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This is one of three Sierra Interactive resources on AI discoverability. The AI Authority Scorecard tells you where you stand.
The AI Authority Playbook covers the strategy in full. This document answers a narrower question: given the platform you are

actually on, which of your gaps can you close?



You are probably reading this because something is not adding up. You are publishing content
and it is not getting picked up. Your traffic is flat despite real effort. You scored yourself and
the number was lower than it should have been for the amount of work you have put in.
Something is off, and the obvious next question is what to do about it.

That question has two very different answers, and most agents never separate them.

A gap in your AI discoverability is either fixable on your current platform or structural to it. A
fixable gap is a project. You scope it, you do it, it stays done. A structural gap is a property of
the platform itself, and no amount of effort closes it. You can work hard against a structural
gap for years and produce almost nothing, which is exactly what makes it so expensive: it
does not feel like a platform problem. It feels like a you problem.

You can write excellent neighborhood guides on a platform that cannot implement schema
markup. You can build genuine local expertise on a site where property search redirects to a
vendor domain. In both cases the work is real and the ceiling is fixed. You are pouring effort
into a container with a hole in it, and the hole is not something you can out-work.

Start Here

Fixable or Structural
Effort and infrastructure are not interchangeable. Knowing which one is failing you is the entire
decision.

The distinction that decides everything
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The uncomfortable question is not “am I working hard enough at this?”
It is “is my platform capable of the things this requires?”



This is a platform evaluation, not a diagnosis and not a strategy. It does not score you - the AI
Authority Scorecard does that in about ten minutes, and if you have not taken it, start there,
because Section 1 of this document reads directly off those results. It does not teach you
what to build. The AI Authority Playbook covers all five pillars in depth, with the compounding
math and a 90-day roadmap.

What this does is take the gaps you already know you have and sort them into two piles: the
ones you can close where you are, and the ones that require a different platform. It then gives
you the questions to ask any vendor you evaluate, including Sierra, and an honest account of
what switching actually costs.

First, this document does not argue that portals or other platforms are bad, and it does not
name competitors negatively. Many successful agents use portals productively alongside their
own site, and several of the platform models described here do parts of their job genuinely
well. The comparison is about coverage, which capabilities each model typically supports,
because AI discoverability requires all five pillars working together, and a gap in any one of
them caps the whole system.

Second, this is deliberately structured to be useful even if you conclude Sierra is not the right
answer for you. Sections 1 through 4 are platform-agnostic. Only Section 5 and the closing
address Sierra specifically, and Section 5 includes what to be cautious about with us.

What this document is

Two framing notes
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Usually fixable when…

You own the domain and simply have
not published consistently, or have not
tracked authority over time. The ground
is yours, you have not built on it yet.

The platform supports substantial
custom pages and you have not built
them yet. This is the most commonly
misdiagnosed pillar. Usually it is
genuinely effort.

The problem is a specific, nameable
defect: an unoptimized image set, a
broken redirect, a missing sitemap.
You fix it and it stays fixed.

Almost always. This is the best effort-to-
return ratio of the five: question-shaped
headings, answer-first paragraphs,
tables, dated figures, stated credentials.
Frequently no new content required.

You have the behavioral data and
have not built the follow-up logic on
top of it yet. The capability is there
and unused.

Usually structural when…

Your primary presence is a portal profile or a
franchise subdomain, or your IDX search runs
on a vendor domain. The authority you
generate is accruing somewhere else.

The platform cannot host real pages beyond
MLS-driven templates, or there is no
production support and your content
program has already died in month three
more than once.

Schema is not generated at all,
or performance regresses every time there is
a redesign or plugin update. Recurring
remediation is the signature of a structural
gap.

Rarely. Only when the platform blocks FAQ
schema, author markup, or control over your
own heading structure.

Behavioral data does not survive the
seams between your tools, your CRM
never learns what your site saw, or your
data is not portable if you leave.

Pillar

One
Domain Authority
& Ownership

Two
Content Depth &
Local Relevance 

Three
Technical SEO
Foundation

Four
AI-Ready Content
Signals

Five
Lead Ownership
& Compounding

Your scorecard told you where you are weak. This tells you whether that weakness is yours or your
platform’s.

Open your AI Authority Scorecard results next to this page. You are looking for your two or
three lowest-scoring pillars, not your total. The total tells you how far you have to go.
The distribution tells you what kind of problem you have.

For each pillar, a low score has two possible causes that lead to opposite decisions:

Reading Your Score Against
Your Platform
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Pillars Two and Four are mostly effort. They are where discipline and time genuinely move the
number, on nearly any platform. Pillars One, Three and Five are mostly infrastructure.
They are decided by what your platform does and does not do, and effort applied against
them returns very little.

There is a comfortable version of this analysis where every gap turns out to be structural,
nothing is your responsibility, and the answer is to buy something. There is an equally
unhelpful version where everything is coded as fixable and you spend three more years
working against a ceiling. Both are easy to talk yourself into.

The next section is how to check your reasoning against something external. Find the model
that describes your actual setup, and read what it is structurally capable of.

If your lowest scores cluster in Two and Four, the honest answer is that your platform is
probably not what is holding you back, and a switch would not fix what is actually wrong.
That is a real finding, and it is worth knowing before you spend anything.

The pattern worth noticing

One caution about this exercise

If your lowest scores cluster in Pillars One, Three and Five, you are not having
a content problem. You are having a platform conversation, whether or not

you have named it as one yet.
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Portal-DependentModel 1 

Most real estate websites fall into one of four. Each has a different structural ceiling - find yours.

These are models rather than named products, because the pattern holds across vendors
within each category. Individual products vary, so verify against your own setup rather than
assuming. Each model closes with the pillars that are typically structural on it. The gaps that
will not close no matter how hard you work.

The Four Platform Models

Your primary online presence is a portal profile. You may have a simple personal site,
but leads, reviews and traffic come through the portal.

Immediate lead flow with no build time. Real buyer traffic from day one. For agents who need
volume now, this works, and it is a legitimate reason many agents use portals.

Every signal you generate (reviews, clicks, backlinks, engagement) strengthens the portal’s
domain. When an AI assistant looks for the authoritative source on your market, it finds the
portal, and you are a line item inside someone else’s asset.

Nothing you produce accumulates to a domain you control, which means Pillar One fails
outright, and with it the foundation the other four are built on. This is the one model where
the ceiling is not a limitation on how high you can go. It is a limitation on whether you are
building anything at all.

What it looks like

What it does well

The structural ceiling



Pillars One, Three, Four and Five are structural here. Only Pillar Two, the quality
of what you write, is genuinely within your control, and it accrues to the portal.

Viable as a demand source alongside an owned site. Not viable as your only
presence if AI discoverability matters to you.

S T R U C T U R A L  O N  T H I S  M O D E L

H O N E S T  R E A D

Template Website + Bolt-On IDXModel 2 

You own a website built on a general-purpose website builder or a low-cost real estate
template, with IDX added via plugin, widget or iframe. Often a separate CRM.

Genuine domain ownership at low cost, with reasonable design flexibility. Better positioned
than portal-dependent, because at least the authority has somewhere of your own to
accumulate.

Three gaps typically appear together. IDX search often renders in an iframe or on a vendor
subdomain, so your highest-engagement content does not build your domain. Real estate
schema is rarely generated, because general-purpose builders have no reason to support real-
estate-specific structured data. And technical performance degrades over time as plugins
accumulate. Speed and Core Web Vitals become recurring problems rather than solved ones.

The signature of this model is that technical SEO becomes a permanent line item. You hire
someone, they fix forty things, then a redesign or a plugin update reintroduces half of them,
because the underlying platform was never built with these requirements in mind. If you have
paid for the same audit twice, this is the model you are on.

What it looks like

What it does well

The structural ceiling
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Three is structural here, and Pillar One is partially so if your IDX is off-domain.
Pillars Two and Four are genuinely yours.

The foundation is right - you own the domain. The infrastructure underneath it
needs continuous paid attention to stay adequate.

S T R U C T U R A L  O N  T H I S  M O D E L

H O N E S T  R E A D

Franchise or Brokerage-ProvidedModel 3 

Your site is provided by your franchise or brokerage, typically on a corporate domain as a
subdomain or subdirectory, with a standardized template and provided IDX.

Low effort, low cost, brand consistency and usually a competent technical baseline. Corporate
has resources to maintain it. IDX generally works properly.

Authority accrues to the corporate domain, and customization is limited by design. The
deeper issue is portability: if you change brokerages, you generally cannot take the content,
the domain equity or often the data with you. Years of compounding work resets to zero at
exactly the moment you have the least capacity to rebuild it.

There is also a competitive dimension worth naming plainly. On a shared corporate domain,
the authority you build is pooled with every other agent on that domain. That helps the
domain. It does comparatively little to distinguish you as the cited source in your specific
market, which is the entire point of the exercise.

What it looks like

What it does well

The structural ceiling



Pillars One and Five are structural here, and Pillar Two is capped by how much
customization the template permits.

Reasonable technical baseline, real portability risk. The asset you are building is
not yours.

S T R U C T U R A L  O N  T H I S  M O D E L

H O N E S T  R E A D

Best-of-Breed StackModel 4 

You have assembled strong individual tools: a good website platform, a dedicated IDX vendor,
a capable standalone CRM and a marketing automation tool connected by native integrations
or middleware.

Often the best individual components available. You own your domain, you can build deep
content and each tool does its specific job well. Agents running this model are usually
sophisticated and getting real results.

The gaps are at the seams rather than in the components. Behavioral data does not flow
cleanly across integrations. The CRM receives that a lead was created, but not which
neighborhoods they searched, which price band they filtered, which listings they revisited.
Follow-up cannot be triggered by behavior it never received, and attribution from content
through to closed business becomes an exercise in manual reconciliation.

IDX is also frequently the weak link, because dedicated IDX vendors typically host search on
their own infrastructure. And maintenance is real ongoing overhead: every tool updates
independently, and integrations break quietly, which is the worst way for something to break.

What it looks like

What it does well

The structural ceiling
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Five is structural here, and Pillar One is partially so if IDX sits off-domain.
Everything else is achievable with effort.

Strongest of the four on Pillars One through Four. Pillar Five, the compounding
conversion loop, is where the seams cost you.

S T R U C T U R A L  O N  T H I S  M O D E L

H O N E S T  R E A D
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Partial or varies by vendorTypically full coverage Not typical to the model

The five pillars broken into twelve specific requirements, across all four models.

Column key: Portal = Portal-Dependent · Template = Template + Bolt-On IDX ·
Franchise = Franchise or Brokerage-Provided · Stack = Best-of-Breed Stack

Read this as typical coverage by model, not as a verdict on any specific vendor. Individual
products within each category vary, and you should verify against your own setup rather than
assume.

The Coverage Matrix

Template Franchise StackPortal SierraRequirement

Domain owned by the agent

IDX search on your own domain

Technical SEO built in

Real estate schema markup

Hyperlocal content capability

AI/GEO-structured content

Content production support

Behavioral data capture

Behavior-triggered follow-up

CRM data you own outright

Unified website + IDX + CRM

Cross-channel attribution
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Coverage reflects typical implementations of each model as of 2026. Specific vendors within each
category vary - verify against your own platform.

The pattern worth noticing is not that Sierra scores well. It is that no other model in this
category is typically built for all five pillars at once, and AI discoverability requires all five,
because a gap in any one of them caps the system.

That is a coverage difference, not a quality judgment on any individual product.
A best-of-breed stack assembled by someone who knows what they are doing will
outperform a poorly-run unified platform. The argument here is narrower: the seams
between tools are where the compounding loop breaks, and no individual tool can fix a
problem that exists between tools.

What the matrix is actually showing
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Including Sierra. If a vendor cannot answer these clearly, that is your answer.

Use these on your current provider first. The answers will tell you how much of Section 1 you
got right, and then on anyone you evaluate. They are ordered by how much they reveal.

Seven Questions to Ask Any
Platform Vendor

The single most revealing question in this list. Ask for the actual URL a buyer sees when they
run a search. If it contains any domain other than yours, your highest-engagement content is
building the vendor’s authority. Watch for “it looks like your domain”. Looking like it and being
it are different things.

A capable vendor will name specific types: RealEstateListing, Place, LocalBusiness, FAQPage,
Person. Vague answers about being “SEO optimized” or “SEO friendly” mean no. Ask them to
show you the structured data on a live client page.

They should have this data. If they do not measure it, they are not managing it. Ask for two or
three live client sites you can test yourself, and then actually test them.

Is my IDX property search hosted on my own domain, or on yours?

Does the platform generate real estate schema markup
automatically? Which types?

What are typical Core Web Vitals scores for client sites on mobile?

1

2

3
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Content, domain, contact records, behavioral history, transaction data. Get specifics on export
formats. “You own your data” is a statement about principle. Being able to export complete
behavioral history in a usable format is a statement about capability.

Not whether it does, but how. Native and unified, or via integration? Which specific behaviors
are available as triggers? Can follow-up fire on a returning visitor viewing a specific listing, or
only on form submission and elapsed days?

Two parts, both matter. Capability: can the platform host real content pages beyond MLS-
driven templates? And sustainability: is there AI-assisted drafting or a done-for-you content
service? The most common content failure is not strategy. It is abandonment in month three.

This determines whether you can compound deliberately. Without attribution you are
guessing which content to build more of, and you will keep guessing indefinitely.

If I leave, what do I keep?

How does on-site behavior reach my follow-up system?

Can I build substantial custom pages for individual
neighborhoods, and what support exists for producing them?

Can I attribute a closed transaction back to the content that
originated it?

A vendor confident in their platform will answer all seven directly,
with specifics and live examples. Deflection is information.

4

5

6

7
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The honest version, including what to be cautious about, and where that applies to Sierra.

If Section 1 pointed you toward a platform change, the reasonable next question is what that
costs you in time, risk and disruption. Here is a straight answer, including the parts vendors
usually skip.

What Switching Actually
Involves

Content migration, domain configuration, IDX setup, CRM data import and follow-up
rebuilding take weeks, not days. Any vendor promising a seamless instant switch is
overselling.

Site restructuring can temporarily affect rankings while search engines reprocess. Handled
properly, with redirects mapped correctly and URL structure preserved where possible, this is
usually brief. Ask any vendor directly how they handle redirect mapping, and treat a vague
answer as a finding.

Content decisions, brand direction, CRM cleanup and follow-up logic require your input. A
good platform reduces the ongoing work substantially. It does not eliminate the transition.

What you should expect

A migration period, not an overnight switch

A short-term dip is possible

Real work on your side



Any vendor guaranteeing ranking outcomes, AI citation frequency or lead volume.
Nobody can guarantee these, including Sierra.

Migration plans without explicit redirect mapping.

“You own your data” without a demonstrated export path.

Timelines that assume no content decisions from you.

Any version of this document, ours included, that tells you the answer is obvious. If your
lowest pillar scores are in Two and Four, switching platforms will not fix what is wrong.

Domain authority takes years to accumulate. If AI citation patterns solidify over roughly the
next eighteen months, the positions held when that happens will be harder to displace
afterward, which means the cost of a transition is lower now than it will be later. That is a
trajectory rather than a deadline, but the direction is worth weighing against the disruption.

The 18-month window is a Sierra Interactive market observation reflecting current trajectory,
not a certainty.

What you should be cautious about

The timing consideration
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Two Sierra clients, and the specific structural decision behind each outcome.

These are outcomes specific Sierra Interactive clients have achieved. They illustrate what is
possible, not what is promised. Both are included here because each one isolates a different
half of the fixable-versus-structural question.

The cost differential is the instructive part, and it is the clearest illustration of a structural gap
in this entire document. The competing quotes were not for better work. They were for
continuously repairing a foundation that should have shipped correct - the recurring
remediation described under Model 2.

Oldfather did not out-work that problem. They removed it, and then the same effort
produced an order of magnitude more. That is what the difference between built-in and
bolted-on actually costs, expressed as a number.

Structural gap removed: Pillar Three.

Build Idaho committed to owned demand as a business model rather than a tactic. Their
content, their property search and their lead capture all live on their own domain, consistently,
over years.

2,000% website traffic growth in two years.
SEO delivered 10–20x cheaper than competitor quotes.

100% of leads are organic: zero PPC, Zillow or HomeLight spend.

What Built-In Looks Like

when the foundation ships correct

when the ground is yours

The Oldfather Group

Build Idaho
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The result is a business with no lead-acquisition line item. Not lower portal spend - none. This
is the compounding case: every dollar historically invested in content and platform is still
producing, at no incremental cost, and it is theirs. It is also the slow case, which is the honest
part. This took years, and it took a structural decision early enough for the years to count.

Structural gap removed: Pillar One.

Results attributed to the named clients. Individual outcomes vary based on market, competition,
effort and time invested. These are not projections.



Compliance note: Sierra Interactive does not guarantee SEO rankings, AI citation frequency or lead volume. Platform coverage
reflects typical implementations of each model as of 2026 and is not a claim about any specific competitor product. Client results

are attributed to the named clients and vary based on market, competition, effort and time invested.

Not ready for a demo?
Explore the AI Discoverability Hub 

Sierra builds the organic lead engine and the AI discoverability engine
at the same time, on your domain, growing every month you run it.

YOU KNOW WHICH
GAPS ARE STRUCTURAL.
Now see what removing

them looks like.

Book a demo and a Sierra specialist will walk through your actual setup
against the five pillars: your domain, your IDX configuration, your

schema, your content depth and your conversion loop, and show you
specifically what changes and what does not. If your gaps turn out to be

the fixable kind, we will tell you that too.

BOOK A DEMO

Want to learn more?
See the full Sierra Interactive platform

https://www.sierrainteractive.com/
https://www.sierrainteractive.com/insights/ai-authority/
https://www.sierrainteractive.com/schedule-a-demo/
https://www.sierrainteractive.com/
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	The signature of this model is that technical SEO becomes a permanent line item. You hire someone, they fix forty things, then a redesign or a plugin update reintroduces half of them, because the underlying platform was never built with these requirements in mind. If you have paid for the same audit twice, this is the model you are on.
	STRUCTURAL ON THIS MODEL

	Three is structural here, and Pillar One is partially so if your IDX is off-domain. Pillars Two and Four are genuinely yours.
	HONEST READ

	The foundation is right - you own the domain. The infrastructure underneath it needs continuous paid attention to stay adequate.

	Model 3
	Franchise or Brokerage-Provided
	What it looks like
	Your site is provided by your franchise or brokerage, typically on a corporate domain as a subdomain or subdirectory, with a standardized template and provided IDX.

	What it does well
	Low effort, low cost, brand consistency and usually a competent technical baseline. Corporate has resources to maintain it. IDX generally works properly.

	The structural ceiling
	Authority accrues to the corporate domain, and customization is limited by design. The deeper issue is portability: if you change brokerages, you generally cannot take the content, the domain equity or often the data with you. Years of compounding work resets to zero at exactly the moment you have the least capacity to rebuild it.
	There is also a competitive dimension worth naming plainly. On a shared corporate domain, the authority you build is pooled with every other agent on that domain. That helps the domain. It does comparatively little to distinguish you as the cited source in your specific market, which is the entire point of the exercise.
	Pillars One and Five are structural here, and Pillar Two is capped by how much customization the template permits.
	Reasonable technical baseline, real portability risk. The asset you are building is not yours.

	Model 4
	Best-of-Breed Stack
	What it looks like
	You have assembled strong individual tools: a good website platform, a dedicated IDX vendor, a capable standalone CRM and a marketing automation tool connected by native integrations or middleware.

	What it does well
	Often the best individual components available. You own your domain, you can build deep content and each tool does its specific job well. Agents running this model are usually sophisticated and getting real results.

	The structural ceiling
	The gaps are at the seams rather than in the components. Behavioral data does not flow cleanly across integrations. The CRM receives that a lead was created, but not which neighborhoods they searched, which price band they filtered, which listings they revisited. Follow-up cannot be triggered by behavior it never received, and attribution from content through to closed business becomes an exercise in manual reconciliation.
	IDX is also frequently the weak link, because dedicated IDX vendors typically host search on their own infrastructure. And maintenance is real ongoing overhead: every tool updates independently, and integrations break quietly, which is the worst way for something to break.

	STRUCTURAL ON THIS MODEL
	Five is structural here, and Pillar One is partially so if IDX sits off-domain. Everything else is achievable with effort.

	HONEST READ
	Strongest of the four on Pillars One through Four. Pillar Five, the compounding conversion loop, is where the seams cost you.
	SECTION 3

	The Coverage Matrix
	The five pillars broken into twelve specific requirements, across all four models.
	Read this as typical coverage by model, not as a verdict on any specific vendor. Individual products within each category vary, and you should verify against your own setup rather than assume.
	Sierra

	Coverage reflects typical implementations of each model as of 2026. Specific vendors within each category vary - verify against your own platform.

	What the matrix is actually showing
	The pattern worth noticing is not that Sierra scores well. It is that no other model in this category is typically built for all five pillars at once, and AI discoverability requires all five, because a gap in any one of them caps the system.
	That is a coverage difference, not a quality judgment on any individual product.
	A best-of-breed stack assembled by someone who knows what they are doing will outperform a poorly-run unified platform. The argument here is narrower: the seams between tools are where the compounding loop breaks, and no individual tool can fix a problem that exists between tools.
	SECTION 4

	Seven Questions to Ask Any Platform Vendor
	Including Sierra. If a vendor cannot answer these clearly, that is your answer.
	Use these on your current provider first. The answers will tell you how much of Section 1 you got right, and then on anyone you evaluate. They are ordered by how much they reveal.
	Is my IDX property search hosted on my own domain, or on yours?
	The single most revealing question in this list. Ask for the actual URL a buyer sees when they run a search. If it contains any domain other than yours, your highest-engagement content is building the vendor’s authority. Watch for “it looks like your domain”. Looking like it and being it are different things.

	Does the platform generate real estate schema markup automatically? Which types?
	A capable vendor will name specific types: RealEstateListing, Place, LocalBusiness, FAQPage, Person. Vague answers about being “SEO optimized” or “SEO friendly” mean no. Ask them to show you the structured data on a live client page.

	What are typical Core Web Vitals scores for client sites on mobile?
	They should have this data. If they do not measure it, they are not managing it. Ask for two or three live client sites you can test yourself, and then actually test them.


	If I leave, what do I keep?
	Content, domain, contact records, behavioral history, transaction data. Get specifics on export formats. “You own your data” is a statement about principle. Being able to export complete behavioral history in a usable format is a statement about capability.

	How does on-site behavior reach my follow-up system?
	Not whether it does, but how. Native and unified, or via integration? Which specific behaviors are available as triggers? Can follow-up fire on a returning visitor viewing a specific listing, or only on form submission and elapsed days?

	Can I build substantial custom pages for individual neighborhoods, and what support exists for producing them?
	Two parts, both matter. Capability: can the platform host real content pages beyond MLS-driven templates? And sustainability: is there AI-assisted drafting or a done-for-you content service? The most common content failure is not strategy. It is abandonment in month three.

	Can I attribute a closed transaction back to the content that originated it?
	This determines whether you can compound deliberately. Without attribution you are guessing which content to build more of, and you will keep guessing indefinitely.

	A vendor confident in their platform will answer all seven directly, with specifics and live examples. Deflection is information.
	SECTION 5

	What Switching Actually Involves
	The honest version, including what to be cautious about, and where that applies to Sierra.
	If Section 1 pointed you toward a platform change, the reasonable next question is what that costs you in time, risk and disruption. Here is a straight answer, including the parts vendors usually skip.
	What you should expect
	A migration period, not an overnight switch
	Content migration, domain configuration, IDX setup, CRM data import and follow-up rebuilding take weeks, not days. Any vendor promising a seamless instant switch is overselling.

	A short-term dip is possible
	Site restructuring can temporarily affect rankings while search engines reprocess. Handled properly, with redirects mapped correctly and URL structure preserved where possible, this is usually brief. Ask any vendor directly how they handle redirect mapping, and treat a vague answer as a finding.

	Real work on your side
	Content decisions, brand direction, CRM cleanup and follow-up logic require your input. A good platform reduces the ongoing work substantially. It does not eliminate the transition.


	What you should be cautious about
	Any vendor guaranteeing ranking outcomes, AI citation frequency or lead volume. Nobody can guarantee these, including Sierra.
	Migration plans without explicit redirect mapping.
	“You own your data” without a demonstrated export path.
	Timelines that assume no content decisions from you.
	Any version of this document, ours included, that tells you the answer is obvious. If your lowest pillar scores are in Two and Four, switching platforms will not fix what is wrong.

	The timing consideration
	Domain authority takes years to accumulate. If AI citation patterns solidify over roughly the next eighteen months, the positions held when that happens will be harder to displace afterward, which means the cost of a transition is lower now than it will be later. That is a trajectory rather than a deadline, but the direction is worth weighing against the disruption.
	The 18-month window is a Sierra Interactive market observation reflecting current trajectory,
	not a certainty.

	What Built-In Looks Like
	Two Sierra clients, and the specific structural decision behind each outcome.
	These are outcomes specific Sierra Interactive clients have achieved. They illustrate what is possible, not what is promised. Both are included here because each one isolates a different half of the fixable-versus-structural question.
	The Oldfather Group
	when the foundation ships correct
	2,000% website traffic growth in two years.
	SEO delivered 10–20x cheaper than competitor quotes.
	The cost differential is the instructive part, and it is the clearest illustration of a structural gap in this entire document. The competing quotes were not for better work. They were for continuously repairing a foundation that should have shipped correct - the recurring remediation described under Model 2.
	Oldfather did not out-work that problem. They removed it, and then the same effort produced an order of magnitude more. That is what the difference between built-in and bolted-on actually costs, expressed as a number.

	Structural gap removed: Pillar Three.
	Build Idaho
	when the ground is yours
	100% of leads are organic: zero PPC, Zillow or HomeLight spend.
	Build Idaho committed to owned demand as a business model rather than a tactic. Their content, their property search and their lead capture all live on their own domain, consistently, over years.

	The result is a business with no lead-acquisition line item. Not lower portal spend - none. This is the compounding case: every dollar historically invested in content and platform is still producing, at no incremental cost, and it is theirs. It is also the slow case, which is the honest part. This took years, and it took a structural decision early enough for the years to count.

	Structural gap removed: Pillar One.
	Results attributed to the named clients. Individual outcomes vary based on market, competition, effort and time invested. These are not projections.

	YOU KNOW WHICH GAPS ARE STRUCTURAL.
	Now see what removing them looks like.
	Book a demo and a Sierra specialist will walk through your actual setup against the five pillars: your domain, your IDX configuration, your schema, your content depth and your conversion loop, and show you specifically what changes and what does not. If your gaps turn out to be the fixable kind, we will tell you that too.
	Sierra builds the organic lead engine and the AI discoverability engine at the same time, on your domain, growing every month you run it.
	BOOK A DEMO
	Not ready for a demo?
	Explore the AI Discoverability Hub
	Want to learn more?
	See the full Sierra Interactive platform




