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What are we going to talk about?

AI-Oh no, my SERP has changed!



“AI overviews - also known as Search Generative 
Experience (SGE) - are a Google Search feature that 

provides AI-generated summaries within search results, 
offering quick answers to informational queries by 

synthesizing information from multiple web sources.” 

- AI Overview, Google



“AI overviews - also known as Search Generative 
Experience (SGE) - are a Google Search feature that 

provides 
“AI-generated summaries within search results”,

offering quick answers to informational queries by 
synthesizing information from multiple web sources.” 

- Google



Why should you 
care about AIOs?



You may have seen headlines like the below…



And perhaps 
experienced signi!cant 
drops in CTR yourself.

The study to the left 
reports 69% of 2025 
searches don’t end in a 
click – up from 55% 
(before the introduction 
of AIOs). 

Source: Similarweb, May 2025

https://www.similarweb.com/corp/reports/generative-ai-publishers/


Whether you like them or not, 
AIOs are here to stay…



…so, to keep up, it’s essential to 
understand the role they’ll play in 

digital marketing and SEO.



Nearly 100% of all AIOs are 

prompted by informational 
searches. 

Impact on informational

AIOs aren’t restricted to 

certain sectors; they’re 
prominent across just 

about any industry -
including YMYL. 

Across all industries

The number of keywords 

returning AIOs is 
increasing MoM. We’re 

now seeing +100% AIOs vs 
April 2025. 

Rising rate of AIOs

10

One-in-five SERPs are a!ected (and it’s rising)



Generative search isn’t 
just appearing above the 
fold – we’re seeing it 
across various SERP 
features.

In fact, as of July 2025, 
nearly 13% of ‘People 
Also Ask’ results are AI-
generated.



No sector is 
safe from 
‘Search 
Generative 
Experience’ 

Why should you care about AIOs?

Healthcare 

services (25%)

Banking 

services (26%)

Education 

services (35%)

Source: Conductor, July 2025 

https://www.conductor.com/academy/ai-overviews-analysis/


What’s more - AIOs are actively 
changing the way we search



“With AI Overviews, people are 
searching more and asking new 
questions that are often longer 

and more complex” 

– Google, August 2025 



Can generative search let brands 
skip the queue? Sort of!

Why should you care about AIOs?

A July 2025 study by Ahrefs has revealed that 
just 76% of pages cited in AIOs rank in the top 
10. 

This effectively means that nearly 24% of all 

citation space is populated by URLs that 

haven’t ‘earned’ a 1-10 ranking but are 
permitted to leapfrog the SERPs to a joint-top 
position. 



A recent Semrush 
study returned similar 
results: 

Across the studies, we can estimate 
that between 24-32% of cited pages 
don’t rank in Google’s top ten 
returned results. 

Why should you care about AIOs?

Source: Semrush, June 2025 

https://www.semrush.com/blog/ai-mode-comparison-study/


Is it still worth trying to earn strong rankings?



Yes, ranking position does 
still matter (somewhat)

Why should you care about AIOs?

In principle, the higher you rank, the more 
likely you are to be cited in AIOs. And of 
pages cited, those with the strongest 
organic rankings feature more prominently 
in the overview. 

However, nobody’s guaranteed a spot on 
the team; even for those who’ve earned the 
coveted !rst position, it can be a 50/50 
chance. 

Source: Ahrefs, July 2025

https://ahrefs.com/blog/does-ranking-higher-on-google-mean-youll-get-cited-in-ai-overviews/


Why should you care about AIOs?

According to a recent study conducted 
by Ahrefs, those who’ve enjoyed the 
most success across AIOs have strong 
brand authority, supported by great 
offsite signals.

If Google’s not solely relying on its 
own rankings, what other factors 
influence AIO citations?



Why should you care about AIOs?

Building brand mentions and quality backlinks from high authority domains will aid your efforts, but here are other best-

practice techniques you can apply to further-improve your chances of being cited as a trusted AIO source.  

Engaging 
content

Page 
optimisation

Subheadings
Up-to-date 

content
Rich media

Technically 
sound

How else can you earn AIO placements?



You’ve optimised your content for AIOs. 
What’s next?



Understanding 
and measuring 
AIO performance



Understanding and measuring AIO performance

Using your favoured keyword research tool (in this case, Ahrefs), add "lters to only return the keywords you’re ranking 
for that also return an AIO – here, you can also "lter to only review Overviews that cite your site.

Which AIOs are you appearing in?



Understanding and measuring AIO performance

Just as you can see which terms you’re featuring in AIOs for, you can identify additional opportunities. 

…and which are you missing out on?

4. Finally, make sure you’re 
selecting the correct date or 

comparison period.

3. It’s useful to !lter by 
position (i.e. 1-20), to pull 

realistic opportunities.

2. Select ‘Don’t include 
target in’, to return AIOs 
you’re not being cited in.

1. Filter by your chosen SERP 
feature (AI Overviews).              



You can then plot your AIO 
opportunity:

Why should you care about AIOs?

With an understanding of which ranking 
keywords return AIOs vs the number of 
AIOs you’re actually being cited in, you can 
start to understand the growth 
opportunity.
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When you click 

through to a website 

from an AIO, you’ll 
notice this snippet of 

text within the URL: 
#:~:text=

By adding Javascript 

variables in GTM, you 

can read and capture 
this text to track AIO 

clicks.

This data can be sent 

to GA4 by adding 

event parameters to 
an existing 

‘page_view’ event in 
GTM or by creating a 

new GA4 event in 

GTM.

When using event 

parameters in your 

GA4 tags, you can add 
custom dimensions in 

the GA4 interface to 
analyse the snippets 

of text captured.

How to measure AIO tra!c



This paints a clearer picture of 
where your tra!c is coming from

Understanding and measuring AIO performance 

With insights as to how much tra"c is being 
driven from AIOs, we can identify how users 
are engaging with and accessing our content. 

The example to the left is real client data: 

• Weeks 1-3: We have visibility of the total 
tra"c to the site, but it’s very holistic. 

• Week’s 4-7: Data team have added AIO 
tracking, and we can see how much tra"c 
is being driven to the site, including the rate 
coming from AIOs. 
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AI Mode and 
hyper-personalised 
search



Welcome to the hyper-personalised 
future of search

Search history

Google calendar and 
maps

Gmail

YouTube viewing

Shopping habits

Health and body

What you’ve previously searched for, the 

type of things you click on…

Events/bookings you have, your daily 

routine, and location history…

Step count, heart rate, stress levels, sleep quality...
Personal convos, !ights you’ve 

booked, bar reservations…

Product searches, purchase intent, 

transaction history, loyalty cards…

Subscriptions, viewing habits, 

comments, likes…

AI Mode





1 2 3

What you should be doing right now

AI Mode

Search everywhere

Don’t just create content on-

site. In addition, consider:

• YouTube

• TikTok

• Instagram

• Reddit

EEAT signals

• Create relevant, useful 

content that answers 

questions across the funnel

• Trust signals such as author 

bios and reviews

• Build high quality referring 

domains through engaging 

PR campaigns

• Ensure your site is 
technically sound

Reporting AI tra!c

Reporting back on AIO tra!c, as 

well as tra!c from different AI 

sources, will mean you can more 

accurately showcase the 
success of your organic efforts – 
as ‘organic search’ in GA4 will 

likely start declining.



Alex.nayler@connective3.com

Alex Nayler
Content Strategy Manager

Any questions? Get in touch


