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EMPLOYER BRANDING IN THE AGE OF Al

E=Xxecutive
Summary

B EXECUTIVE SUMMARY

Al is now central to job search behavior, with most candidates using it to research,
compare, and choose employers before visiting traditional channels.

Employer branding has shifted from visibility (SEO, ads) to discoverability, where Al
determines which companies are recommended.

Candidates expect transparency, authenticity, and personalized experiences tailored to
their role, goals, and career stage.

Career sites are the most critical owned asset, serving as a primary source for both
candidate conversion and Al interpretation.

Effective Al optimization (GEO) requires structured, clear, and evergreen content that Al
can easily interpret and summarize.

Employer brand credibility is built across the entire web, including reviews, media, and
third-party sources—not just owned channels.

Future success will depend on aligning content to Al prompts, leveraging new Al channels
(e.g. chatbots, ads), and ensuring your brand is the one Al recommends.
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Is Al Changing How Job
Seekers Discover and
Evaluate Employers™

As today’s labor market becomes increasingly
complex and unpredictable, employers must learn
how to navigate slower hiring cycles, persistent
skills gaps, changing expectations, and increased
pressure to do more with fewer resources. At

the same time, job seekers have unprecedented
access to information throughout their job search
journey, long before they ever visit a career site or
submit an application.

While the fundamentals of employer branding haven’t changed, the way you
can control your narrative has. Traditional touchpoints such as job boards, social
media, and career pages still matter, but they are no longer the only sources
job seekers rely on to evaluate potential employers. Artificial intelligence is
now playing a growing role in career exploration, as approximately

use Al tools to assist with career-related decisions.

As Al adoption accelerates, job seekers are using these tools to get unfiltered
information about what it’s like to work at a company, how different employers
compare, and which organizations align with their values and career goals.
The answers they receive are shaped by the content those systems can access,
interpret, and summarize—sometimes before a job seeker ever engages with

employer-controlled channels.

This whitepaper explores how employer branding is evolving in the age of Al,
why career sites have become more critical than ever, and what practical steps
employers can take today to prepare for what comes next in this rapidly

changing landscape.


https://online.se.edu/programs/should-chatgpt-choose-careers/
https://online.se.edu/programs/should-chatgpt-choose-careers/
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| need a new pair of running shoes, but there are way too many options. Can you help?
Use Al During the Job
g @  Absolutely. What kind of runner are you?
8 e a rC I . I O d ay u Mostly casual, but I’'m training for my first half marathon this fall.

® Gotit-so you’ll want something comfortable enough for everyday runs,
but supportive enough for longer training sessions.

A few quick questions:
Do you run mostly on roads or trails?

Any foot issues like flat feet or high arches?
What shoes have you liked or disliked before?

Al is rapidly changing job seeker behavior when it comes to job searching.
O In fact, claim that they use Al tools during their job
O search — and it's safe to assume that number will only increase.
Unlike a simple search, Al tools can go deeper. running shoes. You fell an Al agent like ChatGPT, Gemini

They are not only summarizing information; they are being or Claude what type of runner you are—casual jogger or
used as a decision-making tool. These tools pull from all marathon trainee. You share which shoes you’ve liked or
over the internet to provide the best possible answer to disliked in the past. Then you ask for recommendations,
hyper-specific questions, and job seekers are using this to and finally, for help choosing between two specific options
their full advantage across their entire job search process. based on what matters most to you, like arch support.

Of job seekers claim that they use Al tools during

their job search — and it’s safe to assume that You've likely noticed a difference when using Al yourself. The agent doesn’t just give you a list; it helps you make a

number will only increase. Imagine you're a runner looking to buy a new pair of decision, all without having to visit the brand’s website.

SOURCE: HR MAGAZINE



https://www.hrmagazine.co.uk/content/news/two-thirds-of-graduates-use-ai-for-job-applications
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B JOB SEEKERS JOURNEY

How Does Al Guide the
Job Seekers’ Journey™?

Let’s use, for example, an individual who is looking for a
barista job in the Denver area. Although they are currently
employed, they’re curious about their other options. On
their drive home one day, they notice a few “Help Wanted”
signs on the doors of some of their town’s most popular
coffee shops. They’ve always been curious about working
there, so they begin some preliminary research.

Instead of a search engine or job board, they might begin
their journey on ChatGPT. They ask a simple prompt,
“Where is the best place to work as a barista in Denver?”
The Al agent returns several options and might even sort
them by priority like “Best for flexibility,” “Best for tips and
busy shifts,” or “Best overall.” They now understand their
options, but they certainly aren’t ready to make a

decision yet.

The job seeker will then start their search in earnest. They’ll
browse job boards for a full picture of who is hiring. But
before they begin the application process, they want to
evaluate individual companies. “What is it like to work

at Company X?” they will likely ask ChatGPT next. The
answer they receive will be more detailed, often including
information like culture, training, pay, flexibility, and more.
Information will be pulled from sources like career sites,
Indeed, Glassdoor, Reddit, and more. Finally, the agent will
summarize the information for the job seeker and provide a
recommendation or a list of pros and cons to help

the individual make their decision.

But what if this is a highly skilled barista with multiple
options? In that case, they will ask ChatGPT to compare
multiple companies and recommend the best one.

A prompt such as “Where should | work — Company X

or Company Y?” will be easier for them than spending
time researching reviews and Reddit boards. ChatGPT
will provide comparisons between the two companies
and end with an “honest recommendation.” It can even
pull from consumer reviews to help understand which
option has the most satisfied customers. What makes
their recommendations even more valuable is that they
can pull any existing information they have on the user to
truly customize this reply. For example, the agent will make
a different recommendation for a single parent who is
prioritizing flexibility than it would be for a college student
hoping to make as much money as possible during their
summer break.

As we all know, no two job seekers are the same. Some
might ask more detailed questions and spend more time on
their research, while others are just looking for any place
that is hiring. However, understanding a job seeker’s thought
process and how their Al usage evolves throughout their job
search can be critical for employer brand leaders who are
customizing content for Al.

Al THROUGHOUT THE JOB SEEKERS’ JOURNEY:

= Passive Exploration

Using Al tools to ask broad questions, like “Where is the best place to
work in (this industry)?”

* Interested and Evaluating

Leveraging Al for deeper questions about specific employers, such as,
“What is it like to work at Company X?”

« Comparing Options

With multiple options, the job seeker may ask Al to compare employers
directly by asking, “Which company is better, Company X or Company Y?”

- Making a Decision

At the final stages, job seekers might rely on Al to help them decide on
the best fit based on their personal needs.
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What’s the Difference
Between Being Visible

and Belng Discoverable
IN Al Search™

Traditionally, employers have relied on gaining visibility on paid
advertising by intercepting clicks and attention or leveraging SEO
efforts to appear higher in search rankings. While these tactics
still work for some, visibility alone is no longer enough to attract
the qualified and passive job seekers employers care most about.
Today, discoverability is what matters.

Speak with an Appcast expert to learn how we
can help your brand become more discoverable.

A\

Matt Plummer

Think about the last time you went out to eat. You're seated
at your table, scanning the menu. Everything the restaurant
offers is right there in front of you - clearly listed, easy to

read, and fully visible. You could order anything on the page.
Then the server walks past carrying a sizzling plate of fajitas.

You see the bright color of the peppers, hear the sound of
the sizzling chicken, and smell the freshly made tortillas.
Suddenly, your decision is easy.

For years, SEO played this role in recruiting. Job seekers
searched a keyword and the employers with the strongest
SEO appeared at the top of the results. [t made jobs visible
by helping career sites and job postings rank higher in
traditional search.

That’s the difference between visibility
and discoverability. Visibility ensures
your options exist and can be found.
Discoverability is what makes
someone choose.

€€ We’'re moving from an era of visibility into an
era of discoverability—making your content
findable and recommendable through Al.

Chief Product Officer at Appcast

Today, things are changing. Generative engine optimization
(GEO), also commonly referred to as Al SEO, focuses

on ensuring content can be accurately interpreted,
summarized, and recommended by Al tools. Instead of
simply ranking pages, Al systems synthesize information and
guide job seekers toward what they believe is most relevant,
compelling, or aligned with a job seeker’s goals.

There has already been a shift in user behavior when

it comes to traditional search and Al. of
300,000 keywords over one year, between 2024 and

2025, there was a 34.5% drop in click-through rates for top-
ranking pages when Al summaries are present. That means
people are already relying on Al-generated responses
instead of clicking on a link to read the source material

for themselves.

Throughout this whitepaper, the focus will be on
optimizing your strategy to become more discoverable
with GEO strategies and adapt to the new world of search
and discovery.


https://ai360seo.com/rise-of-ai-decline-of-clicks/#:~:text=The%20Rise%20of%20AI-Powered,keywords%20experiencing%20the%20steepest%20declines.
https://www.appcast.io/products/appcast-career-sites/
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How Has Employer .- = @ |
the Al Era’”? gy Yo
-

For job seekers to find the right information about your company via Al tools, your employer
branding content must be optimized. Ensuring that the correct information is readily available to Al is
now a critical component of recruitment marketing. This is how you ensure that your employer brand

narrative remains relevant or how to start thinking about your relationship with Al.

o
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The Evolution of
Employer Branding

2010

The work hard, play hard era
Perks & Ping Pong

2015

The storytelling era
Culture Videos & Career Sites

Although it feels well-established today, the concept of
employer branding is still fairly new. It gained traction
around 2010 as competition for talent increased, and
employers realized they needed to differentiate themselves
to attract top talent. This period was often defined by the
“work hard, play hard” mindset, where branding focused
on fun and energy through office perks, social culture, and
on-site games like ping-pong.

As employer branding evolved, employers recognized
that surface-level perks weren’t enough. Around 2015,
employer branding entered what can be described as
the storytelling era. Companies began investing in

2020

The conscious era
DEI| Statements & EVP

more intentional narratives through culture videos,
employee testimonials, and career sites to communicate
what it truly meant to work there.

By 2020, priorities shifted again as job seekers began
evaluating employers through a more values-driven lens.
This marked the rise of the conscious era of employer
branding, where transparency, purpose, and alignment
mattered more than ever. Employers responded by
formalizing employer value propositions, expanding DEI
commitments, and more clearly articulating their stance
on issues.

2025

The verified era

Proof, Personalization & Purpose
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b - Today, we are seeing yet another change in what has even when companies appear financially healthy, have also
O ay S r u St ecess I O I I been referred to as a “trust recession.” According to the fueled skepticism. Together, these dynamics have made job
there is an seekers more cautious and far less willing to take

- - unprecedented global decline in employer trust and an employer messaging at face value.
al I e e rl I e ra increase in fears that leaders (including business leaders) , , ,
; ) R ) A decrease in trust combined with access to
are lying. Simply put, individuals do not trust their employer ,
) groundbreaking new technology has brought us to what
or the people who lead the company. When it comes to , N
) , ) , can be described as the verified era. Job seekers are not
job searching, most job seekers are on high alert for any , , , ,
going to simply believe what you tell them — they are going

messaging that comes across as inauthentic. ) R ) ) ,
to verify everything independently. And increasingly, they’re

Several forces have contributed to this decrease in trust. turning to Al agents. When they want to know what it’s really
Younger generations, particularly Gen Z, have watched like to work at your company, they don’t rely on a single
those before them face unfair working treatment and are source. They ask tools like Gemini to summarize information
determined to avoid the same outcomes. At the same from across the web and deliver a more complete,

time, high-profile return-to-office mandates following impartial picture.

COVID, in combination with waves of layoffs occurring

Unprecedented Global
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https://www.edelman.com/sites/g/files/aatuss191/files/2025-01/2025%20Edelman%20Trust%20Barometer%20Global%20Report_01.23.25.pdf
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What Job Seekers
VWant Now

€t Candidates are looking for proof, personalization,
and purpose. The job-seeking experience needs
to reflect the community and authenticity of the
employer brand.

Brianna Huynh VP of Brand and Creative at Appcast

What job seekers are looking for today is simple.
They want an authentic and transparent employer
that clearly represents the role they will be entering.

They also want growth; opportunities to learn and develop, job seeker interest (whether they are active or passive). An
a clearly communicated career path, and benefits that entry level role may value seeing a clear career trajectory,
apply to them. Before they commit, they want to know what while someone more senior may be interested in flexibility.
will be expected of them — and the tradeoffs. Will they be Someone who is passively looking for a job might be drawn
expected to travel abroad or come into the office five days a in by the culture of the office, while someone seriously
week? Will they have unlimited time off, but end up working considering your company will want to know details about
most weekends to keep up with their projects? Is there a benefits and pay.

clear path to move up, or will they be in the same role for
years? Let them know as early as possible to help build trust
from the beginning. This transparency will also help increase
employee retention in the long-term, as they won’t be

Appcast can help you create an EVP that resonates

surprised by culture, workload, or expectations. with job seekers.

Job seekers today are also looking for a personalized
experience. should be A\
tailored specifically to vocation types, career stages, and


https://www.shrm.org/topics-tools/news/talent-acquisition/employer-value-propositions-brand-building-blocks
https://www.appcast.io/products/employer-brand-and-evp/
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How Can
Employers
Optimize fo

As a leader, there are steps you and your team can take today to ensure your employer
brand is prepared for how job seekers search, evaluate, and make decisions in the age of
Al. Beyond optimizing your career site, it’s about building the right habits, ownership, and

perspective to keep your employer brand accurate, credible, and discoverable as this new
era continues to evolve.
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VWhat Is Your

Current State™

Start by putting yourself in the mindset of a job seeker
in your industry. What will they want to know about your
company and about your open roles? Brainstorm a list
of questions they might ask an Al agent throughout their
journey. Then, test these out.

Does your company appear when you ask about the best places to work in your industry?
What does Al say when you ask about your company’s work experience? Is it able to answer
specific questions about your culture or benefits? How are you compared to other

similar employers?

Don’t just read the answers to these questions — dive deep. Check out the citation links, ask
the follow-up prompts it recommends, cross-reference information with your career site.
Even ask the agent “where did you find that information?” This will enable you to find any

breakdowns in your branding and figure out where you should spend your efforts.

Maximizing Control of Your Career Site

When it comes to your employer brand, career sites are your most important asset. It’s the
one place where you fully own the content, control the story, and influence how both job
seekers and Al understand your brand. Career sites attract the highest-intent talent, convert
more effectively than any third-party channel, and serve as the central hub for all recruiting
and talent acquisition activity.

The truth is, a lot of your employer brand exists in places you can’t control - Reddit
discussions, Glassdoor reviews, even a disgruntled former employee’s LinkedIn page. But
you can control your career site and the content that lives on it. By making a few strategic
updates, you can ensure your content is easier to discover, easier to understand, and more

valuable to the right job seekers.
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How Can Employers
Optimize Career Sites for
Generative Al Discovery™?

14

The highest impact improvement employers can make is building
a multi-page career site with evergreen content.

Use clear internal linking to connect roles, teams, and
locations, helping both job seekers and Al understand how
your organization is structured and how opportunities relate
to one another.

Next, focus on structured, scannable content across

the site. Bullet points, well-defined sections, and FAQs
improve accuracy and usability at the same time. Be sure
to incorporate these changes on both the front end of your
site, as well as the back end.

Technical optimization comes next. Keep in mind that Al
systems don’t evaluate your career site the way a person
would. They aren’t influenced by design or visuals, but by
how clearly content is structured, labeled, and prioritized.
GEO-targeted meta descriptions and Al-friendly schema
markup help signal what information matters most, enabling
Al tools to accurately discover, interpret, and summarize
your content.

Job seekers, on the other hand, don’t care about markup
or metadata, but about finding the right information
quickly and forming a clear, trustworthy impression of your

employer brand. Technical optimization should help with
both: it ensures Al understands your content while helping
job seekers get the answers they’re looking for.

Finally, job descriptions are one of the easiest areas to
improve, but they should not be the starting point. Because
job postings are short-lived, they are less reliable than long-
term brand assets. Still, clarity matters. Use direct language,
avoid jargon, and clearly outline responsibilities, location,
compensation, benefits, and work arrangements, especially
for high-traffic or hard-to-fill roles.

That said, for roles your organization hires for consistently, it
often makes sense to move beyond individual job postings
and invest in evergreen role-based content. Dedicated
job-family pages - such as “What it’s like to be a retall
associate at [Company]” - provide durable context that job
descriptions can’t. These pages give job seekers deeper
insight into the role, expectations, and growth opportunities
while creating a more stable source of information for Al to
reference over time.

Appcast Career Sites come with SEO and GEO
integration to ensure you’re ready for Al discovery.

\| Learn more today



https://www.appcast.io/products/appcast-career-sites/
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Your 5-Step Framework

B EMPLOYER BRAND IN THE Al ERA

to a GEO-Optimized

Career Site:

STEP O1

Build a multi-page
career site

Include evergreen content
and internal linking.

STEP 02

Use structured,
scanhable content

Use scannable content throughout
the site, such as clear headers, bullet
points, defined sections and FAQs.

STEP 03

Apply technical
optimization to
support Al discovery

Use technical optimization
tools like GEO-targeted meta
descriptions and Al-friendly
schema markup.

€€ Al loves lists. The more you can use bullet points,
tables, and specific details, the better your content

will perform.

Brianna Huynh VP of Brand and Creative at Appcast

STEP 04

Update your
job descriptions

Update job descriptions for

clarity and use direct language.

STEP 05

Create
evergreen pages

Use these evergreen pages for
long-term roles or job families
that you frequently hire for.

15
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Not sure if your job descriptions are clear enough for Al readability?
Check out some examples of “do’s and don’ts™ below:

Easy Changes
that Make Your

Managers will work onsite Monday-Friday, with We offer a dynamic and flexible

J O b DeSC ri pt i O nS flexibility to work from home when life happens. work environment.
G EO -frl e n d Iy You'll have access to mentorship from We're committed fo helping you grow in

experienced clinicians, paid board fees, and your career.
clear career pathways from dental assistant to

expanded duties dental assistant. . . . . .
Join an innovative team and think big.

You'll help identify promising discoveries, shape We offer competitive benefits to support
investment strategies and contribute to the your life.
development of products and solutions that

Keep Your Career Site Up to Date benefit patients globally.

Once your career site has been optimized for GEO (see our

tips above), you want to ensure that it is kept current. Treat
s -y > We are proud to be among the few U.S.

companies to provide a pension benefit at no
cost to employees.

updates as an ongoing practice, not a one-tfime project.
Align talent acquisition, employer brand, marketing and web
teams on who updates content, how often reviews happen,
and what events trigger changes, such as policy shifts or
new benefits. This ensures your career site evolves with

your business.

At this stage, it is critical to involve your technology

partners. Ask your career site or ATS provider whether

job descriptions are currently implemented with GEO-

specific schema and structured data updates. Confirm \/
how frequently schema is refreshed and whether new Al

discovery standards are being supported.

16
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DEEPER DIVE

Easy Changes that Make
Your Job Descriptions
GEO-friendly

Establish Consistency Across Platforms

Now it’s time to branch out from your career site and ensure that
your employer brand is consistently and accurately portrayed
across all platforms. Make a list of all channels you currently

use for recruitment marketing and go through them individually.
Be thorough — it’s possible that there are a few places that

may have been neglected recently.

Now that you know where to start, check that your messaging is
up to date and honest everywhere. Whether job seekers find you
on social media, job boards, or even a billboard, they should have
a clear understanding of who you are and what your employer
brand is. This consistency will help to build and establish trust.

An effective and scalable employer brand is built with structure
and modularity. When your core messaging, value propositions,

visuals, and proof points are clearly defined, they can be
activated consistently across any platform or format. This makes
it easier to maintain accuracy as your brand expands into new
channels or adapts to new technologies.




EMPLOYER BRANDING IN THE AGE OF Al

Your Blog

B EMPLOYER BRAND IN THE Al ERA

Writing Checklist

BEFORE YOU WRITE

Start with one clear question a job seeker
or Al might ask

Define the audience (role type, career
stage, intent)

Select 2—3 relevant keywords or phrases
to anchor the piece

WHILE YOU WRITE

Lead with a clear, specific introduction
(avoid vague framing)

Use short paragraphs, descriptive headers,
and bullet points

Eliminate jargon and “fluffy” language

Include examples, tradeoffs, or real-world
context where possible

Of course, Al is not just looking at your career site and

social media pages. It takes into account how your company
appears on the internet as a whole. Simply put, Al is looking
for authority.

It’s important to note that the concept of authority itself isn’t
new. In traditional SEO, domain authority has long been a
foundational signal. What’s changing is how that authority is
aggregated and applied. Al systems evaluate authority more
holistically, looking not just at isolated pages, but at the
depth, and credibility of your brand’s presence across

the web.

One of the most effective ways to build that authority is
through consistent, high-quality content. Blogs are a simple
but powerful starting point. Work with your team to develop

STRUCTURE FOR Al EXTRACTION

Use clear H2s and H3s that reflect real questions
or topics, such as “What is it like to work in
healthcare today?”

Add an FAQ section answering common
or follow-up questions

Place a 30-70 word “Quick Answer” or

Key Takeaways section at the top

Summarize the main topic in plain language
and use a key stat or fact if possible

18

an editorial calendar focused on answering real questions
and sharing expertise relevant to your industry or roles. Be
sure to optimize content for GEO: write clearly, use specific
language, incorporate a small set of relevant keywords,

link to related pages across your site, and include an FAQ
section that Al can easily extract and summarize.

For longer-term impact, earned media and third-party
validation also play an important role. Working with a public
relations firm can help place your expertise in reputable
publications. Mentions, quotes, and bylines in respected
outlets don’t just expand reach; they provide external signals
that reinforce credibility. Over time, this distributed presence
helps Al associate your brand with authority, legitimacy, and
relevance, which will strengthen how your employer brand is
represented across Al-driven search and discovery.

OPTIMIZE FOR AUTHORITY

Link internally to related roles, teams,
or career site pages

Reference credible external sources
when relevant

Attribute insights to subject-matter experts
when possible
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How Can
Employers Measure
the Success of

their GEO Efforts™?

Today, there are a number of tools that claim to help you measure the success of your GEO efforts.
Here we will outline a few of the more popular tools, but keep in mind that this list is not exhaustive,
and new technology is entering the market every day.
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How Can Employers

Measure the Success
of their GEO Efforts™?

SEMrush

SEMrush is a well-known platform that has been used
primarily for keyword research, competitive analysis, content
optimization, and more. Traditionally, it was leveraged by
teams to understand how their content performs with search
engine optimization (SEO).

SEMrush’s new Al visibility ool features Al-specific tracking

that helps companies better understand their brand visibility,
fix gaps, and grow across both Google and Al search. This
tool offers a wide range of features that focus on Al analysis,
brand performance, prompt tracking, content creation,

and more.

Profound

Profound was created specifically to address the rise of Al-
driven search. Unlike other SEO platforms that later added
GEO features, Profound was built from the beginning to
monitor and analyze how large language models reference
brands, products, and content across responses.

Profound’s platform offers monitoring tools that allow you

to monitor how Al talks about your brand, see how Al uses
your website, discover what prompts people ask Al, and
track product placement in Al. It also offers a feature that
helps you automate Al-optimized content.

Built In

Built In’s Employer Intelligence Platform is designed for talent

acquisition and employer brand teams navigating Al-driven candidate
journeys. It helps companies understand and improve employer
reputation and visibility across search and Al so they can reach talent in
the moments where decisions are made.

The platform provides capabilities to analyze how companies are
represented across search and Al, control their reputation through
structured profiles and content, and extend reach through third-
party distribution. Its core functionality spans visibility and reputation
analysis, content creation and optimization, and profile and job
distribution across high-authority channels.

20


https://www.semrush.com/ai-seo/overview/
https://www.tryprofound.com/
https://employers.builtin.com/
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B MEASURING GEO EFFORTS

How Can Employers

Measure the Success
of their GEO Efforts™?

TOOL

SEMrush

Profound

Built In —
Al Reputation
Report

BEST FOR

SEO & Digital Marketing Teams

Enterprise Marketing, Brand,
and Growth Teams

Employer Brand and Talent Acquisition

PRIMARY USE CASE

Extending existing SEO programs into
Al discovery.

Measuring and influencing brand visibility
inside Al answer engines.

Understanding how Al describes your
employer brand to candidates.

HOW IT HELPS WITH Al & GEO

Tracks whether content appears in Al
Overviews and generative answers;
applies GEO concepts on top of
keyword and SERP data.

Monitors mentions and citations
across ChatGPT, Gemini, Perplexity,
Claude, and more; provides Al-
optimized content guidance.

Analyzes Al-generated perceptions
across employer brand pillars like
culture, benefits, and growth.

KEY ADVANTAGES

Familiar workflows, strong competitive
benchmarks, easy adoption for teams
already investing in SEO.

Deep Al-native analytics, multi-engine
monitoring, strong enterprise-scale
insight into zero-click discovery.

Purpose-built for recruiting, accessible
insights, minimal technical lift, clear
narrative diagnostics.
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What's Next for
Employer Branding
as Al Adoption
Accelerates™

With Al evolving so rapidly, no one can know for sure what’s coming next. What we do
know is that the fundamentals matter more than ever. Employers that focus on clarity,
consistency, and discoverability will be best positioned as Al continues to influence how
job seekers find and evaluate opportunities.

Looking ahead, a few emerging areas are likely to play an increasing role in how Al
shapes employer branding.

Career Site Chatbots

Al agents are increasingly moving closer to fully owned
channels like career sites. For job seekers, this infroduces
a new choice: they can navigate your site on their own or
simply ask your chatbot.

What makes career site chatbots especially powerful is that
they are entirely configurable by you. Because they draw
only from approved content, employers can control the
information, tone and guardrails behind every response.
This allows organizations to deliver fast, consistent, and
trustworthy answers while ensuring the employer brand is
represented accurately.

Sponsored Advertising in Generative Al

For many Al users, one of the main advantages of Al
platforms is the lack of traditional advertisements. They feel
that they are getting more honest information than they
might see on search engines, which are heavily shaped by
paid placements and sponsored results. This perception has
helped position Al as a source of more “honest” or unbiased
information — at least for now.

OpenAl is already testing ads in ChatGPT. There’s evidence
that Google expects to do the same in Gemini.
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Beyond answering questions, chatbots can support the

job seeker journey. They can guide job seekers to relevant
roles, explain application steps, prompt job-specific
questions, and increasingly help with post-application
needs such as checking application status or clarifying next
steps. When designed thoughtfully, career site chatbots
reduce friction, improve the experience, and reinforce the
structured signals Al systems rely on to understand and
represent your employer brand.

The current path for these platforms seems to indicate
that they want to steer clear of advertisers having too
much context related to the nature of the conversations
users are having, and that the ad unit itself should be very
much separated from the organic responses from a visual
treatment perspective.

Either way, we expect ads in generative Al to be another
way for employers to get in front of talent who might be
researching jobs in their relevant fields.

Content Strategies that Align with Prompts

We have already covered how to optimize your content for

GEO discoverability. But companies looking ahead will go a
step further by aligning content directly with the questions

job seekers ask Al.

Early in their journey job seekers may start with broad,
exploratory prompts like, “What’s it like to work as a

nurse?” or “Which companies offer the best flexibility

for working parents?” Employers that proactively create
content addressing these general questions can position
themselves as authoritative, tfrustworthy sources. Over
time, this can help Al better understand your company, and
increase the likelihood that your brand is included, cited, or
recommended in Al-generated responses.
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Three Strategic
Shifts to Prepare For:

Prompt-Aligned Content Will
Matter More Than Ever

Employers that create content aligned to the real
questions job seekers ask Al will be more likely to be cited,
summarized, and recommended by Al tools.

Paid Visibility Will
Expand into Generative Al

As platforms begin introducing advertising, generative Al
will become a new channel for employers to reach talent.

Career Site Chatbots Will Become
a Core Experience Layer

Configurable, employer-owned chatbots will increasingly
handle discovery, guidance, and application support.
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Checklist: What Should Employers Do Next to Prepare for Al-Driven Discovery?

O @ O3

AUDIT Al PERCEPTION OPTIMIZE CAREER SITE STRUCTURE ADD STRUCTURED CONTENT
Ask Al tools: “What is it like to work at [Company]?” Create evergreen pages for roles, teams, and locations Convert key sections into FAQs
Review top sources Al cites and identify gaps Use clear internal linking between related content Use bullet points instead of long paragraphs
or inaccuracies where possible

Add explicit headers that reflect real candidate questions

O4 OS5 O6

CLARIFY JOB CONTENT (STRATEGICALLY) BUILD AUTHORITY BEYOND THE CAREER SITE ESTABLISH ONGOING OWNERSHIP
Update high-volume or hard-to-fill job families Publish employer brand blogs answering real Align TA, employer brand, marketing, and web teams
with dedicated pages candidate prompts Define who updates content, how often, and what

Eliminate vague language (“competitive,” Secure third-party validation through PR, partnerships, triggers changes
“flexible,” “innovative™) and earned media
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Conclusion

Al has dramatically changed how job seekers discover,
evaluate, and choose employers. What once required

hours of searching, comparing, and verifying can now

be done in minutes through Al-driven summaries

and recommendations.

In this new reality, employer brand is no longer can influence how Al represents them. GEO-
controlled solely by what you publish, but friendly content, transparent job descriptions,
by how clear, consistent, and credible your and consistent employer narratives all help
content is, and how it is understood by Al position your brand as a trusted source Al is
machines acting on your behalf. more likely to cite and recommend.

The good news is that employers are not In the age of Al, employer branding isn’t about
powerless in this shift. By prioritizing owned outranking competitors, but about earning
channels like career sites, optimizing content trust, delivering proof, and ensuring your

for clarity and structure, and aligning story is the one Al tells when job seekers ask,
messaging across platforms, organizations “Where should | work?”

.appcast |
brand & creative

Appcast Brand & Creative helps organizations define, strengthen, and activa
across the candidate journey. Through EVP strategy and campaign creative
employers communicate what makes their organization a compelling place t

These services are designed to build candidate trust, improve engagement, and support stro
hiring outcomes by connecting employer brand strategy to recruitment marketing performan

L FIND YOUR BRAND & CREATIVE SOLUTION

Appcast Career Sites

Appcast Career Sites helps employers turn their career site from a static destination into a high-performing
recruitment hub that brings together employer brand, candidate experience, and Appcast technology. Built
with thoughtful design, SEO/GEO readiness, branded job search UX, and performance tools like Appcast
Apply, Appcast Xtend, and full-funnel analytics, Appcast Career Sites help candidates discover your brand,
explore relevant opportunities, and apply with less friction.

The solution gives talent acquisition teams a more measurable, optimized, and flexible career site
experience designed to improve discoverability, engagement, and conversion.

L REQUEST A DEMO TODAY



https://www.appcast.io/products/appcast-brand-and-creative/
https://www.appcast.io/products/appcast-career-sites/
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About Appcast
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Appcast is an integrated recruitment marketing
platform that helps organizations hire better
talent, faster and more efficiently—with full
visibility into what drives results.

By unifying performance-driven media and technology, optimized candidate
experiences, and full-funnel analytics, Appcast ensures every recruitment

dollar delivers measurable impact.

From programmatic job advertising and search and social campaigns to
conversion-optimized career sites and real-time data insights, Appcast
continuously optimizes your recruitment strategy. The result: higher-quality
applicants, lower costs, and the confidence to scale hiring with clarity

and control.

Want to learn more about how Appcast can help with your employer
branding needs? Contact us today.

contact@appcast.io
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