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AI overviews will kill SEO





Billions of searches are still made 
each day and typically half of that 
can be  attributed to organic search



SEO doesn’t die.
 
It evolves.



Featured Snippets People Also Ask Video Carousels on 
Desktop

Free Product Listings Continuous Scroll AI Overviews

A new feature which 
reduces the need to 

perform multiple searches 
by providing fast & concise 

answers. 

Google continues its quest to be the best search engine by providing the best search results for its users.
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The evolution of the SERP





How do we get better at 
generative engine optimisation?



It
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Queries with over 4 words trigger the most results



What, why, how
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User centric LLMs



One or more links featured in 
AIO’s are from the top 10 
search results 99% of the time.





Pandu Nayak
VP of Search at Google
October 2024

“Our goal is to surface great 
content for users. We are focused 
on things for our users, that is not 

going to change.”



Source: https://www.growth-memo.com/p/ai-on-innovation



Understanding LLMs

1. LLMs interpret search intent

2. Structure is important to LLMs

3. Relevance  

4. Schema

5. Authority



Where does Gemini 
get information from?

• The knowledge graph
• Websites
• Other Google tools & databases





And how do we report on it?

Google Search Console Ranking Tools



Key takeaways
Ensure content structure:

• Uses the correct hierarchical mark up
• Uses other mark-up correctly
• Has good readability
• Uses schema mark up

Commercial queries:

• Optimise product feeds
• Use enhanced schema mark up for shopping

The knowledge graph:

• Claim your business
• Control accuracy
• Use schema to feed it information

Informational queries - create content that: 

• Matches the query intent
• Covers the primary query and related topics
• Is unique
• Is helpful
• Is informative
• Is reliable and up to date

Include E-E-A-T signals:

• Go the extra mile
• Include data that no one else has used
• Leverage real life experience of the thing you are 

writing about
• Get cited in relevant publications



Thank you!

Connect with me: 
www.linkedin.com/in/lizzielewington

0113 5312480



Sources

SEOClarity

https://www.advancedwebranking.com/blog/ai-overview-study

https://www.seerinteractive.com/insights/how-ai-overviews-are-impacting-ctr-5-initial-
takeaways 

https://originality.ai/blog/worst-google-ai-responses

https://mike-hardaker.com/f/seo-in-the-news 

AI Overview: Where Do The Results Displayed Come From? – Partoo
https://www.schemaapp.com/schema-markup/common-questions-about-schema-markup-for-
seo/#:~:text=Schema%20Markup%20can%20ground%20and,information%20accurately%20wit
hin%20search%20results 

https://richsanger.com/google-sge-decoded-reverse-engineering-for-visibility/

Various articles and studies have been researched for this presentation. You 
can find references and further reading below:

https://originality.ai/blog/worst-google-ai-responses
https://originality.ai/blog/worst-google-ai-responses
https://www.seerinteractive.com/insights/how-ai-overviews-are-impacting-ctr-5-initial-takeaways
https://www.seerinteractive.com/insights/how-ai-overviews-are-impacting-ctr-5-initial-takeaways
https://originality.ai/blog/worst-google-ai-responses
https://mike-hardaker.com/f/seo-in-the-news
https://www.partoo.co/en/blog/ai-overview-results-sources/
https://www.schemaapp.com/schema-markup/common-questions-about-schema-markup-for-seo/
https://www.schemaapp.com/schema-markup/common-questions-about-schema-markup-for-seo/
https://www.schemaapp.com/schema-markup/common-questions-about-schema-markup-for-seo/
https://richsanger.com/google-sge-decoded-reverse-engineering-for-visibility/
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