An Al tool says your product lacks a feature you launched last year. Or it describes your pricing, integrations, or
requirements using information that is no longer correct. That can be frustrating—and potentially costly if a buyer

relies on the answer.

The first step is to treat the response as a signal, not as a verdict. Al tools can draw on older pages, third-party
listings, discussion threads, and other sources. You may not be able to edit the answer directly, but you can
investigate where the claim may have come from and make the correct information easier to find, verify, and

maintain.

This work is part of brand monitoring and ongoing content corrections. It also depends on sound SEO
fundamentals and credible evidence. The goal is not to chase every answer or promise that an Al system will
repeat your preferred wording. It is to make accurate, current information clear across the places where customers

and search systems may encounter your brand.

First, check whether the claim is actually outdated

Before correcting anything, confirm the facts with the people responsible for the product. A feature may be

available only on certain plans, in particular regions, or after configuration. What sounds like an outdated claim

may instead be a difference in eligibility or terminology.

Write down the Al's exact statement, the tool and date, and the question that produced it. Then compare the
answer with current product documentation and internal sources of truth. Keep a record of what is accurate, what

is incomplete, and what is wrong.

For example, suppose an Al says your software does not support single sign-on. Your current product may
support it on the Enterprise plan, while an older help article says the feature is “not available.” The correction is not
simply to publish “We support single sign-on.” It is to explain which plan includes it, any setup requirements, and

whether availability varies by deployment.

Understand the difference between ranking and answer visibility



Traditional SEO often focuses on whether a page appears in search results and how prominently it ranks. Al
answer visibility is related, but it is not the same thing. A page can rank well and still not be used in an Al

response. Conversely, a detail from a lower-ranking page, public directory, or forum post may appear in an answer.

There is no universal "Al ranking” you can check once and treat as a reliable measure. Different tools may use
different search indexes, sources, and methods to generate responses. Answers can also vary depending on the

wording of the question, location, account settings, and when the system last accessed information.

That means one incorrect response does not prove that your website is broken or that every buyer will see the
same claim. It does give you a useful prompt: find the potential source, improve the public evidence, and monitor

whether the issue recurs.

How outdated product claims get repeated

An Al-generated answer may reflect information from more than one source. Common places to investigate

include:

* Your own website: Old product pages, pricing pages, release notes, PDFs, blog posts, or help-center articles
may still be published or indexed.

* Third-party profiles: Software directories, review sites, partner pages, and reseller listings can retain
descriptions long after your product changes.

® Public discussions: Forum posts, social media, and community answers may describe an earlier version or an
individual customer’s experience.

® Search snippets and cached material: A search result may show a summary or excerpt that does not match

the current page.

e Ambiguous language: A page may be technically accurate but leave out a key limit, such as which plan

includes a feature.

Do not assume you can identify the exact source from the Al's wording. Ask the same question in more than one
tool, and try a few clear variations. If the answer provides citations, inspect them. If it does not, search the web for

distinctive phrases from the claim and check older versions of relevant pages if you have access to them.




A practical process for correcting outdated claims

1. Capture the answer and its context

Save the exact prompt, answer, date, and any cited links. Note whether the claim is false, incomplete, or merely
imprecise. This helps separate an isolated response from a pattern and gives product, support, and

communications teams something specific to review.

2. Find the underlying source of truth

Confirm the current fact with the product owner or another accountable subject-matter expert. Gather evidence
such as release notes, plan details, technical documentation, support guidance, or an approved product

specification. Do not make a public correction based only on what sounds plausible.

3. Update your own public information

Review the pages most likely to answer the customer’s question: product and feature pages, pricing, FAQs, help
documentation, comparison pages, and relevant articles. Remove or clearly label superseded details. Where older
content still has value, add a visible update date and explain what changed rather than quietly leaving

contradictory statements in place.

Make the correction specific. “Our product has improved” gives a reader little to verify. A clearer statement might
be: "Single sign-on is available on the Enterprise plan. Setup requires an administrator and a supported identity

provider; see the setup guide for current requirements.”

perplexity citations

4. Fix confusing language, not just incorrect facts

Sometimes the problem is a small piece of copy that teaches readers the wrong thing. Consider the form error
message: “There must be an @ at the beginning.” For a standard email address, that instruction is misleading.
The @ symbol separates the local part from the domain; it should not be the first character. A more useful

message would be: “Enter a valid email address, such as name@example.com.”

This kind of example matters because public product information is not limited to feature pages. Error messages,
onboarding screens, and help text can be copied into support answers, screenshots, reviews, or forum posts.
Correct the source text, and check other places where the same wording appears. If the message reflects a product

defect rather than a copy issue, have the relevant team investigate it before describing a fix.

5. Update third-party information where practical

List the profiles and partners that repeat outdated details. Prioritize sources that customers consult and pages that
are prominent in search results. Ask the publisher to correct the listing, follow its update process, or provide a
verified description. You may not control when or whether a third party changes a page, so keep a record of your

requests and focus first on channels you own.

6. Make the evidence easy to understand

Subject-matter authority is not a claim you can establish just by calling your company an expert. It is
demonstrated through accurate, specific, supportable information. Explain what the product does, who can use a
feature, what conditions apply, and where a reader can verify the details. When appropriate, include a named

author or reviewer with relevant expertise and a clear update date.
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SEO fundamentals still matter

Al tools have changed how some people discover and compare products, but they have not made useful website
practices obsolete. Search engines and answer systems still need to find and interpret information. Keep important
product facts in accessible, crawlable page text rather than hiding them exclusively in images, scripts, or interactive

elements that may be difficult to interpret.

Use descriptive page titles and headings, link related documentation, and keep key pages technically accessible.
Make sure product pages answer real customer questions in direct language. Avoid repeating a focus keyword
where it does not help the reader; clear explanations are more valuable than awkward phrasing designed to signal

relevance.

Structured data can help describe eligible information, but it is not a guarantee that a page will rank or appear in
an Al answer. Likewise, publishing more pages is not automatically a solution. Start by improving the accuracy and

usefulness of the pages that already represent your product.

Build a brand-monitoring routine

Checking one Al response once is not enough to establish a trend. Create a manageable routine tied to the
product claims that matter most to customers. For example, monitor descriptions of pricing, integrations, security,
availability, and recent feature launches. Use consistent prompts so you can compare answers over time, while

remembering that tool responses can fluctuate.

What to monitor What to look for Useful next step Al answers Repeated incorrect or incomplete product claims
Save the prompt, answer, date, and any cited sources Your website Conflicting or stale descriptions across pages
Assign an owner and update the source pages Third-party listings Old feature, price, or availability details Request
a correction and track its status Support and sales feedback Prospects repeating the same misconception Clarify

public copy and provide teams with approved language

Keep the process proportionate. A one-off answer with no citations may not justify a large campaign. A false claim
that appears repeatedly across tools, search results, and customer conversations deserves faster attention. A
simple shared log can help marketing, product, support, and communications teams coordinate without turning

every answer into an incident.

What not to do

* Do not assume an Al answer can be edited directly. Focus on correcting sources and documenting

feedback mechanisms offered by the tool.
* Do not publish an unsupported counterclaim. Confirm product details with the people who own them.

* Do not delete every old page without checking its value. Update, redirect, archive, or label it based on its

purpose and customer impact.

* Do not promise that one update will change every Al response. Systems differ, and changes may take

time to be reflected—or may not be reflected at all.

* Do not treat monitoring as a substitute for judgment. Automated alerts can surface changes, but a

knowledgeable person still needs to assess accuracy and risk.

Turn corrections into a repeatable practice



When an Al repeats an outdated claim, use the moment to inspect the whole information trail. Verify the fact,
locate conflicting sources, update public information, and make evidence easy for customers to understand. Keep a

record of what you changed and watch for the same misunderstanding in customer questions and future answers.

That approach will not guarantee a specific ranking or Al-generated response. It does improve the quality and
consistency of the information people can find about your product. Strong SEO foundations help that information

stay accessible; subject-matter expertise makes it trustworthy; and disciplined content corrections keep it current.



