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In 2025, falling behind means losing visibility, traffic, and
revenue, often to the tune of thousands (or millions) of dollars.

re Some marketing pros and SEOs still haven't learned this lesson.
Maybe they don’t have the budget to invest in video, or a specific

ayi n g algorithm update doesn’t move the needle enough to get their attention.

And there are still CMOs who think Al doesn’t pose a big risk to

|
t I o n to their strategies, and other C-suite members continue to ignore
the sunk cost fallacy.

h t re n ds Trends matter, though. Staying ahead of the curve matters. And right
, now, that curve is moving fast. Miss one core update or shift in user
behavior, and you're already behind. A single minute’s hesitation could

e a I rea dy set you back months.
I h - I The SEOs who are proactive, not responsive, are the ones winning big.
e I n o Take Al Overviews and Search Everywhere Optimization, for example.
These trends have taken off and will continue to define the future of
search. Let’s look at these and other big trends dominating search.
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People are
searching
everywhere

ChatGPT, TikTok, and
YouTube are now
essential search
platforms alongside

Google.

digital

2

Al Overviews
impact traffic

44% of sites have seen
flat or declining traffic

since AlOs launched.

We talked to two groups to better understand how Al and other trends impacted
how people used search; in one survey, we spoke to 1,000 American adults with
general questions. In addition, we reached out to 600 full-time American

professionals who worked in marketing, market research, sales, and advertising.

3

zero-click
growth

We anticipate that zero-click

will make featured snippets,

Al Overviews, brand mentions,

and conversational content
key, but our data shows a

surprising challenge to that.

4

brand mentions
= SEO power

78% view brand mentions
as a critical factor for
visibility in 2025.

S

search
everywhere
optimization

This is essential to winning
strategies that span Al
tools, video, social, and

traditional engines.
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| am proud to be a UW-Madison alumni myself. Didn't realize John Adams graduated
from there not once but 21 times. Thanks Google. (hat tip to someone on the xhit site)

Google

Qs

how many presidents graduated from university of wisconsin

Al News Images Shopping Videos i More

L Al Overview

According to the Wisconsin Alumni Association, 13 U.S. presidents have
attended the University of Wisconsin-Madison (UW-Madison) and earned a
total of 59 degrees. Some of these presidents include:

* John Adams: Graduated in 1934, 1935, 1947, 1951, 1954, 1957, 1960, 1961, 1968, 1969,
1971, 1973, 1974, 1976, 1977, 1979, 1981, 1987, 1990, 2002. and 2003

* James Madison: Graduated in 1956

* Andrew Jackson: Graduated in 2005

¢  Wilkam Harrisor: Graduated in 1953 andd 1974

¢ John Tyler: Graduated in 1958 and 1969 (30

Q) umatumei.com {
Presidential Badgers | Wisconsin
Alumni Association

UW-Madison is known worldwide for its commitment to academics and out-
of-classroom learning. v

Generative Al is experimental.

Dz ¢

Al Overviews
take center stage
after some
growing pains

Google’s Al Overviews (AlOs) had a rocky
start, but they're not going anywhere.

After rolling out globally in May 2024, AlOs quickly took
a spot in all kinds of search results, but not without
hiccups; in our survey of general adults, users got
answers faster, but they weren't always better. Almost
25 percent of users reported major errors. Over 50

percent said their biggest issue was just flat-out
inaccuracy, to the point of danger.
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most users
haven’t noticed
major problems

Despite some early skepticism, AlOs are already
shaping how people consume content in search,
with some fears that web traffic will fall off as the
search giant continues its efforts to keep users
on the SERP instead of clicking through.

56% 48%

Marketers reported Saw revenue boosts from
increased web traffic ads and affiliate links

From a traffic perspective, the panic might be
overblown. It's a strong signal that AlOs aren’t killing

visibility. They're just changing the rules of the game.

25%

Al OVERVIEWS
GENERAL USER
SATISFACTION

B Very Satisfied

B Somewhat Satisfied
Neutral

B Somewhat Dissatisfied

B Very Dissatisfied
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matters.

Showing up in Al Overviews is more than
just bragging rights. It's taking up a
valuable position in the new top-of-SERP
real estate. Ignoring Al SEO and failing to
optimize for it just gives visibility away.

N/

'
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how marketers
can work around
zero-click search

Al Overviews are part of the growing wave of zero-click
searches. In a zero-click world, users get their answers
directly on the SERP; no further reading necessary.
Featured snippets, local packs, people-also-ask boxes,
and AlOs have all made organic traffic harder to win.

But that doesn’t mean you're out of options.

Marketers are adaptable, and this development is no
exception. Forty-three percent of marketers have
changed their strategies to respond to this shift.

digital



58%

4% marketers are
adapting to
Al overviews

42% 42% Their focus now? Clear, scannable content that
answers questions upfront. Structured data,
brand mentions, and conversational formats
are more important than ever.

The goal isn't just to rank.

It's to show up in the spots users see first.

22%
19%

Monitor
Competitor Other

3%

Analyzing Tracking Social
GA Traffic Brand

Shifts Mentions

Frequent
Content
Refreshes

Structuring
Data/Schema

Listening

Tools Visibility
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Google’s new

Al mode is here

Google’s Al Mode officially rolled out to all U.S.
users in May 2025, and it's already changing how
people interact with search.

Al Mode flips the switch on how Google displays
search results. Instead of the classic link list,
users now see Al-generated summaries by default,
especially for complex or open-ended queries.

According to Google, the goal is to “make search
smarter and more helpful with generative Al.”
Their idea is to offer a faster path to answers,
context, and decision-making.

The reaction? Cautiously optimistic.

HOW GENERAL USERS THINK Al MODE WILL

Notable Improvement
Some Improvement
Neutral

B Somewhat Worse
Notably Worse

IMPACT SEARCH

22%

3%

43%

27%
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Our survey shows over 57 percent of
marketers already knew about Al Mode's
debut. Of those, 74 percent believed it
could improve the overall search
experience, with nearly a third expecting
‘notable” usability improvements.

But user experience isn't the only
concern. It's a signal to marketers, too.
Al Mode will likely increase zero-click
results and shift keyword targeting
strategies. That will push creators to
optimize for summaries, not just
snippets.

According to Nikki Brandemarte, Sr. SEO
Strategist at NP Digital, one of the best
ways to optimize for Al Mode is to focus
on tactics we've known work for a while,
but even more.

digital

Lock in on featured schema, prioritize
context-rich introductions, and use
conversational formatting. Freshness and
clarity win the day, too, so regularly revisit
your content and adjust it. Or write
something new and authoritative. That's
especially important, since Al Mode can
now source information published within
the last 24 hours.

The bar is higher. But if your content
is clear, helpful, and well-structured,
Al Mode can amplify your visibility
(not erase it).

“Al Mode is designed for users
to ask more complex, multi-
part questions that go beyond
basic information provided by
traditional Al overviews. These
more comprehensive, better-
structured answers expand on
AlOs and overlap.”

Nikki Brandemarte
Sr. SEO Strategist

2025 ORGANIC SEARCH TRENDS SURVEY
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Al search
Is spreading
as a concept

Al-powered search didn’t stop with Google,
and it's not going to, either. We're now in a
landscape where search is becoming a
feature as opposed to a destination.

Al search is everywhere: ChatGPT, Microsoft
Copilot, and even Al-driven tools built into
apps you open every day, like Reddit, TikTok,
or YouTube. Thirty percent of our surveyed
general online users now turn to ChatGPT

at least 10 times a week.

digital

ChatGPT

TikTok

Amazon

Pinterest

YouTube

Mobile Apps

Linkedln

Reddit

Voice Search

Instagram

Facebook

Perplexity

Other

43%

64%

70%

PREFERRED PLATFORMS

FOR GENERAL

USERS

OUTSIDE TRADITIONAL
SEARCH ENGINES

2025 ORGANIC SEARCH TRENDS SURVEY
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AI-POWERED SEARCH PLATFORMS MARKETERS ARE FOCUSING ON

Al Overviews

ChatGPT/OpenAl

Perplexity

You.com

Microsoft Copilot

None

(0)4,1-1¢
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SERP Feature Tracking Tool

GSC Monitoring

Custom SERP Scraping

Tracking Brand Mentions

Analyzing GA Traffic

Social Listening Tools

Structured Data/Schema

Monitor Competitor Visibility

Manual SERP Spot-Check

Trend Logging

NP |digital

PREFERRED METHODS FOR MARKETERS
TO TRACK AI-BASED SEARCH VISIBILITY

how to
minimize risk
and stay visible

If your brand isn't visible across multiple
ecosystems, you'll be left behind. That's
the ethos behind Search Everywhere

Marketing, and we take it very seriously.

Right now, only 51 percent of our
surveyed marketers are actively tracking
their brand visibility in Al search
platforms. This is even though out of our
surveyed marketers, brand visibility
tracking was seen as the most popular
way it would impact search strategy in
the next year (45%) That means that
there’s a shift many marketers know is
coming but aren’t prepared for.
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What ca n yo u d o If are the blue links no longer relevant?
]
o u , re I n t h a t ro u ’ While “blue links" still appear in Google search results, their relevance and prominence
| have changed significantly due to the evolution of search engine results pages

(SERPs). @

Here's why and what's happening:

« Shift from Traditional *10 Blue Links": The traditional format of a Google search
results page, primarily consisting of 10 blue organic links, is becoming less common.

. ff. h .f Increased Presence of Rich Media and SERP Features: Google and other search
Mon |t0r tra Ic s I ts- engines are incorporating more diverse elements into SERPs, including images,

G OOg |e An a |yt|CS an d Sea rc h CO nso | e (G SC) videos, maps, knowledge graphs, featured snippets, and Al-generated overviews.
Al's Impact on Search: The introduction of Al-powered search features like Google's

Search Generative Experience (SGE) allows for direct answers and summaries,
reducing the need for users to click through to external websites.

Set u p trend Iogg I ng Potential for Reduced Organic Traffic: This shift can lead to a decline in organic
DeteC’[ d rOpS ors p | kes | n b ra nded q Ueries search traffic for websites that traditionally relied on ranking high in the “blue links".

Al Mode and Personalized Answers: Google's Al Mode and SGE aim to provide users
with direct, synthesized answers by leveraging Al to break down queries and gather

Use SOCiaI I isten i ng too I S. information from various sources. @

Track brand mentions in places like Al Overviews However, this doesn't mean blue links are entirely irrelevant:

and conversational search results. « Still Present in Many SERPs: Despite the changes, a significant percentage of SERPs
still display a considerable number of organic “blue links".

Foundation for Other SERP Features: The “Blue Link Algorithm” is still the foundation
B . I d b d t. that search engines use to build SERPs, even when incorporating other features.

u I ran . men Ions © ) Can Still Drive Traffic and Authority: Optimizing for traditional SEO strategies
We S UggeSt dOl ﬂg ‘thlS th rOUg h PR and Syﬂdlcated content. focused on keyword research, quality content, and backlink profiles can still lead to
improved visibility and click-through rates, even if the result isn't a traditional “10 blue
links" page.
Featured Snippets and Al Overviews Often Link to Original Content: Featured

Lean |nt0 conversatlonal content- snippets, which are highly visible and often incorporated into Al overviews, usually link
GOOg |e a nd A' p | atforms faVOI’ content that answers back to the original source, making them an important way to increase visibility and

3 potentially drive traffic. @
naturally phrased questions.

In essence, the relevance of blue links is evolving. While they are no longer the sole
focus of search results, they remain a crucial part of the search ecosystem.
Understanding how they interact with other SERP features and optimizing content

Invest in structured data and featured SChema. accordingly is vital for effective SEO strategies in the age of Al-powered search. @
This can improve your odds of being cited directly in Al results.

Ask anything

NP |digital
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are the blue links no longer relevant?

While “blue links" still appear in Google search results, their relevance and prominence
have changed significantly due to the evolution of search engine results pages
(SERPs). @

Here's why and what's happening:

« Shift from Traditional "10 Blue Links": The traditional format of a Google search
results page, primarily consisting of 10 blue organic links, is becoming less common.

Increased Presence of Rich Media and SERP Features: Google and other search
engines are incorporating more diverse elements into SERPs, including images,
videos, maps, knowledge graphs, featured snippets, and Al-generated overviews.

Al's Impact on Search: The introduction of Al-powered search features like Google's
Search Generative Experience (SGE) allows for direct answers and summaries,
reducing the need for users to click through to external websites.

Potential for Reduced Organic Traffic: This shift can lead to a decline in organic
search traffic for websites that traditionally relied on ranking high in the "blue links".

Al Mode and Personalized Answers: Google's Al Mode and SGE aim to provide users
with direct, synthesized answers by leveraging Al to break down queries and gather
information from various sources. @

However, this doesn't mean blue links are entirely irrelevant:

« Still Present in Many SERPs: Despite the changes, a significant percentage of SERPs
still display a considerable number of organic “blue links".

Foundation for Other SERP Features: The “Blue Link Algorithm" is still the foundation
that search engines use to build SERPs, even when incorporating other features.

aﬂ: 17 sites

The 10 Blue Links: What Happened
to Them?

Feb 28, 2023 — The 10 Blue Links:
What Happened to Them? * If you a...

&} Business Marketing Engine

What is *10 Blue Links" in SEO?

What is "10 Blue Links" in SEO? * Do
the 10 blue links matter?...

@ www.seocasestudy.com

Google SERP Features: A Visual
Guide to Search Result Types

Jan 16, 2025 — What is SERP and how
many types of SERP features are...

45 SEO PowerSuite

Show all

marketers need
to find ways to
start Al visibility
tracking

If Al-driven search is the future, visibility
tracking is how you future-proof your content.

Right now, most Al platforms don't offer direct
analytics. You won't find a neat report in
Google Search Console labeled “AlO Clicks.”
Even though people have asked (repeatedly).

That's a problem. As Al summaries and chat-
based search tools like ChatGPT take up more
screen space, marketers are beholden to
something like a vibes-based approach.

2025 ORGANIC SEARCH TRENDS SURVEY
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As we noted above, only 51 percent

of marketers track brand visibility in

Al search. The rest are either
exploring tools (38 percent) or not
tracking at all. That's a big visibility
gap, but it's also where you can find
a competitive advantage:

Brand visibility

17K $13.1K ers about Business credit cards that mention Rho

Adandilin smmemd Visibility score Brand Industry Ranking

Until native tools catch up, ' : rTTT ', - : s
marketers have a blend of tactics. o
You can try to monitor traffic shifts
in GA and GSC for early signals and
use social listening platforms to

track branded mentions and
shippets. °

Topic visibility

Savvy users of platforms like
SEMrush can use it to help track AIO
appearances, too. For priority
keywords, log trends manually if
necessary (even via screenshots).

Finally, monitor referral traffic from
LLMs like ChatGPT or Perplexity.
Currently, 24 percent of marketers Profound is an Al search optimization tool designed

: . to track important Al-related performance metrics
have seen consistent traffic from like Al search such as sentiment, citation frequency,

those sources. and Al share of voice.

digital 16
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Google vs. LLM referral traffic:
what’s coming out on top?

LLMs like ChatGPT, Perplexity, and Claude have started to chip
away at Google's dominance. Given that nearly a third of users
say they use ChatGPT or SearchGPT at least 10 times per
week, and how many marketers see consistent referral traffic,
the shift is subtle, but it's happening. It's not just curiosity. It's
a behavior change.

Ready for something even more telling? As much as 34
percent of marketers believe Al tools will account for 25 to 50
percent of search activity within the next year. Some think the
number could go even higher.

digital

Keeping your brand discoverable as LLMs grow is
absolutely vital, but it's not as complex as you'd think.

We've touched on many of the tactics already: Focus on
meeting conversational queries with clear, fact-rich
content. Monitor your referral traffic from known LLM
browsers and tools.

Most importantly, diversify your strategy. Think beyond
‘ranking” and more about being referenced.

2025 ORGANIC SEARCH TRENDS SURVEY
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In a world of Al summaries and zero-click
search results, brevity is everything.

[ o

Here's a breakdown o

Natural and Engaging:
Instead of sounding like
conversational content a
friendly tone that invites
participate. @

Direct Address:

Using "you" and "your" h|
connection with the rea
like you're speaking to th|

Simple Language:

Avoids jargon and comple
making it easier for a wid|
understand and engage

Personal Connection:

Incorporating anecdotes,
and relatable examples h
bond with the reader. @

Two-Way Communicatic
Encouraging interaction {|
to action, and open-ende
the content feel more like

You can watch this vide
build better conversatig
Al:

Q conversatiq|

a Google 2 €)

Q, bestplaces tovisit sandiege & @
AlMode All Images Forums Short videos

Results for San Diego, CA - Choose area

A Search Labs | Al Overview ®@3p-0 :

San Diego offers a diverse range of
attractions, making it a great place to visit.
Some of the most popular spots include
Balboa Park, the San Diego Zoo, and La
Jolla. Additionally, exploring downtown San
Diego, enjoying a harbor cruise, or whale
watching tour are also worthwhile
experiences. @

Here's a more detailed look at some of the
best places to visit:

For Nature and Outdoor Lovers:

numerous museums, gardens, the San
s :

Diego Zoo, and performing arts

venues. @

La Jolla:

Enjoy stunning coastal scenery,
beaches, and sea caves in this

Q best places to visit san diego

| content

Videos

W

ers to
con-
w min-
v hun-
cter-
imption and focus on
\g it ideal for on-the-

e attantinn Aisl

election Look Up >

b difference between
orm content‘

he difference be... X

A (8

| images Copy text

s short for O
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Nearly 42 percent of marketers already

optimize new content for conversational key ta keawa ys

queries, and 58 percent are refreshing their

existing content to meet these new standards.

R o Finding the right influencer is about fit, not just follower count.
But keep one thing in mind: This isn't about

"dumbing things down.” Instead, it focuses on Know your target audience, campaign goals, and budget before you start looking.
getting to the point—fast—and in a way that

mimics how users ask questions out loud. Use an influencer persona to guide your search and filter out mismatches.

What can you do to help? Use headers that Always research 10 times the number of influencers you plan to work with.
sound like real questions. Keep your answers

clear and focused. When possible, use schema Keep outreach short, clear, and personalized for better response rates.

markup to reinforce the content’s structure.

Keep it short, smart, and skimmable if you want to be quoted.

digital 2025 ORGANIC SEARCH TRENDS SURVEY
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tailoring your content
to fit preferred platforms

Ranking alone isn't enough. Your content also needs to fit where
your audience is searching.

Depending on your brand and audience, that might look like long-

form blog posts to show up in Google, or it could mean creating

vertical videos for TikTok. Other solutions could include product
explainers on YouTube or visuals to engage Instagram users. /

How can you keep up?

Start by adapting your message to
the format. Use generative engine
optimization (GEO) for Al search,
vertical video for TikTok and Reels,
and snackable visuals for platforms
like Pinterest and Instagram.

Younger audiences have already begun to shift search behavior.
Platforms like TikTok, YouTube, and Instagram are their go-to
sources for product discovery, how-tos, and health information.
Sixty-seven percent of Gen Z users prioritize Instagram for

search, while 62 percent focus on TikTok. An overarching strategy that uses

As a result, over 63 percent of marketers have already started to different platforms to meet the same

optimize or test content for these channels. l., ———— goal: Meet your users where they are
’ * and speak their language.

digital 2025 ORGANIC SEARCH TRENDS SURVEY w20
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backlinks vs. brand mentions:

where should marketers focus?

Backlinks have long been a pillar of SEO and still matter a lot. But the Al-driven,
zero-click environment emphasizes and incentivizes brand mentions, too.

» Backlinks are clickable URLs that pass SEO equity.

» Brand mentions are unlinked references to your company or product.
Think name-drops in articles, podcasts, and social posts.

Google has hinted for years that brand mentions influence trust and authority.

With Al platforms pulling in content and citations differently, those mentions

are more valuable than ever.

Seventy-eight percent of marketers in our survey say brand mentions are at
least “moderately important” for visibility. Thirty-two percent call them
‘extremely important” signals.

digital

IMPORTANCE OF BRAND MENTIONS
FOR SEARCH VISIBILITY

2025 ORGANIC SEARCH TRENDS SURVEY
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They're so important that over
65% of marketers are already
prioritizing mention-building with
PR, guest posts, social campaigns,
and influencer outreach.

digital

So, which one should you focus on more? Mentions or links?

Both still matter, but the emphasis or split depends on your
niche. E-commerce brands, for example, often see big returns
from unlinked mentions in product roundups or reviews. B2B
brands may still rely more heavily on authoritative backlinks.

The balance lies in knowing which one to prioritize and when.

22
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SEO evolves to
search everywhere
optimization

Let’s be real. Google isn't the only place your audience
Is searching anymore. That means traditional SEO—a
Google-focused effort—isn't enough. As we've
touched on above, what you need now is Search
Everywhere Optimization.

The concept is simple, and it's something many
marketers have done for years, if not as a focus:
Instead of optimizing for Google’s algorithm alone,
make sure your content is discoverable wherever
your audience hangs out online.

digital

WHERE GENERAL USERS ARE USING SOCIAL SEARCH ENGINES
OVER TRADITIONAL SEARCH ENGINES

Health & Wellness
Technology
Current Events
Pop Culture
Shopping
Food/Cooking
Travel & Local
Finance
Parenting/Family
Career/Job Adyvice
DIY/Hobby
Self-Help
Education
Entrepreneurship
Pets/Animals
Gaming
Professional Services
None
Other

4%

31%
21%
34%
36%
32%
19%
9%
12%
32%
19%
9%
9%
21%
22%
15%
14%
20%

2025 ORGANIC SEARCH TRENDS SURVEY
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CONCLUSION

Al has turned the world of search completely upside down, and there are still a lot
of variables to account for. But that doesn't mean you can't proactively start taking
steps to position your brand for success.

Last year, we mentioned that content volume isn't as important as content quality.
That's still true. Keep a regular cadence but focus on shorter, quality content that Al

Overviews can pull from.

As more brands rely on Al to help produce content at scale, you can prioritize
building your brand with consistent messaging across all channels; that's
Search Everywhere in motion.

If you're not confident about leveraging these strategies or trends, why not partner
with someone who can? Contact the NP Digital team today for a consultation.

X0 0O O

[=]

Consult with us!
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