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Filling the gaps:
Who I am
What I do / what I’ve done
Why you should care
Why you should trust me

CONTEXT IS KING







MIND THE GAPMIND THE GAP

L O ND ON  UN D E R GR O U ND ,  S I N C E  1 9 6 8 .



ENGLISH
We’re British. 
Tell us what 
we should do!



AMERICANS
This is so 
quaint!



FRENCH
Ze roast 

beefs are so 
stupid, why ze 

gap?



THE WORLD
English people 
are strange



GAP S AR E EV ERY WHER E



OFTEN. GAPS ARE PROBLEMATIC



SE ARC H MAR KETE RS ?



WE ARE GAP F ILLERS

SE ARC H MAR KETE RS ?



CONTENT TECHNICAL

LINKS
MEANING

KNOWLEDGE
CONTEXT

OUR GAPS (HISTORICALLY & TODAY)



WHY ?



LLMS

We are not 
smart

WHY ?



Prompts are 
not keywords

WHY ?
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ENTITIES SCHEMA

GRAPH
MEANING

KNOWLEDGE
CONTEXT

OUR GAPS (TODAY)



MIND THE

PROMENTITY
GAP
A search marketing leader's framework for 
visibility when prompts replace keywords.



PROMENTITY

Prompts + Entities



PROMENTITY

Yes. I made that word up!





WHO I S  THI S?



Filling gaps is what humans do.

LLMs need help with meaning | knowledge | context

E NT IT I ES

Content-Level Clarity

Using the right words for 
things and to disambiguate 

content meaning

S CHE M A

Code-Level Clarity

Using known ontologies to 
clarify in code

GR AP H

Context-Level Clarity

Linking intelligently to 
provide context and 

meaningful associations



Entities
Known & 

Cataloged

Unambiguous



Entities
Known & 

Cataloged

Unambiguous





Schema
Machine-

readable 

clarification of 

meaning, 

based on 

known 

ontologies

schema.org



SchemaSchema



Graph
Context with 

relationships, 

connections & 

associations to 

relevant, related 

and clarifying 

concepts or 

content 



Graph
Context with 

relationships, 

connections & 

associations to 

relevant, related 

and clarifying 

concepts or 

content 



Graph



Entity Map
Tying all these 

together for 

search engines 

and LLMs

entitymap.org



MIND THE GAPW E ’ R E  G O N N A  T A L K  E N T I T I E S

A N D  L I K E L Y  T O U C H  O N  A  F E W  O T H E R  T H I N G S  ☺



MIND THE GAPONE R EQUE ST
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T O D A Y ' S  A R G U M E N T

LLMS ONLY KNOW WHAT IS 

TOLD THEM, THEN THEY GUESS

Your (or client’s) brand may not be known

What is “known” about you (or them) may not be right

Our Goal is to fill in the knowledge gaps





From Keywords 

to Prompts.
What we typed. What we ask. What's ________.

KEYW   RD

missing words. missing 

letters. missing meaning.

“MIND THE GAP”



K E Y W O R D S  >  P R O M P T S

25+ years of optimizing for what people typed.

K E Y W OR D S

“best CRM for startups”

“running shoes flat feet”

Proxy for meaning.

P R OM P T S

“I run a 12-person SaaS, B2B, mid-ACV. 
Which CRM should we move to off 
HubSpot Free?”

“200lb runner, low arches, shin splints 
at mile 4 - what shoes?”

Meaning itself.



K E Y W O R D S  >  P R O M P T S

Still optimizing for what people: Type. Say. Imply.

P R OM P T S

“I run a 12-person SaaS, B2B, mid-ACV. 
Which CRM should we move to off 
HubSpot Free?”

“200lb runner, low arches, shin splints 
at mile 4 - what shoes?”

Meaning itself.

But now… 

Optimizing

for meaning



L E V E R A G I N G  E N T I T I E S  F O R  M E A N I N G

How the models answer
(The RAG Underground Line)

The model isn't picking pages by keyword.

It's picking passages with meaning (leveraging entities)

- and assembling those passages into answers.

P ROMP T

Query Arrives

INT E R P R ET

Entities + Intent

RE T RI E VE

Entity-Aligned 

Page / Passage

RE CONCI L E

Resolve + Relate 

Entities / Linkability

S YNTHE S I ZE

Generate Answer





MIND THE GAPTHE  H I ST ORY OF  GAPS

( L L M  H I S T O R Y )



Born From 

Gaps.

The models didn't learn from 

sentences. It learned from ________.

[MASK]

Ted Lasso is from



Born From 

Gaps.

The models didn't learn from 

sentences. It learned from ________.

[MASK]

Ted Lasso is from

...Kansas City?



F I L L  I N  T H E  G A P S  ·  B I L L I O N S  O F  T I M E S - B E R T

Masked Language Modeling, in one slide.

Ted Lasso is from [MASK]

model's prediction:

Kansas City 71%

NBC 12%

TV 8%

Wimbledon 5%

Wichita 4%

Bidirectional Encoder Representations from Transformers



T H E  I R O N Y

The models are gap-filling machines.

We're using gap-filling machines to ask 

about our brand.

Of course it can see our gaps.

It was built by seeing them.



MIND THE GAPFILLING MEANING GAPS

A R E  Y O U  C L E A R ?  ( A N D  D O  L L M S  U N D E R S T A N D ? )



The Promentity 

Meaning Gap.

What does the model say?

Does it match what you ________?

Y O U R  M E A N I N G  G A P



Topic overlap. AI vs what you say.

M E A N I N G :  M E T R I C  N U M B E R  O N E

Not IF you show up, but if your meaning is clear

(based on what YOU say about yourself) vs. what the LLMs say!



Download a prompt I use!

F R E E B I E !



Per Model. Check the response.

M E A N I N G :  M E T R I C  N U M B E R  T W O



Just the Facts.

D O E S  T H E  L L M  B S * ?

TRUE
Do the AI answers where you are 

cited accurately reflect who you are, 

what you do, or hallucinate?

Track the Facts

M E A N I N G :  M E T R I C  N U M B E R  T H R E E

*Very technical term. Use with caution.



MIND THE GAPMEASURE

A R E  Y O U  T R A C K I N G  P R O M P T S  T H A T  M A T T E R ?



You can’t measure 

the success of what 

you don’t track



Mind Your 

Prompts.

If you're not tracking them, 

you're ________.



Y O U  C A N N O T  T R A C K  E V E R Y T H I N G

Prompt tracking is not every* prompt.

"Is [Brand] reliable for [use case]?"

"What are the best [category] tools in 2026?"

"How does [Competitor] compare to [Brand]?"

"How do I solve [pain point]?"

"What should I consider before [decision]?” (Gemini-based)

BRAND

CATEGOR Y

COMPETITOR

PROBLEM-LED

FAN-OUT

*Potentially infinite or eleventy-gazillion whichever is bigger



S T O P  C H A S I N G  V O L U M E  ·  C H A S E  C O V E R A G E

How many prompts to track?

BREADTH across 5 categories  × DEPTH per buying stage

BRAND CAT EGORY COMP. PROBLEM FAN-OUT

AWARENESS ? ? ?

EVALUATION ? ?

DECISION ? ?



J O B S - T O - B E - D O N E  C O V E R A G E

What prompts need to cover.

I  need to 

LEARN
"What is X?"

"How does X 

work?"

"Why does X 

matter?"

I  need to 

COMPARE
"X vs Y?"

"Best X for 

[segment]?"
"Trade-offs of X?"

I  need to 

DECIDE
"Should I switch 

to X?"

"X for [my 

situation]?"
"Risks of X?"

Coverage is the goal. You need to able to draw this for your category/products!



Metrics.



AI Share of Voice in synthesized answers.

Your Brand Competitor A Competitor B Competitor C Others

6.7%
How often the model 
cites you, in what 

company, with what 

attribution for what 
topics…

Has nothing to do 
with ranking nor 

YOUR competitive 
set!

M E T R I C  N U M B E R  O N E

E X A M P L E



Topical presence.

T O P I C A L  P R E S E N C E

20.3
Topic depth, breadth, and concentration 

where a brand or competitor appears

Loud doesn't mean complete.

M E T R I C  N U M B E R  T W O

What entities show up in AI results?

GAPS ☺



Expanding your (prompt) world view.

Q U E R Y  F A N  O U T

COVER
When Gemini expands the prompt, 

are you covering the additional intents 

with entity-clarified content?

Opportunities and Gap Insights

I N S I G H T S  N U M B E R  O N E

FILL GAPS ☺



MIND THE GAPGRAPH

A R E  Y OU  C ON N E C T I NG  F OR  C O N T E X T ?



Competitor insights provide context clues.

G R A P H :  C O N N E C T I N G  F O R  C O N T E X T

What topics are LLMs surfacing that you *don’t* cover well (or at all?)



Competitor insights provide context clues.

G R A P H :  C O N N E C T I N G  F O R  C O N T E X T

(This needs a “human-in-the-loop” - LLMs can be dumb)



Gaps are opportunities to connect. 

G R A P H :  C O N N E C T I N G  F O R  C O N T E X T



Biggest challenge? IMHO Blog posts. 

G R A P H :  T Y I N G  T I G H T  C O N C E P T S  T O G E T H E R  T I G H T L Y



MIND THE GAPSO FAR…
P R OB L E M S .  T R A C K I N G .  M E A S U R I N G .



Closing the Gaps.

Four types of gaps. Three levers to fix. Eight ________.



E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap fixes. Missing.

MI SS I NG E NTI T Y

Model never reaches for you.

Fix:

• Build owned content for the entity

• Get cited externally

Yes. Content is king

Yes. Link-building is back (be better)



Fix:

• Co-occurrence content connecting 

your entity to category entities

(build a better internal graph)

B R OKEN RE L A T IONS HIP

Known to model, but disconnected from 

the entities that matter.

E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap fixes. Broken.

Fix the blog. Evergreen is static!

Build better internal linking (entities)



WE A K A UT HORI T Y  /  C L A R IT Y

Model knows you exist, doesn't cite you.

E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap fixes. Weak.

Yes. Content is king

Be unique. Explicit. Exact. Focused.

Fix:

• Structured data / content

• Source-able statements

• Unique (data-backed) claims



E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap fixes. Weak.

B E F O R E   ·   S T R I N G  S O U P

“Welcome to Our Service”

We help businesses succeed with cutting-edge 
AI-powered solutions for the digital age.

✗ No entity named
✗ No supporting entities
✗ Could be any company



E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap types. Weak.

B E F O R E   ·   S T R I N G  S O U P

“Welcome to Our Service”

We help businesses succeed with cutting-edge 
AI-powered solutions for the digital age.

✗ No entity named
✗ No supporting entities
✗ Could be any company

A F T E R   ·   E N T I T Y - C L E A R

“Waikay: AI Search Optimization”

Led by CEO Dixon Jones, Waikay, based in the UK, is a Saas 
product that can monitor AI response visibility and provide 
insights to help influence how brand and content appear 
across leading AI search platforms.

✓ Brand entity in H1 + first sentence
✓ Supporting: founder, location
✓ Contextual: Saas/AI category



N O T  B E I N G  E X P L I C I T  I N  D E S C R I B I N G  T H E I R  B U S I N E S S

Marketers would never do that!



N O T  B E I N G  E X P L I C I T  I N  D E S C R I B I N G  T H E I R  B U S I N E S S

Ahem. Client example.

W h a t  D o  T h e s e  
G u y s  A c t u a l l y  D o ?



Model confuses you with someone else.

D IS A MB I GUA T ION FA I LUR E

E A C H  G A P  H A S  A  D I F F E R E N T  F I X

The four gap types. Ambiguity.

sameAs is simple & effective

Being clearer is probably simpler ☺

Fix:

• Distinct knowledge-graph signals

• sameAs links, founder/HQ refs

• Clear about page + homepage



MIND THE GAPWRAPPING UP

S OM E  L E V E R S  T O  P U L L





Your three levers.

meaning | knowledge | context

E NT I T I E S

Content-Level Clarity

Using the right words for 
things and to disambiguate 

content meaning

S C HE M A

Code-Level Clarity

Using known ontologies to 
clarify in code

G R A P H

Context-Level Clarity

Linking intelligently to 
provide context and 

meaningful associations



Entity Map
Tying all these 

together for 

search engines 

and LLMs

entitymap.org





T H R E E  P L A Y S  F O R  T H I S  W E E K !

Tasks. Not strategy.

3
Re-org content from keyword-pages to entities

matching to meaning

2 Build prompt-tracking selectively by entity/topic

search volume is so 2024

1
Define your entities at a page level, silo level, site level

map to Wikipedia / Google’s NLP



P R O O F ?

0 -> Win
V I S I B I L I T Y  A C R O S S  L L M S

From not mentioned tool to 
one of top recommendations.

11%
S H A R E  O F  A I  A N S W E R S

Across ChatGPT, Gemini,
and Claude.

2 WKS
O F  E X E C U T I O N

All four practices applied.

T H E  W O R K :   Entity mapping  ·  on-page signals (net new page)  ·  schema  ·  internal linking.

Client X won citations/clicks for

“Modern TAMP for Advisors”



P R O O F ?





MIND THE GAPTHANK YOU



Grant Simmons

LinkedIn: /in/simmonet
Twitter: /simmonet
Web: grantsimmons.com

Waikay, InLinks, Fiat Growth

Download 
deck & 
stuff here >

Connect
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