


Why are we here 
today?
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We help people find answers on the 
Internet.

1995 2025
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SEO has had a lot of challenges, but 
channel diversity wasn’t one of ‘em

Search Engine Market Share, 2014-2024
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In 2022, a hot new 
bombshell entered 
the villa

Do we finally have a worthy 
opponent ready to go toe-to-toe 
with Google for search engine 
market share?
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Despite all 
the AI 
fanfare, in 
2024 Google 
remained 
dominant
Despite ChatGPT’s staggering 
growth, Google continues to 
drive over 30x more traffic.
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A New Search Era: The Current State

Traditional Search AI Search

ChatGPT

Google AI 
Overviews

Perplexity

Claude

Gemini

Meta AI

You.com

Google

Bing

DuckDuckGo

Yahoo

Yandex

Baidu

Pros
✅ high traffic 
volume
✅ established 
playbook
✅ clear 
measurement

Cons
❌ high competition
❌ high saturation
❌ hard to gain 
ground

Pros
✅ fast growing
✅ rare channel 
expansion opp
✅ first mover 
advantage

Cons
❌ low traffic 
volume
❌ unclear best 
practices
❌ requires new 
measurement
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This isn’t a 
new 
problem 
for 
marketers. 
Social media has been 
splintering for years.

We’ve encountered these 
problems before: 
attribution, management, 
coordination, and 
presence.

Social Media Market Share, 2014-2024
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ChatGPT’s 
traffic is huge, 
but the 
majority of its 
usage is not 
search.  
According to SEMrush only ~30% of 
conversations with ChatGPT fit 
search query criteria. 

Presumably, ~70% of usage is 
largely other creativity & 
productivity tasks.
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120M weekly searches!
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Search will experience platform 
diversity & become enhanced by AI

Future of Search
 

Pros
✅ conversational search > keywords
✅ hyper-personalization creates content gaps
✅ more channel expansion opportunities
✅ less sea of sameness

Cons
❌ fewer easy problems to solve for users
❌ less web traffic by users
❌ more web traffic by bots
❌ more complexity in attribution

ChatGPT / Bing

Perplexity / Niche Search

Meta AI / Grok / Social Search

Google / Gemini

Geo-Specific Search

Claude / Cohere / Minstral / 
Topical AI Assistants



How do we continue
to help people find 
answers on the 
Internet?



First, we must 
understand the systems
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1 2 3

These models answer 
queries entirely based on 
their training dataset.

No Web Search

There are three types of AI search 
systems

All Web Search

These models answer 
queries via their training 
dataset and always seek 
supporting citations to 
ground their knowledge 
with web search.

Hybrid

These models first attempt 
to answer queries by 

leveraging their dataset, 
but can activate web 
search to fill in gaps.
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Hybrid systems represent the most 
opportunity and the most complexity

Note: two 
distinct 
sources of 
info may be 
referenced
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So what makes up training and web data? 
Let’s take a closer look at ChatGPT’s data 
sources… Pre-training Data

Build base knowledge via the 
internet

Post-training Data
Train the model with real 

conversations

Live Web Search
Supplement knowledge with 

fresh content

You can optimize for 
this, but results take 

time.

Visibility in these 
sources could land you 

in the next training data 
update.

You can’t optimize for 
post-training data.

Want fast learnings?

Focus on Bing - it's the 
quickest way to test 

your visibility.
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SeerSignals LLM 
Tracking

Now, we’ll answer 15+ questions about 
AI Search based on the following 
research

Aggregated Client 
Data

Correlation 
Analysis



What do we know 
about: 
Google AI Overviews?



How do you rank in 
Google AI Overviews?
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Insight:
Google’s AI Overviews are 
primarily triggered by 
questions and 4+ word queries. 

Implication:
To maximize visibility in 
Google’s AI Overviews, all 
brands must optimize for 
natural, question-based, and 
long-tail queries. 

(If you’re working with Seer, 
you’re already doing that)

Create uniquely useful Q&A content 
targeting topics > keywords



What impact do AIOs 
have on Organic CTR?
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Insight:
AI Overviews are driving even 
lower organic CTRs, even more-so 
than traditional zero-click 
features like Featured Snippets 
and People Also Asked.

Implication:
Securing AI Overview placement 
will become prime real estate in 
Google Search for all brands, but 
measuring its impact won’t be 
straightforward. Marketers must 
rethink tracking and attribution.

Organic CTRs are down -54.6% in SERPs 
where AIOs are present



What impact do AIOs 
have on Paid CTR?
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Insight:
Paid CTRs on Google are declining 
across the board—with or without 
AI Overviews, fewer users are 
clicking on ads.

Implication:
With bottom-funnel intent 
shrinking, marketers face tougher 
competition for conversions. 
Winning will require smarter 
bidding strategies and new 
demand generation tactics.

Paid CTRs are down -28.6% across the 
board



In what industries are 
AIOs most prevalent?
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Insight:
AI Overviews appear more frequently in 
industries where users need fast, clear 
answers, like healthcare. 

Implication:
If AI Overviews dominate your space, you 
can’t afford to sit back. Brands in high-AIO 
industries must act now to earn citations 
and measure performance differently, as 
traditional CTRs decline.

Healthcare, Business Services, and 
BioTech see the most AIOs



Do AIOs appear on 
converting queries?
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Insight:
AI Overviews are appearing for queries that 
drive conversions more often than expected, 
challenging traditional funnel physics.

Implication:
It’s not safe to assume AI Overviews only 
impact top-of-funnel queries. If AIOs are 
present on your high-converting searches, 
they could be reshaping your path to 
conversion—understanding when and how 
this happens is critical for strategy and 
measurement.

Yes, for some brands more than 10%!



What do we know 
about: 
ChatGPT



How do we track AI traffic 
from ChatGPT?



31100 tracked questions across ChatGPT free and Teams (paid)

Insight:
Not all ChatGPT citations include UTM 
parameters. While ChatGPT cites 
multiple URLs (sometimes more than 
20 for a single answer), UTM 
parameters are typically applied only 
to the top 5 citations.

Implication:
Don’t use tracking reliant on UTM 
codes. Brands need new ways to 
attribute AI-driven visits beyond 
standard UTM tracking, like custom 
channel groups.

Not by relying on UTM codes!



How do I know what 
queries to track in 
ChatGPT?



331000 semantically-similar questions in ChatGPT

Insight:
Minor variations in question phrasing 
don’t significantly change 
AI-generated answers. LLMs tend to 
provide consistent responses 
regardless of slight wording 
differences.

Implication:
When selecting queries to track, resist 
the urge to think in terms of keyword 
phrases. If you can’t let go of your 
keywords, ‘translate’ your keywords 
into their top People Also Ask queries.

What is the 
top-rated 
composite 

decking 
material?

What is the 
best 

composite 
deck brand?

What is the 
best 

composite 
decking brand 
for durability?

best 
composite 

decking

Don’t sweat the nuance & use People Also 
Ask questions



How often is ChatGPT 
performing a web 
search?



35100 tracked questions across ChatGPT free and Teams (paid)

Insight:
One Seer study found that ChatGPT 
triggers SearchGPT (web search) on 
30-35% of queries.

SEMrush studied the same question with a 
larger dataset and found that 46% of 
queries triggered web search.

Implication:
The “supply” of queries triggering 
SearchGPT is finite. Marketers that want to 
learn quickly should prioritize these queries. 

ChatGPT is triggering SearchGPT between 
30-46% of the time



How do I know when 
SearchGPT is being 
triggered?
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See no links, no citations,
all text formatting?

Response’s primary data 
source is training data
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See a citation chip
and/or sources list?

Response’s primary data 
source is web search



What types of queries 
trigger SearchGPT?



40100 tracked questions across ChatGPT free and Teams (paid)

Insight:
Queries that demand fresh, local, detailed, 
or personalized information are the most 
likely to trigger a web search in ChatGPT. 

Implication:
First movers pursuing channel expansion 
should target FLIP-friendly queries. Web 
content will actively shape AI responses, 
enabling marketers to understand which 
tactics successfully led to increased brand 
visibility.

Fresh, Local, In-Depth, or Personalized 
Queries trigger SearchGPT



Does ‘doing good SEO’ 
really equate to ranking 
in SearchGPT citations?



42100 tracked questions across ChatGPT free and Teams (paid)

Insight:
Based on Seer Interactive's research, 87%  of 
SearchGPT's citations align with Bing's top 
20 organic search results, with a significant 
portion appearing in the top 10. Compare 
that to only 56% overlap for Google.

Implication:
To enhance visibility in AI-generated 
responses, brands should evaluate Bing SEO 
strategies. Identify gaps in performance for 
the same keyword set between Google and 
Bing.

Sure, if you define ‘doing good SEO’ by 
ranking on Bing



Are affiliates & 
aggregators officially a 
thing of the past?
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Insight:  
As long as affiliates & aggregators rank 
in top Bing results, they will play a role in 
ChatGPT responses.

Implication:
Aggregators have been hit hard by the 
evolution of search, and some are 
questioning their long term importance. 
Seer believes they remain an important 
digital investment for the time-being.

Nope, affiliates & aggregators are cited in 
a significant portion of SearchGPT 
answers



What SEO factors 
correlate with visibility 
in LLMs?
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Study of 10K questions in GPT4o API from PAA questions 
triggered by 500K+ search terms

Insight: 
For non-SearchGPT queries, brand mentions 
in ChatGPT have moderate to low 
correlations with traditional SEO factors like 
domain rank and backlinks.

Implication:
AI Search represents a new discipline with 
similar but distinctly new criteria for being in 
the consideration set.

The usual suspects aren’t high on the list



What’s next on Seer’s list 
of correlation analyses?
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Our next batch of testing is focused on 
on-page and off-page signals

On-page

How does content recency impact LLM 
visibility?

How will the addition of citations and 
statistics impact LLM visibility?

Can translating content into multiple 
modalities impact LLM visibility?

Off-page

How do press releases impact LLM visibility?

How does being featured on OpenAI 
publisher partners impact LLM visibility?

How do reviews and ratings impact LLM 
visibility?



Is any of this going to move 
the needle for my 2025 KPIs?
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In 2025, ChatGPT will require your 
attentionTraffic referred to Seer’s clients’ websites began to rapidly grow in H2 2024 as ChatGPT made it’s platform 
more available to free and non-signed in users.



51Aggregated Seer Client Data

Audiences will evolve at different rates 
Understanding the supply (potential for influence by query) and demand (early adopter searches) for your 
brand is key. 



52Aggregated Seer Client Data

AI Search: Lower volume but higher 
valueThe clicks that make it from AI search to your website will be lower in quantity but higher in value. Additionally, 
we face a potentially large volume of unmeasured influence occurring at this stage.



Where do we go from 
here?



You cannot 
optimize 
what you 
cannot 
measure.
Track your brand’s visibility 
across  LLMs to benchmark 
what questions include your 
brand in the answer and 
identify gaps where you aren’t 
part of the conversation.



Understanding 
your ‘when to 
care’ threshold 
is key.
Behavioral clickstream data can 
help us understand what platforms 
your audience engages with more 
or less than the average internet 
user.

Sparktoro is your one-stop shop to 
this data.



Channel 
expansion 
should be 
high on your 
testing list.
2025 is a year to make many 
small bets. One of those small 
bets should be search 
channel expansion. 

Interested in partnering with 
Seer on this effort? Let’s chat.
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