FRAMEWORKS - FROM BECOME THE ANSWER

The Composite
Picture

A reflection document on how Al systems assemble what they know
about your brand, and an honest inventory to help you see your own

picture clearly.
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THE COMPOSITE PICTURE @ AINGWORTH

"The Composite Picture is the aggregate impression

Al systems assemble about a brand from every

signal across the web, accurate or not."

Why it exists

No single page, profile, or press mention is what an Al system actually uses when it describes a brand. It is assembling all
of them at once, your site, your social profiles, reviews, third-party mentions, structured data, everything it can find, into
one composite impression. This document exists to help you understand that you cannot manage this by fixing one page.
You have to think about the whole assembled picture.

The mechanics

The composite draws from owned sources (your own site and profiles), earned sources (independent mentions, reviews,
citations), and structural sources (databases, knowledge graphs, schema markup) simultaneously. No one source

dominates the same way across every Al system, so the composite genuinely differs by which system is asked.

l What you own and manage
What exists, earned or found

.1 What's missing, still a gap

Every filled tile is a source that already exists, a page, a profile, a
mention, a listing. Every dashed outline is a source that could
exist and doesn't yet. The machine sees all of them, whether
you're managing them or not.
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THE REFLECTION CHECKLIST @ AINGWORTH

Take the inventory

Ten to fifteen minutes. No scoring, just an honest look at what is actually out there. Answer in your own words, on
this page or wherever you keep notes.

01

List every place online where information about your brand exists, your site, social profiles, review sites,
directories, press, forums. How many did you actually think of without prompting?

02

Of that list, how many do you actively maintain, and how many have you not touched in over a year?

03

Pick three of those sources at random. Do they describe your brand consistently, or do they contradict each other
in any way?

04

Is there a source on your list that you suspect carries more weight with Al systems than you have been treating it,
LinkedIn, Wikipedia, a review platform?
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THE REFLECTION CHECKLIST, CONTINUED @ AINGWORTH

05

If a machine were assembling its picture of you today, from that list, what would it likely get right, and what would
it likely get wrong or miss entirely?

06

Who inside your organization currently owns making sure that composite picture stays accurate? If the honest
answer is no one, that is worth naming.

WHAT THIS DOES NOT REPLACE

This is an inventory exercise, not a weighted analysis. The Recognition Snapshot identifies which sources actually
carry weight for your brand, by system, and where the composite picture is thinnest.

Related frameworks

Recognition Economy: the market shift that makes this picture matter in the first place
Recognition Triangle: the three conditions the picture is judged against

Earned Authority: what fills the strongest tiles in your composite

Machine Gatekeeper: who is actually assembling this picture, and why

Brand Hallucination: what happens when the machine fills the gaps itself

Authority Method: the process for closing the gaps you just found

- Run the free Recognition Diagnostic
- Book a Recognition Snapshot

- Read the framework in full in Become the Answer

Become the answer.
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