
YOGREET  ·  CAPABILITIES AND TRACK RECORD

Get Found. Get Chosen.

Get Repeat Customers.

Credible backlinks, AEO and SEO for organic growth, and the website and follow-up systems
that turn that visibility into orders, for direct-to-consumer brands.

Rahul Bhatia  ·  Kapil Maheshwari
yogreet.com  ·  Inside: what we do, our work with brands, an organic-growth case study, and live Reddit placements



WHAT WE DO

Relevance in the AI-shopping era

01 · GET FOUND

Be the brand search
recommends

AEO and SEO together, so your
products appear in Google and in
answers from ChatGPT, Gemini and
other AI assistants. Backed by credible
backlinks from places buyers actually
read.

02 · GET CHOSEN

Turn visits into orders

Website design and CRO, upsell and
cross-sell setup, and reviews and
listings on the platforms where buyers
check you out before they buy.

03 · GET REPEAT CUSTOMERS

Follow up so buyers
return

WhatsApp, voice and Instagram follow-
up, reordering by call or message, and
social listening that reaches people
who comment about your brand.

One plan, ranked by
revenue impact

We find what is holding revenue back and then ship the fix. Strategy from Rahul Bhatia (14
years in SEO and CRO, focused on ecommerce). Build from Kapil Maheshwari (development
and technical implementation, $600K+ of projects delivered on Upwork).

Yogreet · yogreet.com Capabilities



CREDIBLE BACKLINKS

Backlinks that carry weight, not just a bigger number

Reddit

First-hand review posts in active
communities. Reddit is heavily surfaced
in Google and widely cited by AI
assistants, so one well-ranked post is
read in search results and in AI
answers.

Social influencers

Creators your buyers already follow,
giving your brand a mention and a link
in a setting that real people trust and
act on.

Strong blog writers

Writers with real readers and topical
authority, so the link sits inside content
that is relevant to your category and
worth citing.

Why credibility over volume

Search engines and AI assistants both weigh where a mention appears
and who stands behind it. A few relevant links on pages people read do
more than a long list of thin ones, and they keep working after the day
they go live.

5 of 5
Reddit placements ranking in
Google's top 5 for the brand's own
review search. Live examples start on
page 28.

Reddit result: Google search snapshots in the placements section Capabilities



ORGANIC GROWTH · AEO + SEO

AEO and SEO together, tracked against revenue

Five workstreams, run every month

Foundations · technical audit, indexing, structured data, speed,

tracking

Store pages · product and collection pages first

Content engine · refreshes and new articles from researched

briefs

AI visibility · answer-first pages, tracked on buying questions

Reporting · one monthly scorecard led by organic revenue

How growth is tracked

Organic revenue and purchases from your own GA4, clicks
from Search Console, and AI answer share of voice. Targets
are agreed in writing on fixed definitions, then reported
every month.

Our commitment

If your listing does not appear in AI answers within 3 to 6
months, we refund the setup fee. The monthly fee starts
only after your listing first appears.

The worked example of this method, with the figures from the client's own tools, starts on page 7.

Yogreet · yogreet.com Capabilities



WEBSITE AND FOLLOW-UP SYSTEMS

We also optimise the site and automate the follow-up

Reorder by call or message

Customers reorder through an
automated voice call or a WhatsApp
message, instead of having to come
back and search.

Website design and CRO

Page layout, product pages and the
path to checkout, built to turn more of
your visits into orders.

Upsell and cross-sell

On-site offers and cart add-ons that
raise the value of each order.

Instagram and social

automation

Automated follow-up on direct
messages, so an enquiry does not go
cold.

Reddit and platform listings

Listings and reviews on Reddit and
other popular platforms, to build social
currency around your brand.

Social listening

We watch for comments about your
brand and follow up with those people
by direct message.

Yogreet · yogreet.com Capabilities



TRACK RECORD

Who we have worked with, and what is on file

Brands we have worked

with

Alpino Health Foods

WOW Skin Science USA

Better Rhodes

Transak

First Bud Organics

Plus the premium health category
brand in our case study, with us for
over two years.

Results on file

+37% organic revenue, 12 months on
the previous 12 (GA4)

+115% organic revenue, November
2025 vs 2024

926K impressions inside Google's AI
answers, 3 months

#1 in AI answers for the hero product,
70% share of voice

5 of 5 Reddit placements in Google's
top 5

Product and platform builds

Calcounti · AI calorie-tracking iOS app

CannaQuest · patient platform for an
Australian medical cannabis provider

Colytics · AI citation intelligence
platform

Sosana.io · voting utility, smart
contracts, custom software and token
launch

Delivered on Upwork: $600K+ earned,
100% Job Success.

SEO figures: client's own GA4, Search Console and LLMrefs, pulled September 2026. Brand details withheld. Capabilities



ECOMMERCE SEO · CASE STUDY

Organic revenue up 37%, straight 
through a Google core update

Two years of SEO for a premium health category brand, shown in full: the data, the 

diagnosis, the work, and what comes next.

Rahul Bhatia  ·  Kapil Maheshwari

Figures from the brand's own GA4, Google Search Console, SEO Gets and LLMrefs, pulled September 2026. Brand details withheld.



WHO WE ARE

We find what holds revenue back, then ship the fix

Strategy

Rahul Bhatia

SEO and CRO strategy. 14 years in search, 

focused on ecommerce.

Audits, prioritisation, content strategy, AI 

search visibility and revenue-first reporting.

Build

Kapil Maheshwari

Development and technical implementation. 

$600K+ of projects delivered on Upwork.

Theme and template fixes, structured data, 

speed and the changes that need code.

How we work

•  Revenue first, clicks second

•  Store pages before blog posts

•  Every claim checked against your 

own data

•  One plan, ranked by revenue impact

BRANDS WE HAVE WORKED WITH

Alpino Health Foods WOW Skin Science USA Better Rhodes Transak

Plus the health category brand in this case study, which we have worked with for over two years.

Ecommerce SEO case study 2



THE CASE AT A GLANCE

A premium health category brand, Shopify, US-led

The brand

Direct-to-consumer, premium price point, US-led 

with international buyers. Paid-led marketing, with 

organic search as the long-term channel.

Our scope, 2+ years

Store pages, content, technical SEO, AI search 

visibility, analytics and monthly revenue-first 

reporting.

The 2026 test

Google's May core update halved 

informational blog visibility, AI answers 

changed search, and a site redesign began.

+37%
Organic revenue

12 mo vs prior 12

+43%
Purchases

Same 12 months

+115%
Best month

Nov 2025 vs 2024

+93%
Product clicks

28 days, year on year

+4%
Conversions

3 mo, clicks −30%

926K
AI impressions

Google, 3 months

Organic revenue and purchases: GA4 Organic Search channel, Sep 2025 to Aug 2026 vs Sep 2024 to Aug 2025. Product clicks: Search Console, 25 Aug to 21 Sep 2026 vs 26 Aug to 22 Sep 2025. Conversions: 

SEO Gets, 25 Jun to 23 Sep 2026 vs prior 3 months. AI: Search Console generative AI report, 3 months to 21 Sep 2026.

Ecommerce SEO case study 3



RESULTS · REVENUE · GA4 SCREENSHOT

Organic revenue up 37% on the previous 12 months

+37.06%
Organic revenue

$404,133 vs $294,865

+43.39%
Purchases

3,404 vs 2,374

Month by month

Revenue up in 9 of 12 months, 

purchases in 10 of 12.

Organic Search channel, 1 Sep 2025 to 31 Aug 2026 vs 1 Sep 2024 to 31 Aug 2025; key event = purchase.

Real GA4 screenshot, captured 2 Oct 2026. Only the account name and profile picture are blurred.

Ecommerce SEO case study 4



RESULTS · REVENUE · GA4 SCREENSHOTS

Peak season: Q4 revenue up 69%, November up 115%

+68.73%
Q4 2025 revenue

$162,332 vs $96,209

+78.05%
Q4 2025 purchases

1,371 vs 770

+115.17%

November revenue

$80,906 vs $37,602

+122.11%

November purchases

673 vs 303

GA4 Organic Search channel: 1 Oct to 31 Dec 2025 vs 2024, and 1 to 30 Nov 2025 vs 2024. Captured 2 Oct 2026; account name blurred.

Ecommerce SEO case study 5



RESULTS · REVENUE · GA4 SCREENSHOTS

After the core update: the last 3 months still up

+13.54%
Organic revenue

$65,167 vs $57,395

+13.27%
Purchases

512 vs 452

+34.63%
Sessions

78,420 vs 58,250

GA4 Organic Search channel, 1 Jun to 31 Aug 2026 vs 1 Jun to 31 Aug 2025. Captured 2 Oct 2026; account name blurred.

Ecommerce SEO case study 6



RESULTS · REVENUE · GA4 SCREENSHOTS

Google search revenue, the same 28 days a year apart: up 30%

26 Aug to 22 Sep 2025: google / organic $12,813 25 Aug to 21 Sep 2026: google / organic $16,631, +30%

Row 1 in each screenshot is Google web search. With Google's free Shopping listings added (filed under Paid Shopping), the totals are $14,067 and $18,428, up 

31%.

GA4 Traffic acquisition by session source / medium, filtered to organic. Captured 25 Sep 2026; account name blurred.

Ecommerce SEO case study 7



RESULTS · SEARCH

The growth came from the pages that sell

Google clicks by page type A year earlier Now Change

Product pages 909 1,752 +93%

Collection pages 910 1,383 +52%

Product and collection pages 1,819 3,135 +72%

Homepage 2,494 2,260 −9%

Blog posts 11,202 7,201 −36%

Branded searches grew too: 2,427 to 2,702 clicks (+11%).

Biggest commercial gains

Hero product page

430 → 888 clicks
+107%

Bestsellers collection

176 → 520 clicks
+195%

"best [category] brand"

65 → 168 clicks
+158%

"where to buy [category]"

67 → 163 clicks
+143%

The hero product page now ranks around position 3 for the 

category's biggest search term.

Google Search Console, 25 Aug to 21 Sep 2026 vs 26 Aug to 22 Sep 2025, product URL variants merged. Head-term position: 2.82 average, same window.

Ecommerce SEO case study 8



RESULTS · SEARCH · SEO GETS SCREENSHOT

Over three months, store pages grew while blog clicks fell

410 of 424

Organic key events

Came from non-blog pages

+28%
Store-page sessions

Key events on them +6%

+40%
Product + collection clicks

vs the same 3 months of 2025

SEO Gets (Search Console + GA4), 25 Jun to 23 Sep 2026 vs 27 Mar to 24 Jun 2026; query and page names blurred. Product + collection: Search Console, 23 Jun to 21 Sep 2026 vs 2025.

Ecommerce SEO case study 9



RESULTS · SEARCH · SEARCH CONSOLE SCREENSHOT

281K Google clicks and 29M impressions in 16 months

Reading the curve

Monthly clicks rose from 13,651 

(Jun 2025) to 22,971 (Jan 2026), 

up 68%.

The June 2026 step down is 

Google's May core update hitting 

blog posts.

Product and collection pages kept 

growing through it.

Google Search Console, web search, last 16 months, captured 25 Sep 2026. Property name and profile picture blurred.

Ecommerce SEO case study 10



THE 2026 CORE UPDATE

We diagnosed it in the data, and sales held

What happened

Blog clicks fell from 553 a day on 21 May to 

283 on 5 June, in Google's May core update 

window.

176 of 231 posts lost clicks; the top 10 made 

up half the loss.

What it was not

Blog impressions fell 63% while click-

through rose from 0.65% to 0.85%.

Google showed the posts less often. It was 

not AI Overviews taking the clicks, which 

changes the fix.

What held

Store pages kept growing (previous two 

slides).

Organic conversions rose 4% while clicks fell 

30%.

July to August revenue: +24% year on year.

How we responded

•  Ranked the losing posts and queued the top 10 for refresh, written to the brand's claims rules

•  Kept store-page work first, so the update cost blog visits rather than sales

Search Console daily clicks; blog impressions exclude jump-link URLs, 23 Apr to 20 May vs 25 Aug to 21 Sep 2026. Conversions: SEO Gets (GA4). Revenue: GA4 Organic Search channel.
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RESULTS · AI SEARCH · SEARCH CONSOLE SCREENSHOT

926K impressions inside Google's AI answers in 3 months

926K
AI answer impressions

AI Overviews and AI Mode

28%
Of all Google impressions

926K of 3,278,137, same 3 months

~10K
AI impressions a day

Steady across the period

Google Search Console, Generative AI features report (beta), 3 months to 21 Sep 2026, captured 25 Sep 2026. Impressions only; the report does not count clicks.

Ecommerce SEO case study 12



RESULTS · AI SEARCH · LLMREFS SCREENSHOT

#1 in AI answers for the hero product

LLMrefs, US, 24 Sep 2026. Questions, brand logos and project name blurred.

Buying question (anonymised) Rank Share

Hero product grade #1 70%

Next grade up #2 48%

How the quality grading works #2 35%

Product traceability #3 40%

Which grade should I buy #3 39%

Category head term #5 26%

260
AI assistant visits

28 days; 213 a year earlier

$1,831
ChatGPT shopping

Apr to Jun 2026

First three rows match the screenshot's top rows. AI visits: GA4 source/medium, 25 Aug to 21 Sep 2026 vs 26 Aug to 22 Sep 2025. ChatGPT shopping: GA4 chatgpt.com / feed.

Ecommerce SEO case study 13



THE WORK

Five workstreams, run every month

01

Foundations

Technical audits, 

indexing, structured 

data, speed, and 

analytics that track 

revenue and AI traffic.

02

Store pages

Collections and 

product pages first: 

titles, structure, copy 

and internal links 

aimed at buying 

searches.

03

Content engine

A 259-article library, 

refreshed every month, 

with new articles from 

researched briefs.

04

AI visibility

Answer-first rewrites 

and new pages built 

from what AI answers 

cite, tracked monthly.

05

Reporting

One monthly scorecard 

led by organic revenue, 

with clicks, rankings 

and AI visibility behind 

it.

The next five slides show each workstream with real numbers.

Ecommerce SEO case study 14



THE WORK · CONTENT ENGINE

Content that supports the store, shipped every month

259
Articles in the library

Every one links to a product

57
Refreshes

Apr to Sep 2026, about 10 a 

month

16
New articles

June and July 2026

17
Pages in one AI sprint

9 optimised, 8 new or 

rewritten

32
Briefs in the pipeline

Due live in the next two 

weeks

How a refresh works

1.  Pick posts by lost clicks and revenue potential, not by age

2.  Rewrite answer-first so search and AI can quote it

3.  Check every health-adjacent line against the brand's claims rules

4.  Add links into the matching products and collections

5.  Track clicks, AI impressions and conversions after release

What it has earned

The four pages Google uses most in its AI answers are all blog 

guides.

Rising guides include benefits (+112%) and quality grading 

(+263%) on the prior three months.

Every post feeds internal links into the store pages.

Refresh log, blog feed and sitemap dates. Growing pages: SEO Gets clicks, 25 Jun to 23 Sep 2026 vs prior 3 months. AI pages: Search Console, 3 months to 21 Sep 2026.

Ecommerce SEO case study 15



THE WORK · FOUNDATIONS

A 533-URL audit, ranked by revenue impact

What the audit found Why it matters Fix

10 collection URLs rendered the same page, with no H1 or copy The main collection's head-term listing dropped in May Own template, H1, copy, FAQs

Product markup added only by JavaScript, no GTIN Weaker product data for Google and AI shopping Server-side schema with GTIN

70 blog posts carried product-rating markup not shown on the page Policy risk to review stars site-wide Remove; add article markup

94 of 119 pages-sitemap URLs were campaign or test pages Crawl waste, thin pages in the index Noindex and remove from sitemap

A footer link on all 421 pages redirected twice to the homepage Wasted internal links on every page Repoint to a live product

82 blog posts had no links from other pages Hard to find, hard to rank 3 to 5 contextual links each

A second-market store copied 18 posts with no hreflang International clicks fell by half Hreflang or canonical

Checked and ruled out: crawl errors, the SSL certificate and the cart page. We verify on the live site before we raise an alarm, so the dev team only gets real work.

Live crawl of 533 URLs and Search Console, 24 Sep 2026. Fixes are scheduled into the brand's site redesign.

Ecommerce SEO case study 16



THE WORK · FOUNDATIONS AND REPORTING

Speed, indexing and tracking, measured on field data

Core Web Vitals, mobile, Chrome field data: 0 poor, 284 need improvement, 23 good. Blog 

template LCP 3.1s, product pages 2.7s: the fix list targets both.

Indexing

668 pages indexed. Of the rest, most are expected (canonicals, redirects, 

noindex). The audit isolates the ones that matter: 102 404s and 108 

crawled-not-indexed URLs, including key guides and products.

Tracking we set up and checked

A GA4 channel for AI assistant traffic

LLMrefs share-of-voice tracking on 39 buying questions

Found 4,310 organic sessions and $6,536 hidden behind a Shopify pixel 

path

Search Console Core Web Vitals (updated 23 Sep 2026) and Page indexing (24 Sep 2026). Pixel path: GA4 google / organic, 25 Aug to 21 Sep 2026.

Ecommerce SEO case study 17



THE WORK · REPORTING

One monthly scorecard, led by revenue

$18,428
Google search revenue, 28 days

+31% on the same 28 days last year

131
Key events, 28 days

123 a year earlier

3,135
Product and collection clicks

+72% on a year earlier

13,040
All Google clicks

+9% on the prior 28 days

260
AI assistant visits

+22% on a year earlier

26%
AI share of voice, head term

Next target: top 3

This is the live scorecard for this brand: 25 Aug to 21 Sep 2026 against the same window last year. Each month it comes with the work shipped, what moved and 

why, and the next month's priorities.

GA4 google / organic (incl. free Shopping listings) and AI assistant sources; Search Console; LLMrefs 24 Sep 2026.

Ecommerce SEO case study 18



WHAT COMES NEXT FOR THIS BRAND

The plan to December: articles first, then the store pages

NEXT TWO WEEKS, THEN OCTOBER

•  Take the 32 in-pipeline articles live

•  New collection template: H1, copy and 

FAQs

•  Server-side product schema with GTIN

•  Noindex test and campaign pages

•  Fix the footer redirect and wrong titles

NOVEMBER

•  No template changes in Black Friday week

•  Refresh the 10 posts that lost most

•  Link the 82 unlinked posts

•  Fix links that point at redirects

•  Agree the international store setup

DECEMBER

•  Mobile loading fixes on blog and product 

templates

•  Expand AI tracking to 50 buying questions

•  Monthly AI visibility report

•  Q1 plan from December results

Store pages come first because November is the year's biggest month for organic revenue ($80,906 in November 2025).

Ecommerce SEO case study 19



WORKING WITH US

What you get, month by month

MONTH 1

Audit and plan

•  Technical and store-page audit on your 

own data

•  Analytics and AI traffic tracking checked 

and fixed

•  A ranked fix list with the Shopify change 

for each

•  Baseline scorecard: revenue, clicks, AI 

visibility

EVERY MONTH

Ship and measure

•  Store-page improvements and technical 

fixes, built by us

•  Content refreshes and new articles from 

researched briefs

•  AI visibility tracking on your buying 

questions

•  Revenue-first report: what shipped, what 

moved, what is next

EVERY QUARTER

Re-plan

•  Year-on-year review of revenue and 

purchases

•  Next quarter's plan, timed around your 

peak season

•  Targets agreed on clear, fixed definitions

Ecommerce SEO case study 20



Let's look at your store

Send us your store URL. We will come back with where organic revenue is being left on 

the table, and the first three things we would fix.

Rahul Bhatia  ·  Kapil Maheshwari

PRESENTED BY Get your brand placed
Talk to us at yogreet.com

VISIT YOGREET.COM

https://yogreet.com/


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

S A M P L E  P L A C E M E N T S

Reddit Review
Placements.
A few live examples of review posts we've placed. Every post is live and

opens from the link on its page, and each snapshot shows where it

currently sits on Google.

R/HONESTBUYERREVIEWS · REDDIT MOD INSIGHTS · LAST 12 MONTHS

These land in an active community. Reddit is heavily surfaced in Google and widely cited by AI assistants (ChatGPT,

Perplexity, Gemini, Google's AI Overviews), so a review that ranks here is seen in search results and in AI answers alike.

RAHUL BHATIA & KAPIL MAHESHWARI OVERVIEW



R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

W H Y  I T  W O R K S

What a placement does
for a brand.
A Reddit review is not just one more post. It changes what buyers find when they check you out,

on Google and in AI assistants.

01

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

Own the search for your brand's reviews

When a buyer types “[your brand] review”, the results decide what they believe. A detailed, first-hand Reddit

review sits in the top results next to Trustpilot and your own site, so the first opinion they read is a considered

one.

02

B U Y E R  I N F L U E N C E

Reach buyers at the moment they decide

Someone searching for reviews is close to buying and looking for reassurance. Reddit is where people go for

real-user opinions, which is why Google shows Reddit threads so prominently for review searches.

03

A I  A N D  L L M  V I S I B I L I T Y

Show up in AI answers, not just Google

ChatGPT, Perplexity, Gemini and Google's AI Overviews draw heavily on Reddit. A well-ranked review

becomes part of what an AI assistant says when someone asks whether your brand is any good. Placement

02 shows an AI Overview on that same results page.

04

L O N G - T E R M  A S S E T

Keeps working after it goes live

The post stays up and keeps ranking. Unlike an ad, it does not switch off when the budget does, so the value

builds over months rather than days.

05

T H I R D - P A R T Y  T R U S T

Credibility your own site cannot create
Buyers discount what a brand says about itself. A review in an independent community, with real discussion

underneath it, carries weight that a product page or testimonial does not.

2.1m
SUBREDDIT VIEWS,

LAST 12 MONTHS

5 of 5
PLACEMENTS IN GOOGLE'S TOP 5

FOR THE BRAND'S REVIEW SEARCH

45.2k
COMMENTS IN THE COMMUNITY,

LAST 12 MONTHS

RAHUL BHATIA & KAPIL MAHESHWARI WHY IT WORKS



R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

01 SEOGets, tested across 8 to 12 client sites

BRAND · SEOGETS PLACEMENT · R/HONESTBUYERREVIEWS

LIVE POST

https://www.reddit.com/r/HonestBuyerReviews/comments/1t4c57y/ive_been_running_seogets_across_812_client_sites/ ↗

H O W  T H E  B R A N D  I S  F E A T U R E D

Named in both the title and the body as a first-person, 18-month hands-on review run across 8 to 12 client sites.

Its strengths and limits are weighed against raw Google Search Console and Ahrefs.

TOP 5 ON GOOGLE for “seo gets review”

google.com/search?q=seo+gets+review

RAHUL BHATIA & KAPIL MAHESHWARI PLACEMENT 01

https://www.reddit.com/r/HonestBuyerReviews/comments/1t4c57y/ive_been_running_seogets_across_812_client_sites/


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

02 LLMRefs, the LLM SEO tool kept after testing four

BRAND · LLMREFS PLACEMENT · R/HONESTBUYERREVIEWS

LIVE POST

https://www.reddit.com/r/HonestBuyerReviews/comments/1t7g7ds/llmrefs_review_after_6_months_and_15_client/ ↗

H O W  T H E  B R A N D  I S  F E A T U R E D

Named in the title and body as the LLM SEO tool the reviewer kept after running four visibility tools side by side

across 15 client brands. Framed as a first-person, six-month comparison.

TOP 5 ON GOOGLE for “llmrefs review”

google.com/search?q=llmrefs+review

RAHUL BHATIA & KAPIL MAHESHWARI PLACEMENT 02

https://www.reddit.com/r/HonestBuyerReviews/comments/1t7g7ds/llmrefs_review_after_6_months_and_15_client/


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

03 Awesome Aminos, a picky-eater parent review

BRAND · AWESOME AMINOS PLACEMENT · R/HONESTBUYERREVIEWS

LIVE POST

https://www.reddit.com/r/HonestBuyerReviews/comments/1vke4tm/awesome_aminos_review_as_a_parent_of_picky_eaters ↗

H O W  T H E  B R A N D  I S  F E A T U R E D

Named in the title and the opening line as a first-person parent review. The write-up describes hands-on daily

use of the amino-acid gummies with picky-eater kids.

TOP 5 ON GOOGLE for “awesome aminos review”

google.com/search?q=awesome+aminos+review

RAHUL BHATIA & KAPIL MAHESHWARI PLACEMENT 03

https://www.reddit.com/r/HonestBuyerReviews/comments/1vke4tm/awesome_aminos_review_as_a_parent_of_picky_eaters


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

04 Cherry Data Signals, reviewed after eight surveys

BRAND · CHERRY DATA SIGNALS PLACEMENT · R/HONESTBUYERREVIEWS

LIVE POST

https://www.reddit.com/r/HonestBuyerReviews/comments/1uaromm/cherry_data_signals_review_an_honest_take_after_8 ↗

H O W  T H E  B R A N D  I S  F E A T U R E D

Named in the title and body as a first-person review after eight surveys. A long-time SEO and digital-PR

practitioner positions it as the survey tool they reach for most.

TOP 5 ON GOOGLE for “cherry data signals review”

google.com/search?q=cherry+data+signals+review

RAHUL BHATIA & KAPIL MAHESHWARI PLACEMENT 04

https://www.reddit.com/r/HonestBuyerReviews/comments/1uaromm/cherry_data_signals_review_an_honest_take_after_8


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

05 Optimist AC, a first-person owner AMA

BRAND · OPTIMIST (OPTIMIST AC) PLACEMENT · R/HONESTBUYERREVIEWS

LIVE POST

https://www.reddit.com/r/HonestBuyerReviews/comments/1u7f9ge/bought_an_optimist_ac_about_a_month_back_ama ↗

H O W  T H E  B R A N D  I S  F E A T U R E D

Named in the title and body as a first-person owner AMA. The reviewer covers real use of the 1.4-ton 5-star

model and a switch from an earlier Panasonic unit.

TOP 5 ON GOOGLE for “optimist ac review”

google.com/search?q=optimist+ac+review

RAHUL BHATIA & KAPIL MAHESHWARI PLACEMENT 05

https://www.reddit.com/r/HonestBuyerReviews/comments/1u7f9ge/bought_an_optimist_ac_about_a_month_back_ama


R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I R E D D I T  R E V I E W  P L A C E M E N T S

R A H U L  B H A T I A  &  K A P I L  M A H E S H W A R I N E X T  Y O U

Y O U R  T U R N

NEXT YOU.
Your brand could be the next placement. A first-hand
review, ranking where buyers search and AI looks.

P R E S E N T E D  B Y

Get your brand placed
Talk to us at yogreet.com

V I S I T  Y O G R E E T . C O M

W H A T  A  P L A C E M E N T  D O E S  F O R  Y O U R  B R A N D

01
R E P U T A T I O N

Own your review search 02
B U Y E R  I N F L U E N C E

Reach buyers when they decide

03
A I  V I S I B I L I T Y

Show up in AI answers too 04
L O N G - T E R M  A S S E T

Keeps working after it goes live

Let's make your brand the next placement.
Rahul Bhatia & Kapil Maheshwari

https://yogreet.com/
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