Be EXECUTIVE BRIEF - FOR RETAIL & CONSUMER BRAND LEADERS

How Al Understands Your Brand

Why the future of brand equity depends on how machines interpret your business
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. THE CORE SHIET THE GRAYSON COMPANY

Al doesn't read your brand. It reconstructs it.

For decades, brand strategy focused on human perception. Companies invested
billions in advertising, storytelling, packaging, retail experience, and emotional
messaging to shape what consumers think and feel.

Artificial intelligence changes the audience.

Al does not admire heritage, appreciate beautiful advertising, or experience your
store. Instead, it builds a statistical representation of your company by synthesizing N ‘
millions of digital signals across the internet. B

The quality of that understanding depends almost entirely on the consistency,
clarity, and structure of your digital footprint. The brands winning Al visibility

: . . Al reassembles scattered signals into one statistical identity.
produce the clearest machine-readable signal — not the biggest ad budget.
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THE GRAYSON COMPANY
Il THE NEW GATEKEEPERS

The recommendation happens before the click

Customers no longer browse dozens of websites. Increasingly, they simply ask Al — and the answer arrives before they ever reach you.

. 1
“What’s the best moisturizer “Recommend a premium “Which refrigerator is most “Compare luxury hotel
for sensitive skin?” running shoe.” reliable ?” brands.”

THE NEW STRATEGIC QUESTION

Does Al understand your brand well enough to recommend it?
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Il EXECUTIVE SUMMARY

THE GRAYSON COMPANY

Clarity wins the Al recommendation

Al DOES NOT UNDERSTAND BRANDS EMOTIONALLY

— It does not admire heritage.
— It does not appreciate beautiful advertising.

— It does not experience your retail store.

Instead, it constructs a statistical representation of your

company by synthesizing millions of digital signals across the
internet.
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THE COMPANIES WINNING Al VISIBILITY

are rarely those with the biggest advertising budgets.

They are the companies

producing the clearest
machine-readable signal.




THE GRAYSON COMPANY
M EXHIBIT1 - THE NEW BRAND AUDIENCE

Human brand understanding vs. Al brand understanding

HUMAN CONSUMERS ARTIFICIAL INTELLIGENCE

Emotion - Statistics

Storytelling -> Structured data
Advertising -> Digital signals
Experiences -> Entity relationships

Brand personality -> Semantic associations
Memory -> Mathematical probability

Key insight: Humans remember campaigns. Al remembers relationships between facts.
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THE GRAYSON COMPANY

Il HOW Al ACTUALLY UNDERSTANDS A BRAND

The four systems behind Al brand knowledge

Modern language models and answer engines build brand knowledge through four interconnected systems.

3

Entity Resolution Semantic Structured Data Ecosystem Synthesis
Association

Building your brand identity — Determining what you represent Reading organized, machine- Combining everything the

connecting every reference to from the concepts that recur readable information far more internet collectively says about

one organization. beside you. efficiently than prose. you — not just your site.
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THE GRAYSON COMPANY
[l PILLAR1 - ENTITY RESOLUTION

Building your brand identity

Al first decides whether every reference across the internet points to the same

oL . . . . BEST PRACTICE
organization. If those references are inconsistent, it fragments your brand into

several weak entities instead of one strong identity.
Use one standardized company name everywhere.

v’ ABC Outdoor

Al CONNECTS SIGNALS SUCH AS

Company name Website Social channels e

x  ABC Outdoor Inc.
Product brands Executive names Retail locations x  ABC Outdoors

x  ABC Outdoor Company
Press mentions News & Wikipedia Product catalogs x ABC Outdoor LLC

Consistency improves Al confidence.
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THE GRAYSON COMPANY
B PILLAR 2 - SEMANTIC ASSOCIATION

What does Al think you do?

Once Al knows who you are, it learns what you represent by analyzing which concepts repeatedly appear alongside your brand. The stronger
these repeated associations, the more confidently Al recommends you.

Dyson EXHIBIT 2
Al builds mathematical
- Running -  Vacuum cleaners associations
- Performance - Air purification
) ) ) Brand name
- Athletic footwear - Premium appliances ¢
—> Basketball -~ Engineering Frequently mentioned topics
- Training - Innovation N2

Probability model

“What is this company known for?”

How Al Understands Your Brand - Executive Brief



PILLAR 3 - STRUCTURED DATA

Al prefers organized information

Large language models process structured information far more efficiently than
marketing prose. Think of schema markup as subtitles for Al.

MACHINE-READABLE CONTENT INCLUDES

Product schema FAQ schema Organization schema
Review schema Pricing Inventory
Specifications Store locations Product comparisons
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THE GRAYSON COMPANY

WITHOUT STRUCTURED DATA

Al must guess.

WITH STRUCTURED DATA

Al knows.




THE GRAYSON COMPANY
Il PILLAR 4 - ECOSYSTEM SYNTHESIS

Al reads everyone — not just you

The biggest misconception among executives is that Al

learns mainly from their corporate website. It doesn’t. Owned Media Earned Media
Al synthesizes an entire digital ecosystem.

o Website ° News coverage
o Product pages o Industry publications
o Press releases o Analyst reports

. Blogs & docs

k@%ﬁ C C Trust Signal
‘/7 > s.’ ustomer Content rust Signals

. Reddit & forums . Review platforms
o Reviews o Ratings
o Social discussions o Industry awards

Your brand is defined by everything the internet collectively says
about you.
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THE GRAYSON COMPANY
M EXHIBIT 3 - STRENGTHS & BLIND SPOTS

What Al understands well — and where it struggles

Al UNDERSTANDS WELL Al STRUGGLES WITH

v/ Product facts Emotional meaning
v/ Specifications Brand heritage

v/ Customer reviews Abstract storytelling
v/ Competitive comparisons Creative metaphors
v/ Market reputation Lifestyle imagery

v/ Structured information Symbolic messaging

A campaign that resonates deeply with people may add little to Al understanding if it lacks clear factual context.
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Il THE HIDDEN RISKS

What quietly confuses Al

THE COST OF INCONSISTENCY

e Different company names

e Different product naming

e  Conflicting descriptions

e  Outdated specifications

e  Broken product hierarchies

o Inconsistent category language
e  Duplicate content

e  Missing schema

Every inconsistency weakens Al confidence — and Al rarely fills gaps in
your favor.
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THE GRAYSON COMPANY

THE DANGER OF GENERIC LANGUAGE

“Al flattening” — vague phrases that appear on thousands of sites:

Innovative solutions

Customer-centric excellence

End-to-end platform

Industry-leading technology

To Al, these carry almost no distinguishing information. Specificity creates
stronger machine understanding.
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Il THE SHARP SIGNAL PRINCIPLE

Clarity beats scale

A narrowly focused brand with highly
consistent, structured messaging is often
easier for Al to understand than a massive
organization describing everything it
does.

This is why niche brands increasingly outperform much larger
competitors in Al recommendations for specialized questions. The
strongest brands in Al are the clearest — not necessarily the largest.
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THE GRAYSON COMPANY

STRATEGIC IMPLICATIONS FOR BRAND LEADERS

Tomorrow’s leading brands will optimize for both human perception and
machine comprehension. That requires:

NENE N NSRS

Consistent naming conventions
Structured product information
Rich technical content

Credible third-party validation
Strong semantic differentiation
Clear category ownership
Unified digital identity

Continuous monitoring of Al outputs
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THE GRAYSON COMPANY
[l THE Al VISIBILITY MATURITY MODEL

From invisible to Al-optimized

Brand strategy is evolving from managing perception to managing knowledge. Most brands progress through four stages of machine legibility.

4
3 Al-Optimized

Machine-Readable

Clear signal, validation, and
1 category ownership win the

Structured data and specifics let Al recommendation.

isi describe what do.
Invisible to Al escribe what you do

Fragmented, inconsistent
references. Al sees several weak
entities.

INCREASING MACHINE LEGIBILITY =
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B EXECUTIVE CHECKLIST

Seven questions leaders should ask

Does Al consistently recognize our company across the web?

Is our brand associated with the customer problems we
solve?

Are our products fully machine-readable?

Are we relying on vague marketing language?
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THE GRAYSON COMPANY

Do trusted third parties reinforce our positioning?

Can Al accurately explain what makes us different?

Would an Al assistant confidently recommend us over
competitors?

Brand strategy is shifting from managing perception to managing

knowledge.
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THE GRAYSON COMPANY
Il CLOSING PERSPECTIVE

Al rewards the clearest signal

“Brands are no longer judged solely by what customers think.

Increasingly, they are judged by what Al can confidently
infer.”

Al does not reward the loudest brand. Competitive advantage will belong to organizations whose digital

presence is not only persuasive to people — but unmistakably

It rewards the clearest signal. legible to machines.
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