions

Who Posts What

A single-account strategy leaves one engine's citation pool uncovered. The structure below splits responsibility

between the company page and named individuals so that both citation patterns are addressed. This holds

regardless of sector.

Account

Company page

Content role

Market-level authority. The content
Perplexity leans on most.

Example formats

Quarterly sector or market data,
aggregated statistics, anonymised case
studies, regulatory or compliance
explainers

client-facing staff

Individual directors and

Named-author expertise. The content
ChatGPT Search and Google Al Mode
lean on most.

Personal viewpoint posts, short-form
observations, comparison posts, direct
answers to questions clients already put
to Al tools

Neither account

Content that does not earn citation

Product or service adverts, “we've
just...” announcement posts, reshared
third-party content

What Neither Account Should Post

— Product or property listings, and portal-style adverts

— Announcement posts with no underlying insight

— Reshared or third-party content

Recommendation

Treat named-author LinkedIn presence as a distinct check within the wider audit, applicable across all client

sectors. A site can be fully optimised for Al citation and still miss this pool entirely if no one within the business is
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publishing under their own name. We recommend introducing this as a companion social citation layer alongside
the existing seven-dimension scoring, assessed and tracked separately rather than folded into on-site dimension
scores.

Next step for each client: agree a minimum posting cadence for both accounts, suggested as one company page
article per month and one individual short-form post per fortnight per participating team member, and identify
which one or two individuals are best placed to build a named-author presence first.

Copyright and Disclaimer

© 2026 State of the Art Digital. Figures are drawn from third-party industry research current as of the date of this briefing. Al search behaviour changes quickly
and figures should be reverified before being relied upon for planning beyond the current quarter. This document does not constitute legal, financial or
regulatory advice.
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