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Executive Al Summary

1. Overall Sentiment

B s ocncrally well-regarded. People are very positive on some
platforms like Perplexity (64% positive) and Google Al Mode (47% positive).

On others, like ChatGPT (31%) and Gemini (25%), the tone is more mixed,
showing room to improve how the brand is described.

2. Biggest Strengths:

e Trusted John Deere partnership (recognized widely in answers)

e Advanced equipment technology that makes jobs easier and more
accurate

e Strong service team and reliable parts support

* Reputation as a dependable local dealer

3. Biggest Gaps:

e Very low visibility on SearchGPT (almost absent compared to
competitors)

* No clear public promises on service response times or parts availability

e Seen as having fewer rental choices compared to national chains

e Often described as “regional only,” limiting perceived reach

* Not enough public proof points like case studies, reviews, or success
stories

4. Opportunities:

e Transparency & Proof — Highlight fast service, uptime, customer wins,
plus clear response times, same-day parts, and branch inventory.
o Differentiate — Use comparison pages to show how |l stands apart

from Foley, I NMC, and SN

e Local Presence — add location-specific pages for cities and states served
so [l shows up in “near me” searches.

e Helpful Resources — Share guides and playbooks on rentals,
roadbuilding, and tech for Al-ready answers.
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Al Visibility Overview

Share of Voice Vs Sentiments (ChatGPT, Gemini, Perplexity, Google Al
Mode)

Share Of Voice by Platform

This tells you how much a brand is being talked about compared to others on
each Al platform. If a brand has a high share of voice, it means it shows up
more often in Al-generated search results or answers, making it more visible
to users.

Share of Voice vs. Sentiment (ChatGPT, Perplexity,
Gemini, Google Al Mode)

This compares how often a brand is mentioned (share of voice) with whether
those mentions are positive, negative, or neutral (sentiment). Ideally, a brand
wants both high visibility and positive sentiment—being noticed, and liked,
on these platforms.

Share of Voice vs. Sentiment

Sentiment Score
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Key Analysis & Insights

o ChatGPT: | -o!ds 12.9% share of voice but only 31% of
mentions are positive. While you're visible, the tone is lukewarm. Al often

defaults to general “John Deere dealers” instead of ||l specifically.

e Gemini: Strongest performance — 14.4% share of voice, but only 25%
positive sentiment. You are noticed often, but the tone isn't warm enough.
Competitors barely register here, which means you have a head start.

» Perplexity: 9.3% share of voice with a healthy 64% positive sentiment.
This is your best mix of visibility and reputation. Perplexity rewards brands
with clear, quotable facts, and your credibility here is stronger than on other
platforms.

* Google Al Mode: 8.3% share of voice and 47% positive sentiment. You
are leading vs competitors, but most conversations still default to “Other”
dealers. This shows a gap where |} could capture more attention with
clear proof points.

o Overall takeaway: [l is visible and competitive on most Al platforms,
but tone is inconsistent. Perplexity likes you most (clear credibility), while
ChatGPT and Gemini show weaker trust. The biggest headroom is in
making your strengths more quotable and easy for Al to pull directly.
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Recommendations & Suggestions

Strengthen Your Story on ChatGPT & Gemini

Publish simple, scannable “Who We Are” and "Where We Serve” pages with
clear answers (service areas, rental availability, financing). This prevents Al
from replacing you with generic “John Deere dealer” mentions.

Double Down on Perplexity Wins

Standardize quotable proof — things like “same-day parts policy,” “first-
time-fix rates,” or “JDLink uptime savings.” Place these at the top of
service/rental pages in bold statements or FAQs so Perplexity cites
more often.

Win More Share in Google Al Mode

Add branch-level inventory feeds, micro-FAQs, and fresh updates (weekly
Google Business Profile posts). Al models pick up “local freshness,” so this
makes [l the go-to for “near me” queries.

Lift Sentiment, Not Just Mentions

Pair visibility with proof. Share more customer success stories, training
results, and uptime guarantees. The tone gap on ChatGPT and Gemini
suggests people know [l but aren't hearing enough about your
reliability and customer wins.
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Brand Performance

Share of Voice Vs Sentiments (ChatGPT, Gemini, Perplexity, Google Al
Mode)

Share Of Voice by Platform

This measures and compares how much attention your brand gets on
different Al tools, like ChatGPT or Gemini, versus your competitors. It's
like seeing which brands "win the conversation" on each platform.

Share of Voice Distribution (ChatGPT, Perplexity,
Gemini, Google Al Mode)

This looks at the breakdown of conversation—how much each competitor is
talked about as a percentage. It helps you spot if a rival is dominating one
platform while you lead on another, so you know where to improve your
presence or defend your spot.

Share Of Voice by Platform

gemini @ perplexity ® chatgpt ® google-ai ® search-gpt



Key Analysis & Insights:

User Intent Patterns: Al queries often repeat (where to rent, 24/7 service,
tech support, regional coverage). -placks a central hub to answer these
clearly.

Entity Confusion: Al sometimes swaps “ " for "John Deere
dealer” or competitors due to inconsistent naming and weak geo signals.

Competitive Gap: - is close to leaders but misses top spots in “best-
of” lists and rental-related queries.

Authority Strengths: Al already highlights - for -, JDLink,

operator training, and machine control — strong areas to build around.

Proof Deficit: Lack of specific, quotable details (service SLAs, rental swaps,
pricing ranges) makes Al answers less helpful and lowers sentiment.

Recommendations & Suggestions:

Urgent Timeframe (0-7 Days)

e Publish proof assets: Put clear, quotable details online about service
metrics, rental swap times, parts fill rates, and pricing ranges.

» Standardize branch pages: Make sure every location has consistent
contact info, hours, services, and emergency details.

¢ Quick intent-based FAQs: Create short Q&A blocks for the most
common queries (rentals, 24/7 service, coverage).

Why now? — Fixing proof and consistency quickly will lift trust and stop Al
from defaulting togeneric dealer language.
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Short Timeframe (2-4 Weeks)

e Launch an Intent Hub: Build a central content hub covering the top
repeated queries with scannable answers, evidence boxes, and cross-links
to branches.

e Comparison & list-ready pages: Create LLM-friendly pages targeting
Midwest dealer lists, rental swaps, roadbuilding, JDLink, and financing.

e Entity consistency: Roll out schema with alternate names, sameAs links,
and consistent naming across all pages.

Why this matters? — This phase improves your visibility in Al-driven lists and
helps models choose i over “other dealers.”

Medium Timeframe (1-3 Months)

e Authority clusters: Develop deep content around your strongest areas
— , JDLink, machine control, and operator training. Use
checklists, video walkthroughs, and certification badges.

* Geo expansion: Create state- and metro-level landing pages with clear
service territories.

e Ongoing proof updates: Refresh performance stats quarterly so Al treats
"s data as current and reliable.

Why later? — These steps expand your authority and push - toward
top-3 share of voice while maintaining credibility over time.
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Brand Performance Opportunities

Brand Performance Opportunities

Create an LLM Content Hub that mirrors

high-frequency user intents

Most queries follow repeatable patterns:
where to rent, who offers 24/7 service,
who supports specific
brands/technologies, and

regional availability. A centralized hub
improves retrieval and consistent
mentions.

Fix entity consistency and geo coverage
to increase inclusion in
multi-brand answers

ChatGPT often substitutes generic ‘John
Deere dealers’ or competitors when
brand entities and geographic signals are
ambiguous. This depresses |||l s
inclusion rate across regional

lists.

Target a top-3 share of voice with
sub-2.0 average position within 90 days

B s \ithin striking distance of
category leaders but trails in average
position and misses key rental and ‘best-
of' list inclusions. A focused content and
structure push can materially improve
placement and SOV.

Generated on September 9, 2025

Recommendations

« Stand up an intent-based hub with

pages mapped to the most common
prompts and cross-link to branch-level
details.

Maintain short, scannable answers,
evidence boxes, and FAQ blocks
designed to be quoted by ChatGPT
verbatim..

Unify naming conventions, enrich
schema with alternateName and
sameAs, and roll out state- and metro-
level pages with precise territories.

Ensure every branch page includes
standardized NAP, hours, emergency
contacts, and services to strengthen
georesolved mentions..

Launch a prioritized set of LLMready
landing pages for Midwest dealer lists,
rental swaps, roadbuilding expertise,
JDLink telematics, and financing.

Combine schema markup, concise fact
blocks, and proof metrics to increase
answerability and elevate ranking in
enumerations..
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Brand Performance Opportunities

Leverage category adjacencies (.
telematics, operator enablement) as

authority flywheels

I o< forms best where the model
sees clear specialization: [l Group
support, JDLink, operator training, and
machine control. Building clusters around
these strengths will lift broader brand
authority.

Operationalize proof points to shift
sentiment from ‘contact us’ to
‘here’s how'

Negative perception stems from lack of
explicit, quotable specifics on inventory,
SLAs, rental breadth, and specialty
services. Providing concrete, verifiable
details increases helpfulness and positivity
in responses.

Generated on September 9, 2025

Recommendations

« Develop deep content clusters:
I st=1tup/training, JDLink multi-
fleet support, Topcon integration, and
delivery-day onboarding.

« Include video walkthroughs, checklists,
and certification badges to create
reusable, quotable authority that spills
into adjacent queries..

¢ Instrument service metrics, rental swap
SLAs, parts fill rates, and sample pricing
ranges, and publish them in durable,
evergreen formats.

e Refresh quarterly with dated updates so the
model treats them as authoritative and
current..
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User Perception & Al Sentiment

Share of Voice Vs Sentiments (ChatGPT, Gemini, Perplexity, Google Al Mode)

Competitive Perception by Platform

This means how people (and the Al tools) see different brands when they answer
questions. It tracks which brands are considered strong, trusted, or leading on
each platform compared to others.

Overall Al Sentiment

This describes the general attitude or emotion in conversations about your brand
on Al platforms—mainly, whether people have a good (positive), bad (negative),
or neutral feeling about it. Brands want to keep this score high and positive.

Competitive Perception by Platform

Platform: ChatGPT

FaTa Ll
Uit

0% I
L]

search-gpt @ perplexity ® google-ai ® chatgpt ® gemini
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Key Analysis & Insights:

Trusted Brand Strengths: Being an authorized John Deere and ||| |l
dealer is your biggest positive driver. Customers and Al systems highlight
this often, showing strong trust in your certifications and factory backing.

Pricing & Inventory Gaps: The biggest negative driver is lack of visibility on
real-time inventory and pricing. When unclear, Al answers default to “contact

," which feels less helpful.
I P

Service Reliability Concerns: Uncertainty around same-day service and
response times hurts perception, especially for rental and uptime-critical
buyers. Competitors appear more predictable.

Rental Weakness Perception: [l is often seen as weaker than national
chains in rental options and swap guarantees. This lowers your visibility in
rental-related prompts.

Specialty Services Ambiguity: Capabilities like pump rebuilds, diagnostics,
and trade-ins are not clearly documented, so [l 1oses ground in
competitive comparisons

Recommendations & Suggestions:

Urgent Timeframe (0-7 Days)

« Highlight John Deere and |l factory authorization and certifications
clearly on service and sales pages.

« Add technician credentials, training details, and turnaround times to
reinforce expertise.

Why now? — This doubles down on your strongest trust drivers and gives Al
clear proof to quote.
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Short Timeframe (2-4 Weeks)

 Publish a Service Commitments page with branch-level response time
targets, escalation paths, and after-hours support.

 Share inventory snapshots and sample price ranges online, even if
approximate, to reduce “uncertainty” in answers.

« Add API-driven badges (in stock / demo-ready) so Al has quotable signals
without live data.

Why this matters? = Makes [l appear more reliable and transparent in
both rentals and service.

Medium Timeframe (1-3 Months)

 Launch a rental catalog with clear categories (compaction, paving, CTLs,
minis), delivery windows, and swap guarantees.

« Publish case studies showing how |l minimized downtime with fast
swaps.

« Add specialty capability pages (rebuilds, diagnostics, machine control
installs) with fillrate and trade-in metrics.

« Include side-by-side “Why |}’ comparisons — warranty options,
certified used standards, appraisal turnaround times.

Why later? — These steps expand your authority, prove competitive
strengths, and strengthen Al-driven answers over time.

Generated on September 9, 2025
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Perception Opportunities

Perception Opportunities

Lead with authorized John Deere and

- expertise as primary perception
drivers

Positive drivers most frequently
mentioned include Deere authorization
and [l Group support, which
resonate strongly with the model and
yield positive sentiment. Doubling down
on these proof points can lift positive
share further.

Eliminate uncertainty around inventory
and pricing to reduce negative
sentiment

The most frequent negative driver is
limited public visibility into realtime
inventory and pricing, triggering ‘contact
directly’ answers that feel less helpful. This
ambiguity dampens confidence and
reduces positive sentiment.

Publish clear service SLAs by location to
address response time concerns

Uncertainty about same-day field service
and response times appears frequently
and harms perception for uptime-critical
buyers. Competitors are framed as more
predictable on rentals and service swaps.

Generated on September 9, 2025

Recommendations

« Refine messaging to explicitly state
factory authorization, technician
certifications, and warranty capabilities

across Deere and [l brands.

« Add technician credentials, training
curriculum, and turnaround stats to
service pages to reinforce expertise in
ways the LLM can quote..

« Publish regularly updated inventory
snapshots with “typical spec/price
ranges,” lead times, and example
deals while clearly stating that final
pricing varies.

« Add API-driven inventory badges (in
stock, en route, demo-ready) so
ChatGPT can surface helpful specifics
without real-time data access..

« Create a Service Commitments page
with region-specific targets for first-
response and on-site ETAs by product
category, plus escalation paths and
after-hours procedures.

« Include customer quotes and historical
averages to provide evidence that
improves trust and influences model
language..

16



Perception Opportunities

Lead with authorized John Deere and

I <xpertise as primary perception
drivers

Positive drivers most frequently
mentioned include Deere authorization
and [l Group support, which
resonate strongly with the model and
yield positive sentiment. Doubling down
on these proof points can lift positive
share further.

Showecase rental breadth and swap
policies to counter ‘weaker rental
visibility’

B s ocrceived as weaker than
national chains in rental breadth and 24/7
swaps, hurting perception and inclusion
for rental-focused prompts. Clarifying
scope and policies can rebalance
sentiment.

Clarify specialty capabilities and parts
differentiation to strengthen
competitive positioning

Ambiguity persists around in-house
specialties (e.g., pump rebuilds) and
differentiation on parts fill rate, pricing,
and trade-in values. This vagueness
weakens competitive share in perception.

Generated on September 9, 2025

Recommendations

» Refine messaging to explicitly state

factory authorization, technician

certifications, and warranty capabilities
across Deere and [l brands.

Add technician credentials, training
curriculum, and turnaround stats to
service pages to reinforce expertise in
ways the LLM can quote..

Publish a rental catalo emphasizing
core fleet categories (CTLs, minis,
compaction, paving support) with real-
time attachment lists, delivery
windows, and swap/uptime
guarantees.

Add case studies where |||l
minimized downtime with documented
swap times to provide quotable proof..

Add detailed capability pages for
component rebuilds,
electronics/hydraulics diagnostics, and
machine control installs, supported by
fill-rate metrics and trade-in
benchmarks.

Include side-by-side ‘Why |l

value elements like extended warranty
options, certified used standards, and
appraisal turnaround times to create
clear differentiation the model can
repeat..

17



Key Sentiment Drivers

Share of Voice Trends (Competiton vise)

This tracks how the amount of conversation about each brand changes over
time. For example, if a new campaign works, you might see your trend go up
while a competitor’s goes down, showing who's gaining attention week by
week.

Brand Strength Factors

These are the things people most often like about your brand, such as
reliability, support, expertise, or value. Understanding these helps you play
to your strengths in marketing and sales.

Scope of Improvement

Areas where the reports or Al platforms suggest your brand could do better,
like improving response speed, being clearer about pricing, or sharing more
case studies. Addressing these helps turn neutral or negative mentions into
positive ones.

Share of Voice Trends

20%

Generated on September 9, 2025
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Brand Strength Factors

Brand Strength Factors Mentions

Authorized John Deere construction dealer with strong
brand expertise

I Group support (HENEEEN, I
. N

including warranty repairs and on-site start-up/training

Telematics support for JDLink, including subscriptions
and remotediagnostics

Flexible financing options (leases, loans,
seasonal/balloon plans)
and ability to quote packaged solutions

Parts support including claims of overnight availability and
afterhours emergency service at select branches

Operator enablement (onboarding at delivery,
walkarounds,training; paving-specific training offered)

Machine control technology capability (Topcon bundles,
integration, installation/calibration support)

1. Trusted Dealer:

I s o~ authorized John Deere partner, giving customers confidence in
genuine equipment and service quality. This strong brand recognition
positions [l as a reliable choice.

2. Specialized Expertise:

Support for the I Group (I I, R, IR includes

warranty repairs and on-site training. This ensures clients get expert help
from day one.
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3. Smart Technology:
JDLink telematics lets customers track equipment health remotely and access
diagnostics. This reduces downtime and improves fleet management.

4. Flexible Financing:

Options like leases, loans, and seasonal/balloon plans allow clients to choose
payment structures that fit their business needs. |l can also bundle
quotes for packaged solutions.

5. Reliable Parts Support:

Overnight delivery and after-hours emergency service at select branches
keep projects moving. Customers know they won’t be left waiting for critical
parts.

6. Operator Training:

I o ovides onboarding, walkarounds, and paving-specific training at
delivery. This helps operators use machines correctly and safely from day
one.

7. Machine Control Leadership:

I supports Topcon bundles with installation and calibration. This
ensures construction technology is set up properly and ready to deliver
accurate results.

Example: A paving contractor trained on-site with |||l KGN

specialists was able to launch a new road project the same day, avoiding
delays and earning client praise.

Generated on September 9, 2025
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Scope of Improvement

Areas For Improvement Mentions

Limited public visibility into real-time inventory and pricing;
frequent direction to contact directly

Uncertainty about service response times and same-day field
service availability by location

Perceived weaker breadth/visibility in rentals versus national
chains for rapid swaps and 24/7 support

Geographic coverage seen as more regional/limited versus larger
competitors (e.g., RDO)

Ambiguity around in-house specialty capabilities (e.g., hydraulic
pump rebuilds, high-reach/demolition rentals)

Competitive differentiation on parts fill rate, pricing, and trade-in
values not clearly established in responses

1. Inventory & Pricing:
Customers cannot see real-time equipment availability or pricing online.
This often leads to vague “contact us” answers that reduce trust.

2. Service Predictability:
Customers cannot see real-time equipment availability or pricing online.
This often leads to vague “contact us” answers that reduce trust.

3. Rental Perception:

I s vicwed as having fewer rental options compared to national
chains. Competitors highlight 24/7 swap guarantees that [JJJl] does not
showcase.

4. Regional Coverage:

The brand is seen as regional with limited reach. Larger players like RDO are
perceived as having stronger nationwide coverage.

Generated on September 9, 2025
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5. Specialty Services Ambiguity:

Services like hydraulic rebuilds or demolition rentals are not
well-documented online. This creates uncertainty about ||l's full
capabilities.

6. Competitive Proof:
No clear benchmarks on parts fill rates, trade-in values, or pricing advantages
are publicly available. This weakens [}’ position in direct comparisons.

Example: A contractor needing a short-term rental saw ||| G st
swap guarantees and inventory online, while |l s response defaulted to
“contact us,” making |l appear less competitive.

Generated on September 9, 2025
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Topic & Query Intent Distribution

Intent Trends Over Time

This shows how the reasons people are searching for or asking about your
brand change with time—such as whether they want education, support,
help comparing options, or research info. Spotting trends helps predict and
meet customer needs.

Topic Distribution

This breaks down the main subjects people ask about, like pricing,
capabilities, comparisons, or processes—helping you see what matters most
to your audience so you can focus content there.

Query Intent Distribution

This identifies what drives people’s questions—are they looking to learn,
want help, research, or compare? Knowing this makes sure you answer the
right types of questions in the best way, boosting your reputation and
business outcomes.

Intent Trends Over Time

purchase @ research ® support @ comparison ® dealer locations & coverage @ improvement

Generated on September 9, 2025

23



Topic Distribution Query Intent Distribution

® equipment sales & 26.8%
rentals inventory
— Y ] service, parts & 22.7% - ® purchase 34%
L, . " B "
W uptime support Lf’“l} o research 32.5%
i 21.7% 3 L &
@ dealer locations & P @ support 21.5%
coverage
_— N 131% comparison 10%
training, applications & 3.
industry solutions dealer locations & 1.5%
financing, pricing & 8.6% SO
trade-in improvement 0.5%
technology, telematics 7%

& machine control

Key Topic & Query Insights:

1. Equipment Sales & Rentals Drive Interest (26.8%)
Most queries are about finding or checking availability of equipment to buy
or rent. Customers want fast, clear answers about what's in stock.

2. Service & Parts Support Is a Close Second (22.7%)

A large share of questions relate to uptime support, repairs, and
replacement parts. This shows buyers expect predictable service after
purchase.

3. Dealer Locations Matter (21.7%)
One in five queries are about where |l operates and whether coverage
extends to their region. Local presence is a key decision factor.

4. Training & Applications (13.1%)

One in five queries are about where |l operates and whether coverage
extends to their region. Local presence is a key decision factor.
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5. Purchase & Research Dominate Intent (34% + 32.5%)
Most people are either ready to buy or actively researching before a
purchase. Together, this makes up two-thirds of all queries.

6. Support Queries Are Significant (21.5%)
One in five queries focus on help, repairs, and reliability — reinforcing that
after-sales service is critical.

7. Comparison Queries Are Niche but Important (10%)
Customers do compare [JJJJll] with other dealers or national chains. Having
proof points ready for these situations matters.

Scope of Improvements:

 Inventory Visibility: Publish real-time or regularly updated inventory
snapshots to meet the biggest demand (sales & rentals).

« Service Transparency: Share clear SLAs, average response times, and
after-hours policies to strengthen trust in uptime support.

« Local Coverage Proof: Create state and metro-specific landing pages with
branch details to capture “where to buy/rent near me"” searches.

« Training Content: Build quick-start guides and training videos that answer
frequent application questions.

« Comparison Pages: Develop head-to-head competitor pages with pricing
ranges, swap policies, and trade-in details to win in comparison queries.

« Decision Support Tools: Add ROI calculators, pricing FAQs, and financing
examples to serve both “purchase” and “research” intents more
effectively.

Why: Addressing these areas removes uncertainty for customers, makes

I s strengths quotable in Al-driven answers, and positions the brand as
more helpful and trustworthy than competitors.

Generated on September 9, 2025
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Questions Opportunities

Key Analysis & Insights

« Many queries focus on certified used equipment, financing options, and
trade-ins. Buyers want transparency on pricing, warranties, and flexible
payment schedules.

« Strong interest in roadbuilding and compaction solutions — especially
B <ouipment, training, wear parts, and bundled service.

« Demand for machine control and telematics across brands — customers
want easier integration, setup, and training for mixed fleets.

. Uptime support is a critical differentiator. Queries compare |||l
against competitors on service response times and rental swaps.

« Buyers ask about fast equipment delivery with operator onboarding and

attachments pre-installed, showing that “ready-to-work” delivery is a
decision driver.

Generated on September 9, 2025
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Recommendations & Suggestions

Urgent Timeframe (0-7 Days)

o Certified Used & Financing: Create a simple page for certified used
equipment. Show inspection reports, warranty levels, and easy financing
examples. Highlight trade-in offers upfront.

« Roadbuilding Solutions: Set up a “Roadbuilding Solutions” page showing

demo units, training, and key [l parts in stock. Make it clear |
has everything needed for paving and compaction.

« Uptime Support: Publish clear service promises (like 4-hour field dispatch
or same-day parts delivery). Brand this as an “Uptime Support Program” to
show reliability.

Medium Timeframe(1-3 Months)

« Machine Control & Telematics: Build a “Machine Control & Data Services”
package that explains setup, training, and fleet monitoring in simple terms.
Make it easy to see how |l supports mixed fleets.

o Fast Delivery & Ready-to-Work: Launch a “Ready-to-Work” program that
guarantees fast delivery (same-day or 48 hours). Include pre-installed
attachments and operator training at delivery. Add an online inventory tool
so customers can see what's available now.

Why This is Needed: These changes make | N ] 0ok more
transparent, reliable, and easy to work with. By showing clear prices, fast

service, and ready-to-use equipment, [l will stand out from
competitors and earn more trust from buyers and Al systems.
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Questions Opportunities

Questions Opportunities

Differentiate on inventory readiness and
delivery speed for compact and heavy
equipment with bundled training

Buyers frequently ask for quick delivery of
CTLs, minis, wheel loaders, dozers, and
ADTs; rental availability vs competitors;
demo opportunities; and on-site operator
onboarding. They also seek attachment
packages, winterization, guarding, and
municipal-friendly procurement, signaling
that speed and completeness of delivery
drive decisions.

Strengthen and spotlight 24/7 uptime
support with guaranteed response SLAs
across the Midwest footprint

Many queries ask about same-day/after-
hours field service, rapid rental swaps,
emergency parts delivery, remote
diagnostics, and uptime guarantees.
Buyers are comparing || GTKcKcIIN
against RDO, H&E, EquipmentShare,
Martin, Kirby-Smith, and rental houses

on service speed and reliability, indicating
uptime is the critical differentiator in
purchase and rental decisions.

Generated on September 9, 2025

Recommendations

« Stand up a Ready-to-Work program
featuring same-day or 48-hour delivery
windows, preinstalled popular options
(thumbs, couplers, hydraulics), and
operator/safety onboarding at delivery.

« Maintain published, real-time “in-stock
near me” inventory with hold/deposit
features and tradein instant valuations.

« Offer sector-specific kits...

« Publish clear, marketable SLAs by
state/branch (e.g., 4-hour field tech
dispatch within 50 miles; same-day
critical parts courier).

« Promote a unified Uptime Support
program bundling JDLink monitoring,
remote diagnostics, mobile hose
repair, oil sampling, and PM-on-site.

« Add a live response-time tracker or
case studies to the website and sales
decks....
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Questions Opportunities

Expand and merchandise integrated
paving and compaction solutions with

I Group and intelligent

compaction support

There is strong demand for pavers, rollers,
milling machines, asphalt feeders, MTVs,
screed setup, density targets, and on-site
startup training. Queries mention
I - s, software
updates, calibration, and comparison to
competitors on parts fill rates, indicating a
high-value roadbuilding niche seeking a
single-team solution.

Productize machine control and
telematics services as a crossbrand,
mixed-fleet offering

Numerous queries seek Topcon
integration, SmartGrade support,
GPS/laser systems, base stations/rovers,
grade management training, mixed-fleet
telematics, and data-driven maintenance
planning. Customers want licensed
solutions, setup, calibration, and ongoing
support that work across brands and
reduce operational friction.
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Recommendations

« Create a Roadbuilding Center of
Excellence with named specialists,
demo units, calibration services, and
start-up training packages.

. Stock critical ||l Group wear
parts regionally and publish fill-rate

benchmarks.

« Offer turnkey rental/sales bundles with
intelligent compaction meters, data
reporting, and operator coachin...

« Launch a Machine Control & Data
Services package with tiered
subscriptions covering 2D/3D setup,
Topcon-SmartGrade integration, site
surveys, calibration, training, and
JDLink/mixed-fleet data dashboards.

« Include proactive alerts, payload setup

assistance, and lifecycle cost reporting.

« Build a dedicated technical...
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Questions Opportunities

Make certified used and financing
packages a headline value prop
to win price-sensitive comparisons

Many queries center on certified used
with inspections and warranties, trade-in
values, rental purchase options, seasonal
payment schedules, zero-down plans for
startups, and TCO comparisons versus
CAT dealers and large rental houses. Price
transparency and financial flexibility are
pivotal to capturing SMB and municipal
buyers.
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Recommendations

« Create a Certified Used hub with
downloadable inspection reports,
warranty tiers, service histories, and
side-by-side TCO calculators.

« Introduce flexible financing bundles
(RPO, deferred/seasonal payments,
municipal procurement alignment) and
publish typical terms by model family.

» Promote trade-in instant appraisals and
limited-time...
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Business Growth & Strategic Opportunities

Key Insights & Recommendations:

Urgent Timeframe 0 7 Days)

« Fix Naming & Coverage Issues: Standardize ||| | | | S ] s name and
details across all pages. Add consistent info like address, hours, and
services for each branch so Al tools don’t confuse [l with generic
“John Deere dealers.”

« Make Proof Visible: Start publishing quick, quotable facts like service
response times, parts fill rates, and rental swap guarantees. This stops
answers from defaulting to “contact us.”

Short Timeframe 2 4 Weeks)

e Launch an Intent-Based Hub: Create a central “help center” that answers
the most common customer questions (where to rent, 24/7 service,
financing, coverage). Keep answers short, clear, and quotable.

« Prioritize High-Value Pages: Build simple, Al-friendly landing pages for
rental swaps, Midwest dealer lists, roadbuilding expertise, JDLink, and
financing. Include fact blocks and proof metrics so [l shows up in
“best dealer” lists.
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Medium Timeframe(1-3 Months)

« Build Authority Clusters: Expand deep content around your strongest
areas - training, JDLink support, Topcon integration, operator
onboarding). Add videos, checklists, and certifications to make [l the

clear authority.

« Keep Proof Fresh: Refresh service metrics, parts availability, and rental
details every quarter. By keeping data current, Al systems will treat |||l

as a trusted and up-to-date source.

Why This is Needed

These steps make ||l <asier to find, easier to trust, and harder
to replace in Aldriven answers. By giving clear proof, consistent details, and
helpful hubs, |l can move from being just “one of many dealers” to
being the go-to choice across purchase, rental, and service queries.

Strategic Opportunities

Strategic Opportunities

Create an LLM Content Hub that mirrors
high-frequency user intents

Most queries follow repeatable patterns:
where to rent, who offers 24/7 service,
who supports specific
brands/technologies, and regional
availability. A centralized hub improves
retrieval and consistent mentions.
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Recommendations

 Stand up an intent-based hub with
pages mapped to the most common
prompts and cross-link to branch-level
details.

« Maintain short, scannable answers,
evidence boxes, and FAQ blocks
designed to be quoted by ChatGPT
verbatim..
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Perception Opportunities

Fix entity consistency and geo coverage
to increase inclusion in multi-brand
answers

ChatGPT often substitutes generic ‘John
Deere dealers’ or competitors when brand
entities and geographic signals are

ambiguous. This depresses ||l s
inclusion rate across regional lists.

Target a top-3 share of voice with
sub-2.0 average position within 90 days

I s \vithin striking distance of
category leaders but trails in average
position and misses key rental and ‘best-
of’ list inclusions. A focused content and
structure push can materially improve
placement and SOV.

Leverage category adjacencies (|| .
telematics, operator enablement) as

authority flywheels

I o< forms best where the model
sees clear specialization: ||l Group
support, JDLink, operator training, and
machine control. Building clusters around
these strengths will lift broader brand
authority.
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Recommendations

« Unify naming conventions, enrich
schema with alternateName and
sameAs, and roll out state- and metro-
level pages with precise territories.

» Ensure every branch page includes
standardized NAP, hours, emergency
contacts, and services to strengthen
geo-resolved mentions..

« Launch a prioritized set of LLM-ready
landing pages for Midwest dealer lists,
rental swaps, roadbuilding expertise,
JDLink telematics, and financing.

« Combine schema markup, concise fact
blocks, and proof metrics to increase
answerability and elevate ranking in
enumerations..

» Develop deep content clusters:
I st2rtup/training, JDLink multi-
fleet support, Topcon integration, and
delivery-day onboarding.

« Include video walkthroughs, checklists,
and certification badges to create
reusable, quotable authority that spills
into adjacent queries..
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Strategic Opportunities

Operationalize proof points to shift
sentiment from ‘contact us’ to
‘here’s how'

Negative perception stems from lack of
explicit, quotable specifics on inventory,
SLAs, rental breadth, and specialty
services. Providing concrete, verifiable
details increases helpfulness and positivity
in responses.
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Recommendations

« Instrument service metrics, rental swap
SLAs, parts fill rates, and sample
pricing ranges, and publish them in
durable, evergreen formats.

« Refresh quarterly with dated updates
so the model treats them as
authoritative and current..
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Next Actionable Steps

Urgent Timeframe 0 7 Days)

« Show Proof Quickly: Publish clear, quotable details on service response
times, rental swap guarantees, and parts availability to stop vague “contact
us” answers.

« Strengthen Dealer Identity: Standardize [[Jl}'s name, branch info, and
services across all pages so Al doesn’t confuse you with generic “John
Deere dealers.”

« Highlight Core Strengths: Clearly showcase Deere/JJJJli] authorization,
technician certifications, and financing options on key pages to reinforce
trust.

Short Timeframe 2 4 Weeks)
« Launch an Intent-Based Hub: Create a central “help center” with simple
answers to common queries — rentals, 24/7 service, financing, and regional
coverage.

« Publish Service Commitments: Add a page showing SLAs by branch (e.g.,
4-hour field dispatch, same-day parts courier) with customer quotes as
proof.

« Boost Visibility Pages: Build Al-friendly landing pages for rental swaps,
roadbuilding, JDLink, Midwest dealer lists, and financing — designed to
win “best dealer” spots.

« Inventory Transparency: Add online inventory snapshots with typical

pricing ranges and “in stock / demo-ready” badges to improve trust and
usability.
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Medium Timeframe(1-3 Months)

« Expand Authority Clusters: Build deep content hubs around ||l s
strengths ], JDLink, machine control, operator training — supported
by videos, checklists, and certifications

« Launch Programs: Roll out “Ready-to-Work” (fast delivery with
attachments and training) and “Machine Control & Data Services”
(integration, training, dashboards) to meet customer needs directly.

« Grow Local Presence: Create state- and metro-level pages with consistent
details NAP, hours, services) to capture “near me"” and regional searches.

« Keep Data Fresh: Refresh service metrics, rental stats, and inventory
quarterly so Al models treat il as a current and reliable source.

End Goal: These steps move || I from being “present but
generic” in Al answers to being the trusted, quotable authority that wins

more visibility, more comparisons, and more customer confidence.
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36



Strategic Roadmap to Enhance Al Visibility,
Trust, and Competitive Positioning

The overview of the Al audit backlog is a strategic plan
focused on elevating brand visibility, trust, and authority in

Al-driven markets through targeted, high-impact initiatives.

But wait, there’s more—let Al help take your
results even further!
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https://docs.google.com/spreadsheets/d/1lu1F2xScTZMHNh4tO3ElE0KogUamBE7xIR-BfVTUwho/edit?usp=sharing

LLMs Best Practices & Al Results

With Key Content Optimisation

Goal: Ensure Website content is visible, discoverable, and preferred by Al
search engines that generate answers directly (not just traditional ranking).

Here are the two major factors that will lead us towards the better
visibility towards LLMs / Al result:

1.Implementation of LLMs.txt File:

LLMs.txt Implementation

o Status: No lIms.txt file detected on the domain root.

« Recommendations:

 Create /lims.txt to guide Al bots GPTBot, ClaudeBot, PerplexityBot).
« Align with robots.txt for consistent crawling rules.

Ex: (https://www. . com/lIms.txt) that tells LLM-based bots
(like OpenAl's GPTBot, Anthropic’s ClaudeBot, or PerplexityBot) how they
can interact with your content.

Example lims.txt for your website:Allowing the GPTBots to crawl the
website content through robots.txt.

User-agent: GPTBot
Allow: f

User-agent: ClaudeBot
Allow: /[

User-agent: PerplexityBot

Allow: /[

Sitemap: https:// S i temap . xml
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2.Al Content Optimisation Best practices:

1. Content Structuring for Al Comprehension

Observations:

o Current headings are vague (“Service,” “Parts”).

« Pages lack structured FAQs, specifications, and benefits sections.

Suggested Fixes:

» Replace vague

o X"Service" —
Repairs"

o X"Parts" —
Ordering"

headings with descriptive ones:
"John Deere Construction Equipment Service &

"OEM & Aftermarket John Deere Parts Availability &

« Add FAQs on service pages.

Impact: Improves Al comprehension = higher chance of || GTEIN

being cited as a source.

2. Publish LLM Friendly Content Types

Content Type

Glossary /
Definitions

FAQs

Comparisons
Step-by-step
Guides

Tables & Specs
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Action

Create a glossary for construction terms (e.g., “What is a
backhoe loader?”) so LLMs can directly quote definitions.

Add “Question + Answer” format on service pages (e.g., “What
John Deere models do you service?”).

Build content like “John Deere vs. [Competitor] — Equipment
Comparison” with pros/cons.

Publish guides such as “How || | ]l s Maintenance

Process Works” with numbered steps.

Use comparison/spec tables (e.g., product specs, rental vs.
purchase costs).
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3. Improve Topical Authority

Observations:

« Strong John Deere tie-in, but little ||| EGEGEGzGz-specific expertise
shown.

« No expert bylines or bios.

Recommendations:

« Build pillar pages: “Equipment Service,” “Heavy Equipment Rentals,”
“John Deere Parts.”

« Add bios of service managers/experts for EEAT.

« Strengthen internal linking hub — subpages.

Impact: Positions ||} ] 2s an industry authority — trusted in
Al-generated results.

4. LLM Optimization Meta Layer Meta Tags)

Observations:
« Current Schema: Limited; not using LocalBusiness, Service, or FAQPage

schema.

Suggested Enhancements:

« Add LocalBusiness schema for each location.

« Add Service schema for rentals, repairs, and sales.

« Use FAQPage schema for new Q&A sections.

o Implement sameAs links LinkedIn, Facebook, YouTube, John Deere).

Impact: Makes content machine-readable — higher Al discoverability

and indexing accuracy.
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5. Brand Mentions & Digital Footprint Expansion Out of current WLIQ
Scope Can be discussed)

Observations:

« Current Schema: Limited; not using LocalBusiness,

Service, or FAQPage schema.

Growth Opportunities:

 Publish guest posts in construction/industrial media.
o List in B2B directories.
» Get vendor/client backlinks.

Impact: Expands brand mentions = increases Al training set visibility.
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Technical SEO Issues Overview Report

This report outlines various SEO-related issues. The report categorizes issues
based on their type, priority, and the number of affected URLs. The goal is to
address these issues to improve website SEO performance.

Sample Website Overview Report: Check Here

Section Issues Impact Description

Address security

S ity Prot L
ecurity Protoco High issues by adding code

Harnings and features
Some pages are
having difficulty
indexing, so it's

Site Indexing Issues High important to

investigate and
resolve the underlying
issues to improve
Website Indexing and indexing performance.
Crawlability

These 'noindex' tags
instruct search
engines not to include
certain pages in their
search results. It is
Medium crucial to avoid
applying these tags to
important pages of
your website, such as
those that drive
business and traffic.

Noindex Meta Tags &
X-Robots-Tag
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Section

Issues

Impact

Description

Website Indexing and
Crawlability

Response Codes

High

HTTP response codes
indicate how a server
has responded to a
request. Errors such
as 404 (Not Found) or
500 (Internal Server
Error) can impede
search engine crawling
and indexing,
potentially affecting a
website’s accessibility
and visibility.

Canonicalization
(www/non-www)

Medium

Sites should
implement a proper
.htaccess rule to
ensure accessibility
via both www and
non-www URLs. This
practice helps prevent
search engines from
indexing duplicate
content and improves
your site's ranking.
Using .htaccess, you
can redirect all
variations (www vs.
non-www) to your
preferred URL,
maintaining
consistency and
enhancing SEO.

3XX Redirects

High

Redirects, such as 301
for permanent
changes and 302 for
temporary ones, are
used to direct users
and search engines
from one URL to
another. affect SEO.

404 Broken Links

High

Broken links are non-
functional links that
lead to errors,
negatively affecting
both user experience
and search engine
crawling.
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Section

Issues

Impact

Description

Website STRUCTURE

URL Optimization

Medium

Hyphens are treated
as space separators,
which helps in better
word separation and
thus improves SEO.

Underscores, on the
other hand, are not
recognized as
separators by search
engines, which can
lead to issues with
keyword recognition.

Click Depth

Low

Click depth refers to
the number of clicks
required to reach a
specific page from the
homepage. Ideally,
URLs should have a
shallow click depth,
with three clicks or
fewer, to facilitate
easy navigation.

Orphan Pages

Low

Pages that don't have
any incoming links
from other internal
pages of the website.

Page Speed

Images and
Multimedia
Optimization

High

Compress large
images

CWV / Page Speed
Optimization

High

Improve page speed
for top pages
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On-page SEO

Update or create new

Meta Titles High .
meta titles

Meta Descriptions High Update or gregte new
meta descriptions

. . Revise or create new
H T M .
eading Tags edium heading tags

Missing Anchor Text & . Add proper anchor

Alt Text Medium and alt text
Consider
implementing
structured data to
provide search
engines with richer

Structured Data Medium information about

your content. This can
lead to more
enhanced search
results, featuring rich
snippets that attract
more clicks.
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Final Thoughts Report

https://www | cor/

This closing summary highlights ||| |} Bl current standing, areas of

improvement, and growth opportunities in the Al-driven marketplace. The
roadmap outlined here ensures stronger visibility, higher trust, and a more
competitive presence compared to regional and national peers.

We recommend prioritizing the urgent proof and transparency actions first,
followed by shortterm content hubs and service commitments, and then
medium-term authority-building programs. This phased approach will secure
- inclusion in Al-driven answers, strengthen customer confidence, and

build sustainable long-term growth.

Thank you for choosing |l for your AI-SEO needs. We're committed to
helping you improve your search engine visibility and digital performance.

WHITE LABEL ﬂ
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