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SEO in the Al era
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Search Engine Optimisation

where we've come from...
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A quote about SEO and Al

“Everything has
changed....
Absolutely nothing’s
changed...”
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Google launches 1998

Google:

__ Searchthe web using Google
t _— |
Google Search I'm feeling lucky

More Google!

Copyright ©1999 Google Inc.
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. Google growth...

Search & Advertising Insights

The 24 Year Climb Of Google’s Search Queries & Ad Revenue

Il Ad Revenue [ Queries
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wharto  Google’s revenue didn't grow just because people searched more, but because it mastered monetizing micro-moments. The next billion in your funnel is hidden in high-intent
PONEX:  searches you're not yet bidding on.

Source: NP Digital — Mar/2025. Ad revenue data from Statista 2025, covering Google's advertising revenue from 2001 to 2024 in billion USD. Search query data is illustrative: based on publicly available trends, Google press releases, and extrapolated growth patterns. While not exact, the dataset [

aligns with documented milestones such as 1.2 trillion queries in 2012 and -5 trillion by 2024.



Search has evolved...
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Search has evolved...

45B

searches
1,

per day -;R

8 MAY 2025 ATTA WEBINAR




7 Search has evolved...

Search Everywhere Optimization Insights

Number Of Daily Searches Per Platform

137 65 50 40 35 33 32 24 2] 15 11 X0 10 09 06 05 05

Number Of Searches (Billions)

8 MAY 2025 Source: Estimated from multiple websites - Mar/2025. Among them are Google, ChatGPT, Statista, Similarweb, Exploding Topics, Pew Research, ATTA WEBINAR

IBISWorld, Gallup, Google Dataset Search, Macrotrends, etc. 03272A_K
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Search has evolved...

G
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8B searches per day

6.5B searches per day
3.5B searches per day

3.2B searches per day

1B searches per day

Booking.com

@ airbnb

viator

travelstartc>

Travel made gu.w\_PQ&'
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Search has evolved...

Search Engine

S ﬁ/ Optimization
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? Search has evolved...

Search Everywhere
Optimization

8 MAY 2025 Neil Patel: Video link ATTA WEBINAR


https://www.linkedin.com/posts/neilkpatel_googles-golden-age-is-coming-to-an-end-activity-7305580526663303170-iDA_/?utm_source=social_share_send&utm_medium=member_desktop_web&rcm=ACoAAACl2ZsBniVIuHxjn9rtWU3TN_mDJgFi18Q

Search has evolved... So have we...

-

“Hey, Siri”
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Back to Al
and travel...
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Can Al deliver traffic,
travel enquiries and
bookings?
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Does Al drive TRAFFIC?

Traffic acquisition: Session source @ -~ Dl @ <

Y {v Hostname does not exactl.. X )

Sessions by Session source over time Month
© ©
Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr

8 MAY 2025  Source: SearchEngineland - how to view your Al / LLM traffic in Google Analytics ATTA WEBINAR



https://searchengineland.com/segment-llm-traffic-ga4-449127#:~:text=First%2C%20you%20want%20to%20create,click%20on%20Add%20new%20channel

Does Al drive TRAFFIC?

~

A *ail.*\.openai.*|.*copilot.*|.*chatgpt.*|.
*gemini.*|.*gpt.*|.*neeva.*|.*writesonic.
i —— *|.*nimble.*|.*outrider.*|.*perplexity.*|.*
google.*bard.*|.*bard.*google.*|.*bard.*
|.*edgeservices.*|.*astastic.*|.*copy.ai.”
|.*bnngpt.*|.*gemini.*google.*$

Traffic acquisition: Session source @ - Dl @ <

Y Hostname does not exactl.. X

8 MAY 2025  Source: SearchEnginel.and - how to view your Al / LLM traffic in Google Analytics ATTA WEBINAR



https://searchengineland.com/segment-llm-traffic-ga4-449127#:~:text=First%2C%20you%20want%20to%20create,click%20on%20Add%20new%20channel

Does Al drive ENQUIRIES?

Traffic acquisition: Session source @ -~ DmWwa<

Yw Hostname does not exactl.. X )

Key events by Session source over time Month v
(=] ©
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8 MAY 2025  Source: SearchEngineLand - how to view your Al / LLM traffic in Google Analytics ATTA WEBINAR



https://searchengineland.com/segment-llm-traffic-ga4-449127#:~:text=First%2C%20you%20want%20to%20create,click%20on%20Add%20new%20channel

Does Al drive revenue?
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& Reply to review

@ 14 reviews * 40 photos

X

39 weeks ago

Discover Africa is the top company according to Al. | almost gave up on going to Africa after
seeing how pricey it can be and how cookie cutter the suggestions by other travel agencies
were. | was trying to plan something for many months and it seemed so unaffordable. Then
one day | asked Chat GPT for help me select the one - and | found this company. My amazing
agent - CHRIZAAN - was super attentive, patient, knowledgeable, creative, organized,
supportive, and most importantly passionate about her role as my travel expert for Africa. It
is because of her help that | was able to craft and design a very unique itinerary to Namibia
and a bit of South Africa at the end. We travelled for two weeks, saw deserts, oceans,
savanas, the big 5 and so much more! | also wanted to do take interesting photos, so the
views were important. All the lodges exceeded my expectations. We did a self drive on a 4x4

in Namihia and had ne 2 a i AKINO o me while heinn an a near aroan =Ta
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How reliable is Al?
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New Research:
Al search engines
are more wrong than right

Generative search tools were often confidently v ong in our study

The Tow Center asked eight generative search tools to identify the source article. the publication and URL for 200 excerpts
extracted from news articles by 20 publishers. Each square represents the citation behavior of a response
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. Completely Correct but Partially - Completely Mo Answer
Correct Provided

“Al Search Has A Citation Problem”
by Klaudia Jazwifiska and Aisvarya Chandrasekar

in) Ravit Dotan (PhD in philosophy of machine learning) - Link
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https://www.linkedin.com/in/ravit-dotan/
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¥ Margaritas At The Genius Bar
@GBarEscapee

Awesome future we’re making for ourselves here

Q. cheese not sticking to pizza
All Images Videos Forums Shopping News W

4 Al Overview Learn more

Cheese can slide off pizza for a number of
reasons, including too much sauce, too much
cheese, or thickened sauce. Here are some
things you can try:

¢ Mix in sauce: Mixing cheese into the sauce helps

add maisture to the-checseand-dmyoutihe sauce.

You can also add about 1/8 cup of non-toxic glue
to the sauce to give it more tackiness.

e Let the pizza cool: The cheese will settle and bond

11:46 AM - May 24, 2024 - 119 Views
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Al caveats
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The Content
Flywheel From Hell

AL creates SEO
slop Yo .

which encourages
humans to create
wmore SEO slop.’

Trick Google's AL
o\|gor'|t|nm into
rankiv\g it l\igkly

Source: https://storytellingedge.substack.com/p/ai-search-is-broken
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https://storytellingedge.substack.com/p/ai-search-is-broken

Is Google’s Al
Overviews affecting
travel queries?
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? SEO in the Al era

Not much yet...

8 MAY 2025

Search & Al Insights

Distribution Of Al Overviews Across Industries

80!

Animal & Pet 30.90%

Apparel & Fashion 18.30%

Automotive 5.80%

Education 15.50%

Energy & Utilities 17.40%
Entertainment 14.60%
Finance 22.90%
Food & Beverage 24.90%
Health 60.70%
Home & Graden 50.40%
Insurance 19.00%

Legal 2150%

Local 220%
Professional Services 23.80%

Real Estate 5.20%
Retail 23.20%

Sports 7.10%

Technology 17.40%
Transportation 31.40%

Travel & Hospitality 11.30%

Percentage Of Al Overviews In Search Results (%)
wiarto  Focus on SEO fundamentals, as there is a direct correlation between ranking on page 1and
PONEXT: - heing mentioned in Al Overviews.
Source: NP Digital — Jan/2025. The data is from Ubersuggest and Data for SEO. We examined 8 million search queries across 38 countries, with 400,000 queries for each category. 03191A_K
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Cybersecurity Writer and Content Marketing Strategist | Po...
w -

S EO in the AI era @ Robert Baillieul - 3rd+ + Follow

SEO traffic is about to take a hit, and it's not your fault.

Ryan Law from Ahrefs just analyzed 300,000 keywords and found something that
confirms what a lot of us have been feeling:

| When Google's new Al Overviews appear in search results, click-through rates
e n o o g e S n ew for the top organic result drop by 34.5%.
Let that sink in.

Al O i

Ve rVI ews a p p e a r This isn't just another algorithm update. It's a sign of something bigger.
M And remember, Ahrefs sells SEO software. If they're ringing the alarm, it's
I I I S< E O rC r< >S U S ’ probably serious.

Here's what | think is coming next:

(]
click-throu rates
® Organic traffic will drop across the board
e Al Overviews are built to answer the question right there in the SERP. As they roll
o r e o p o rg a n I C out to more queries and improve in quality, fewer people will click through to

your site.

re s U I i d ro p b y 3 4 5 ';o ® Companies will be forced to downgrade their ROI expectations from SEO
[ J [ J

You can still create amazing content and earn top rankings, but the traffic payoff
might not be what it used to be. Exec teams and marketing leads will need to
rethink their projections.

® Brands will double down on ownable channels

Email lists, podcasts, newsletters, communities. If Google traffic becomes less

8 MAY 2025 Source: https://www.linkedin.com/posts/activity-7321491939973873666-CY00/ ATTA WEBINAR
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Is traditional SEO dead?




Is traditional SEO Dead?

No. SEO is not dead.
But it is evolving.
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Is traditional SEO Dead?

“Think of Al platforms as a layer
or interface that lives on top of
existing platforms.”

8 MAY 2025 ATTA WEBINAR



Is traditional SEO Dead?

@l b

ChatGPT  Bing

Microsoft Bing is central to how ChatGPT Search works. While it uses
various sources, Bing is currently a major driving force. It is a huge data
source that helps the Al deliver current and accurate information. Thanks
to Bing's index, ChatGPT gives users the latest details on various topics.

8 MAY 2025 ATTA WEBINAR



Is traditional SEO Dead?

/1) perplexity

@ Tripadvisor
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. Is traditional SEO Dead?

g r/google - 1yr. ago

Yazzdevoleps

Reddit has struck a $60 Million deal with Google to Use its content
for training Al models

shoppingd i

Learn more

wennre VY
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. Is traditional SEO Dead?

g r/google - 1yr. ago
Yazzdevoleps

Reddit has struck a $60 Million deal with Google to Use its content
for training Al models

Lear

et

Google

wennre VY

3

Google Search I'm Feeling Lucky
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What SEO changes must we
make to win in Al Search?




What must we do differently?

Not much.

But... our focus may need to
shift a little.

8 MAY 2025 ATTA WEBINAR



SED VS GED
OPTIMIZING FOR TRADITIONAL VS Al SEARCH

OPTIMIZATION AREAS

. SEO vs Al optimization

USER SEARCH BEHAVIOR GOALS & METRICS

SITE CONTENT
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Source:

V1.1. APRIL B, 2025 - CREATED BY ALEYDA SOLIS - SEO CONSULTANT

SPECIAL THANKS TO FEEDBACK/VALIDATION BY DARTH AUTOCRAT AND CHRIS GREEN

https://www.aleydasolis.com/en/search-engine-optimization/seo-vs-geo-optimizing-for-traditional-vs-ai-search/

ATTA WEBINAR



https://www.aleydasolis.com/en/search-engine-optimization/seo-vs-geo-optimizing-for-traditional-vs-ai-search/

. User Search Behavior

Criteria

Traditional Search

LLM

Query length and
complexity

Typically short, keyword
based (4.2 words)*

Longer and more
detailed prompts (avg.
23 words)*

Topics and user intent

Span across
informational,
navigational,
commercial,
transactional or a mix of
them

A higher variety of
queries, with a share
being tasks related,
problem solving or
creative ones. “70% of
chatgpt prompts were
unique, rarely seen on
Google"*

Interaction style

Most are single turn
interactions. Although
users might reformulate
the query, they do
without carrying major
context from the
previous one. “on
desktop users change
their queries 17.9% of
the time. On mobile,
29.3% of the time"*

Most are multi-turn and
conversational
interactions. With lims
retaining context from
previous messages,
incentivizing users to
follow up.

Source:

8 MAY 2025 https://www.aleydasolis.com/en/search-engine-optimization/seo-vs-geo-optimizing-for-traditional-vs-ai-search/
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. Optimization Areas

8 MAY 2025

Area of Optimization

Traditional Search (SEO)

Al Search (GEO)

Area of Optimization

Traditional Search (SEO)

Al Search (GEO)

Semantically relevant,
pattern matching
content

Yes. Modern search
engines use semantic
understanding, aligned
with user intent

Yes. Generative Al uses
context and natural
language aligned with
user intent

Original, up to date,

Yes. Google takes eeat

Yes. AI models prefer

Structured Data

Yes. Structured data
helps search engines
better understand
content meaning and
can be used to trigger
rich results

Yes if LLMs are paired
with a rag/retrieval
system or knowledge
graph. Inthese cases
they can leverage
structured data, like
google and bing have
confirmed they do.*

expert / experienced, and content quality into content with clear
high quality account signals of expertise
trustworthy

information

Popular & Yes. Through high Yes. Through

authoritative content

quality backlinks.
Backlinks from a
diversity of popular,
relevant sites are a major
ranking signal

mentions/citations. Also,
although lims do not use
a link graph there's an
overlap: citations /
mentions within popular
content (with a high
number of backlinks)
tend to be more present
in training data and
search indices used by
lIms.

Page Experience

Yes. Fast loading,
mobile-friendly pages
with low intrusiveness
are given preference by
search engines to
improve user satisfaction

No. AI models with rag
systems use semantic
relevance and metadata,
not UX. However,
extreme performance
issues can cause
crawlability issues,
negatively impacting
inclusions in AI answers

Content formatting /
organization

Yes. Clear formatting /
structure makes content
easier to consume and
satisfying user needs

Yes. Al prefers well
structured content for
synthesis

Source:

Crawlable & indexable
content

Yes. Content must be
crawlable and indexable
to rank. Modern search
engines like google and
bing support csr js
rendering if certain best
practices are followed.

Yes. Content needs to be
accessible for lims,
whether through their
training data or
integrated searh indices
to be used in answers.
Some Iims like chatgpt
have been identified in
tests* to not supporting
javascript rendering
when crawling content,
so stricter limitations
should be taken into
account.

ATTA WEBINAR
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. Goals and Metrics

8 MAY 2025

KPIs/Goals

Traditional Search

LLM

Site content
crawlability &
indexability

Yes. Search bots

Yes. LLMs and search
bots

Brand visibility

Yes. Through
positions/inclusions of
site in serps in organic
search and serp features
for relevant branded and
non-branded queries
through the user search
journey

Yes. Through mentions
and links to site in ai
answers for relevant
branded and non-
branded queries through
the user search journey

Brand popularity /
prominence

Yes. Through site
number/share of
backlinks and third-party
brand mentions

Yes. Through
number/share of brand
mentions in Al answer
sources

Brand sentiment

Yes. Sentiment of top
ranked pages for
relevant queries about
the brand

Yes. Sentiment of Al
answers and cited
sources about the brand

Traffic

Yes. Organic search
traffic from serps to site
(visits, growth,
engagement, etc.)

Yes. LLM traffic to site
(visits, growth,
engagement, etc.)

Conversions / Leads

Yes. Conversions/leads
from organic search
traffic from serps
(number, revenue,
conversion rate, etc.)

Yes. Conversions/leads
from llm traffic (number,
revenue, conversion
rate, etc.)

Source:

https://www.aleydasolis.com/en/search-engine-optimization/seo-vs-geo-optimizing-for-traditional-vs-ai-search/
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What must we do differently?

Technical health
Keywords
Content
Links
UX (& Site speed)
Structured data / schema
E-E-A-T
Brand authority
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Technical health
Keywords
Content
Links
UX (& Site speed)
Structured data / schema
E-E-A-T
Brand authority
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What must we do differently?

E-E-A-T stands for Experience, Expertise, Authoritativeness, and
Trustworthiness, a set of criteria that Google uses to evaluate the quality of
website content, particularly for topics that can impact users’ well-being. It's a
framework that guides Google's search algorithm in determining which
websites should rank higher in search results based on the credibility and

value of their content. @

8 MAY 2025 ATTA WEBINAR



SEO in the Al era

Panel discussion

8 MAY 2025 ATTA WEBINAR



“For 20+ years, we've been
making websites for Google.
Now we heed to make them for
people...”

8 MAY 2025 ATTA WEBINAR



“SEOQ practitioners are
obsessed with link building.
Traditional marketers focus on
brand building.”

What to do in the age of Al?




Google’s Al Overview is a huge
driver of “zero click search”.

“Is this Good, bad or ugly for

DMOs and travel orgs in
general?”

8 MAY 2025 ATTA WEBINAR



“What role does video play
in the Al search era?”

8 MAY 2025 ATTA WEBINAR



“What are your top 3
recommendations for helping
individual tourism operators &

hospitality businesses be found
in Al Search on
a) Google Al Overviews
b) SearchGPT and
c) Perplexity please?”

8 MAY 2025 ATTA WEBINAR



“Any voice search ideas to help
individual tourism businesses to
get found?”

8 MAY 2025 ATTA WEBINAR



“Is there a correlation between your
website content and Al search results?

l.e. is it necessary to be SEO optimized so
that the LLMs can see you and give
favorable search results when clients
search on Al platforms?”

8 MAY 2025 ATTA WEBINAR



“Any expert tips for optimising
videos for Google “Circle to
Search”?”

8 MAY 2025 ATTA WEBINAR



“What's next for Google budgets
we have?”

8 MAY 2025 ATTA WEBINAR



“How do you suggest we interact
with Al, is it recommended that
we use it?

If so, how far should we take it,

surely, we cannot be fully relying
on Al?”

8 MAY 2025 ATTA WEBINAR



SEO in the Al era

Q&A

8 MAY 2025 ATTA WEBINAR



7 Sources

1.  Search Everywhere Optimization -
https://www.linkedin.com/posts/neilkpatel_googles-golden-age-is-coming-to-an-end-activity-7305580526663303170-iDA_/

2. Measuring Al traffic in Google Analytics - https://searchengineland.com/segment-lim-traffic-qa4-449127
3. Alis broken - https://storytellingedge.substack.com/p/ai-search-is-broken
4. Al Overviews impact on traffic - https://www.linkedin.com/posts/activity-7321491939973873666-CY00/
5. SEO vs Al optimisation - https://www.aleydasolis.com/en/search-engine-optimization/seo-vs-geo-optimizing-for-traditional-vs-ai-search/
6.  Zero click searches - https://www.semrush.com/blog/zero-click-searches/
8 MAY 2025
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