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Agenda
1. The new consumer journey in the age of Al.
2. The numbers behind the shift.
Interactive session
3. Are Al chatbots replacing Google?
Interactive session
4. The opportunity for marketers.

Final Q&A and interactive discussion
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The new
in the age of Al
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Take the purchase of a
wireless headset as an
example.
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Consumer journey: Pre-Al
1JThe Trigger

A brand’s marketing positioning influences when and why purchase triggers activate.

The same wireless headset can be marketed as a gym companion, a commuting essential, or a
remote work tool. Depending on a consumer's current “moment,” a specific positioning will
resonate more deeply, effectively kickstarting the purchase journey.

Giacomo lotti - giacomoiotti.me 6 sSmMQg



Consumer journey: Pre-Al TR R
2 The Messy Middle - O CEfer

GEAR AUG B8, 2825 B:33 AM

5 YouTube ; The Best Wireless Headphones

Whether you need workout earbuds
or gaming over-ears, these WIRED-
tested picks sound like a million
bucks.

Q_ bluetooth headset $& @
I Video: hort videos
Throne! -
38Mviews-2monthsago ..more | e Neafee I\ VO OMANN S YY) Sl N\ /Y / sponsored
SALE
‘* Marques Brownlee 20.1M @
Bluetooth 5.0 JBL Quantum JBL Tur
Single On-Ear 360 Wireless Black K
Kopfhérer Offic... Black | Gaming... Headse
CHF 39.95 CHF 61.99 CHF 54
eeeeeeeeeeee +CHF 0.40 shipping  +CHF 0.
apfelkiste.ch JBL Official Fust

oooooooooooooooooooo

Glacomo |Ott| _ g|acom0|ott|me 7 Headsets-On-ear Headsets-Cell  Head: set Smg




Consumer journey: Pre-Al

3| The Purchase

Ricardo / Audio, TV &Video / Kopfhdrer / Bose QuietComfort Ultra Kopfhérer - Neuwertig

Bose QuietComfort Ultra Kopfhérer -
Neuwertig
O 26. Aug. 2025, 14:10 Uhr

Néchstes Gebot

215.00

(®) MoneyGuard verfiigbar

Sofort-Kaufpreis

240.00

(®) MoneyGuard verfiigbar \ | "
SOFORT KAUFEN

Q ZU FAVORITEN HINZUFUGEN

(®) MoneyGuard: Optionale Absicherung ~

Profitiere von einer Geld-Zuriick-Garantie bei Kéufen bis

3 zu CHF 5'000.- im Fall von Nichtlieferung oder wenn
e das Produkt von der Beschreibung abweicht.
=3 visa @ Mehr erfahren
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A casual chat about feeling tired in

the morning could suddenly lead
to exploring the idea of buying a
wireless headset.

ChatGPT suggests working from
home more often to sleep longer.
It also suggest purchasing a
noise-canceling headset to
improve the remote work
experience.

Consumer journey: Post-Al
1JThe Trigger

= ChatGPT 40 v ©

Every morning | feel very tired, what can
| do?

Waking up tired every morning can be frustrating—and it's often
a sign that something in your sleep habits, health, or routine
needs adjusting. Here's a breakdown of what you can try to feel

more refreshed in the morning:

4 Reevaluate Your Commute

Since you mentioned the commute is likely the problem,
consider these changes:

1. Work From Home More Often (If Possible)
¢ Talk to your manager about a more flexible hybrid model.

= Even one or two extra WFH days can help you recharge.

2. Shift Your Hours
« Starting earlier or later could help avoid rush hour, making

the commute less draining.

3. Change Your Commute Routine
« Drive? Try podcasts or calming music instead of stressful
radio or news.
¢ Public transport? Use the time to nap lightly, read, or
meditate with an app.
[ |
1@ Use Commute Time Strategically
Instead of seeing your commute as lost time, try reframing it:

« As a transition into and out of work (mental buffer zone)
« As a quiet moment for personal development or

mindfulnacs

¢ As atime to listen to audiobooks or learn something new

Giacomo lotti - giacomoiotti.me
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Consumer journey: Post-Al

\

= ChatGPT 40>

What gear do yol

Here's a consultant-curated, cre
list of remote work gear that max
performance, comfort, and cont
with tradeoffs and optional upgrar
on your budget and use case (cor
content creation).

2] The Messy Middle

- ChatGPT 40 > (4
= ChatG
But wait, | i
housemate!
small. Whai What |
sound

Thanks for the context — 1
the optimal setup. You're |
aesthetics or luxury here.

Focus, privacy, sound i
in a constrained enviro

Let's build a strategic gez
space and noisy housem;

performance with practican._

Since you're dealing with
working from a small roo
sound as effectively as p¢
expensive renovations.
combining gear, DIY hacl
optimization for both inc
sound.

= ChatGPT 40 >

., 4. Block Noise From Your Ear
(Your Peace)

., Noise-Cancelling Headphones
. Sony WH-1000XM5 or Bose QC Ultr
. For budget: Anker Soundcore Q45

or YouTube "brown noise” playlists to ma
voices or TV sounds.

_ 5. Create a Temporary Sound
Booth (Optional)

If it's really bad:

. Portable vocal booth / isolation tent
the Kaotica Eyeball or VOMO by
VocalBoothToGo

. DIY: Large cardboard box + foam pan
inside + cutout for mic

. Or build a “tent” around your desk w
sound blankets during calls

v

Giacomo lotti - giacomoiotti.me

= ChatGPT 40 > @

Tell me more about the Sony
headphone you mentioned

Absolutely. The Sony WH-1000XM5 is widely
considered the best overall noise-cancelling
headphone on the market right now — especially
for remote professionals who need serious focus
in noisy environments like yours.

Let's break it down like a strategy consultant:

., Sony WH-1000XM5 - Strategic
Overview

Best For

+ Remote workers in noisy homes or shared flats
- Frequent Zoom calls

- Long focus sessions

+ Audiophiles who don’t want to sacrifice call
quality

smg



Consumer journey: Post-Al

\

= ChatGPT 40 > ©

How much does it cost?

Here's the price overview for the Sony

WH-1000XM5 noise-cancelling headphones, with
a focus on Swiss pricing since you're there — plus
a few global reference points to help you compare:

In Switzerland

shipping), with some offers
CHF 246.10, depending o

Sony+8  httpsifjwww.toppreise.ch +1

- Digitec [ Galaxus also list the model at
approximately CHF 259.- for new units  oigitec +1 .

© Global Reference

« Originally launched at US$399 [ £380 /
AU$650, the headphones now regularly appear
on sale for ~$300-$328 globally ~ rechradgar +5

- Best Buy has discounted units at US $299.99

https:fjwww.toppreise.ch G

2] The Messy Middle

- AN

Done toppreise.ch a ¢

SONY WH-1000XM5 Premium kabellose Over-Ear-
Kopfharer mit Noise Cancelling, Schwarz
(WH1000XM5B.CE7)

SONY Switzerland Authorized Dealer

CHF 259.00

incl. shipping: 0.00

Sony WH-1000XM5 (ANC, 30 h, Kabellos, Kabelgebunden)
(WH1000XM5B.CE7)

SONY Switzerland Authorized Dealer

d disitecch

5.6

(10'805)

A
X

cHF 259.00

incl. shipping: 0.00 @

Sony WH-1000XM5 (ANC, 30 h, Kabellos, Kabelgebunden),
Kopfhérer, Schwarz (WH1000XM5B.CE7)

SONY Switzerland Authorized Dealer

¥ GALAXUS E ~

—

= ChatGPT 40 > ©

Too expensive for me

Understood. Let's pivot to alternatives that
deliver 80% of the Sony XM5 experience at 30—
50% of the price — without sacrificing the core
need: strong noise cancellation and solid mic
quality in a noisy flat.

@" Your New Goal:

Get great ANC + good mic + comfort for calls
and deep work at CHF 80-160 max.

Here are top budget-friendly ANC headphones
that punch way above their price point:

¢ Anker Soundcore Space One
(~CHF 89-129)

€@ Why It's a Great Sony XM5
Alternative:

- Very good ANC — near XM5-level for a quiet
room or office

Giacomo lotti - giacomoiotti.me
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Consumer journey: Post-Al
' 2)The Messy Middle

= ChatGPT 40> @

How much does it cost?

Here's the price overview for the Sony

WH-1000XM5 noise-cancelling headphones, with
a focus on Swiss pricing since you're there — plus
a few global reference points to help you compare:

B2 In Switzerland

CHF 246.10, depend

Sony+8  https:/jwww.toppreid

- Digitec / Galaxus also
approximately CHF 259.- for new units  oigitec +1 .

© Global Reference

« Originally launched at US$399 [ £380 /
AU$650, the headphones now regularly appear
on sale for ~$300-$328 globally ~ rechradgar +5

>S4

\/

(ANC, 30 h, Kabs
CAi1000 g
oracieg)f ¥

- Best Buy has discounted units at US $299.99

https://www.toppreise.ch I

= ChatGPT 40> ©

Too expensive for me

Understood. Let's pivot to alternatives that
deliver 80% of the Sony XM5 experience at 30—
50% of the price — without sacrificing the core

5 g cancellation and solid mic

@" Your New Goal:

Get great ANC + good mic + comfort for calls
and deep work at CHF 80-160 max.

Here are top budget-friendly ANC headphones
that punch way above their price point:

¢ Anker Soundcore Space One
(~CHF89-129)

€@ Why It's a Great Sony XM5
Alternative:

- Very good ANC — near XM5-level for a quiet
¥

room or office

Giacomo lotti - giacomoiotti.me 12 \J
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Consumer journey: Post-Al

2|Even Messier Middle

What can | do for you?

Purchase a bluetooth headset for remote work

o

+ (P Agent X @ Sources v

<> Suggested @ Reports ‘.‘é Actions B Spreadsheets O Presentations

% Purchase 2 movie tickets for this Saturday @
'.'é Enroll in a yoga class next week @
% Catch up on Teams conversations from last week @

13 sMmQg
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https://docs.google.com/file/d/1xgQimMJr3vTScBjPDS8v73eaNwiBsxY2/preview

The Purchase

Consumer journey: Pre-Al

Giacomo lotti - giacomoiotti.me

Ricardo / Audio, TV & Video

i ]

Kopfhorer

Bose QuietComfort Ultra Kopfhorer - Neuwertig

Consumer journey: Post-Al

Bose QuietComfort Ultra Kopfhérer -
Neuwertig

® 26. Aug. 2025, 14:10 Uhr

Nachstes Gebot

215.00

(®) MoneyGuard verfiigbar

Sofort-Kaufpreis

240.00

(®) MoneyGuard verfiigbar

SOFORT KAUFEN

Q) ZU FAVORITEN HINZUFUGEN

(® MoneyGuard: Optionale Absicherung ~

Profitiere von einer Geld-Zuriick-Garantie bei Kufen bis
2zu CHF 5'000.- im Fall von Nichtlieferung oder wenn
das Produkt von der Beschreibung abweicht.

visA @) Mehr erfahren

smg



The numbers...
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ChatGPT user-base: 10% of world population

Users (Millions)

800 A

600

500

400

300 A

200 4

100 A

Figure 3: Weekly active ChatGPT users on consumer plans (Free, Plus, Pro), shown as point-in-time
snapshots every six months, November 2022-September 2025.

Giacomo lotti - giacomoiotti.me
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ChatGPT usage: 73% of messages for non-work

Month Non-Work (M) (%) Work (M) (%) Total Messages (M)

Jun 2024 238 53% 213 47% 451
Jun 2025 1,911 73% 716 27% 2,627

Giacomo lotti - giacomoiotti.me 17 sSmMQg



ChatGPT usage:

General etrieve
ia

Other nown

Analyze An Image Asking About The
0.6% '33{’.;'

Multimedia Other / Unknown
6.0% 4.6%

Practical Guidance
28.3%

Seeking Information

personal assistance

Relati s And
Person ection

M

Edit Or Critique
Provided Text

Computer Programming 10.6%

4.2%
Argument Or Summary
Generation
Games iule Play 3.6%
Self-Expression Technical Help Writing
7.5% 28.1%

Giacomo lotti - giacomoiotti.me
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ChatGPT usage: technical help is not popular

Practical Guidance 28.8%

36.0% /\f\_\
32.0%

Seeking Information 24.4%

28.0%
Writing 23.9%

0 24.0%
(o)l
©
@
b 0,
s 20.0% Multimedia 7.3%
G
£ 16.0%
<
wn Self-Expression 5.3%

12.0%

8.0% Other / Unknown 5.2%

4.0%

e e e e Technical Help 5.1%
0.0% : - - - : - - - - : - :
ul ct an Apr
2{)24 2024 2’025 20%5
Date

19 smq
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ChatGPT usage: Asking, Doing, Expressing

———Asking 51.6%

48.0% -

42.0%

36.0%

Doing 34.6%

w
©
o
X

Share of Messages

Expressing 13.8%

T T
ul Oct an Apr
2024 2024 2025 2&5

Date

20 sMmQg

Giacomo lotti - giacomoiotti.me



So...

ChatGPT went from an
experimental platform for
tech savvy users, to a search

engine, to a full digital _"I':'“_K«;
personal assistant. f m}

Giacomo lotti - giacomoiotti.me 21 sSmMQg



ChatGPT represents most users of Al bots

ChatGPT is the undisputed
leader of the Al chatbot
market. Therefore it
represents the way a typical
user interacts with Al.

Share of desktop users using Al in the EU & UK

® ChatGPT @ Perplexity @ Claude @ Gemini Copilot @ Deepseek
50.00%
40.00%
[}
@ 30.00%
e
[}
12}
3
5 20.00%
R
10.00%
0.00%
Jul24 Aug24 Sep24 Oct24 Nov24 Dec24 Jan25 Feb25 Mar25 Apr25 May25 Jun25 Jul25 Aug25 Sep 25
Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once /
Total number of unique panel users (monthly) * 100%
.
Spa I'kTOV 0 Source: Datos i DatOS
A Semrush Company

Giacomo lotti - giacomoiotti.me
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11:30 ol T - 11:30

N eWS! = ChatGPT [ = ChatGPT [

Can you help me find a great
housewarming gift for my friend?
maybe handmade, ceramic

. S a q dil 3 hit d t: d
Find an hotel in Milan city center, one night, next Saturday, two $|1n(;10erware inwhiteancitanuncer

people, max CHF 150, minimum 8.0 rating.

Purchase complete

Dinnerware Set by
BlancPottery
Quantity

Here's a curated selection of ceramic bowl sets
in white and tan tones under $100, with an

130 -
= v §e®

Thought for 8s > emphasis on handmade, earthy, or minimalist
styles. These would make great gifts or Estimated delivery Monday, September 29
additions to vour own Etsy
$81.47
15 Nov - 16 Nov - 2 travelers
details
ChatGPT 5
130 - 1:30 i - 130 -
= ¢ A - = © 2 S ]
1o gluten-free dining lstings. 1o gluten-free dining lstings.
- Amosphere: A neighborhood lalan spot, - Atmosphere: A neighborhoo talian spot, @ chacer
casual but styish — good for a group and casual but tylish — good for a group and
maybe a later dinner or friendly outing. maybe a later dinner or friendly outing. @ Library
RS *hk omas o o ) ot o TG ) 681 o
) e B Projects
Hotel Margot Hotel Midwz| v
Exceptional - 101 reviews Excellent - 3,51 o are
- Join“Haian restaurants*
Room service Y’ Bar Room servic @ pr alian restaurant: “
alfan restaurants o
Non-smoking roor ~hour fron ,, A
° oL § Plant suggestions )
PR R e %
From From & gy casadioma Y W et sm ok
T A e waanressurare - nzs20-20 | §
CHF 142 /1 night CHF 151/1n + A Y
e 5 1fyou ke, | can pul together 5-7 more lalan
neludes taxes and fees fnelud o pasia-Fiond eiomart ot sackpacing weend vps
Welingon with gluten-free menus, nd ve
prregiibemiili . Astrology signs compatisitty

View on Booking.com

View on Bool|

Giacomo lotti - giacomo\\

‘» Agent mode C GPT to perforrr \ ® % oo m
* 4 @ serren *
@ Find the best restaurants near me I I 3 S = — -
“* Compare phone plans and pick the best deal — Re ch curre
Find movies and shows | recently viewed — Scan my recent b C C S
O Set as default browser

‘can check pricing and aroupfriendy spaces.
Would that be helpful?

Animal volunteer opporturities

1 youlike, | can pull together 5-7 more talian
or pasta-friendly restaurants across
Wellington with gluten-free menus, and we
can check pricing and group-friendly spaces.
Would that be helpfu?

Yes lalian! Casa di Roma
(@ fooks great. Thanks ChatGPT

'm about to devour

@ comepssn
Exeryone down for
tomorrow night?

@ Lerscon

smg



Interactive session:

Pair with the person next to you.
Take out your phone or laptop.

>
>
- Open ChatGPT or your favourite Al chatbot.
-  Ask questions about your partner’s business.
€ Start by asking about the product or service.
e “Whatis the best website for {product/service} in {country]?”
e “Whatis the best website for {product/service} in {city}?"
€ Then ask about their business specifically.
e ‘“Is{business} good for this {product/service}?"
e “What do you think of {business}?”
€ Asktonavigate to their website and complete an action. Ideally with the GPT Agent.

e Navigate to {website} and {action}?”

Giacomo lotti - giacomoiotti.me 24 sSmMQg



Are Al chatbots replacing
Google?

Giacomo lotti - giacomoiotti.me 25 smgQ



Short answer: no

Search, Al, and E-Commerce platform visits in the EU & UK

® E-Commerce @ Altools @ Traditional search
20.00%

Share of usage of traditional

search engines increased in oo
the past year, although at a
slower pace than Al tools
(chatbots). 500%

10.00%

Event share %

0.00%

Q3 2024 Q4 2024 Q12025 Q2 2025

Q3 2025

Quarterly Events Share (%) = Quarterly visits to domain’s webpages / Total quarterly webpage visits across entire panel * 100%

SparkTom Source: Datos ?\; DatOS

A Semrush Company

Giacomo lotti - giacomoiotti.me 26

smg



Long answer: no, but user behaviour is changing

As of Sept ‘25, just 47.7% of
Google clicks left
google.com, down from
48.7% in Sep 24.

Distribution of Google EU & UK desktop search clicks

@ % that stay on Google
or go to another
Google-owned
property (maps,
weather, hotels, etc.)

@ % that click an organic
(non-Google-owned)
result

© % that click a paid
result

@® % that search again

@® % that ended with no
clicks

SparkToro

% of searches

over time

100%

75%

16,8937 9R7 395753567304 4.9% 3001 23 4 5o JR*3-5% 1587 4 SRS 1%

50%

D 110 O O 0 O GLF 1rr N S Rl B
25%
22 93822 693822 9% 323,29 3823 29 3K23 8% 3K24.0% 3823 0% JR20- 1% JR25.47%326.3% 32 4. 9%

0%
Jul 24 Aug 24 Sep 24 Oct24 Nov 24 Dec 24 Jan25 Feb 25 Mar25 Apr25 May 25 Jun25 Jul25 Aug 25 Sep 25

Source: Datos e D at O S

L A Semrush Company

Giacomo lotti - giacomoiotti.me
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Long answer: no, but user behaviour is changing

In the US, Google is sending
even fewer clicks away. In
Sep ‘25, only 42.7% of clicks
left google.com.

Distribution of Google US desktop search clicks over time

@® % that stay on Google
or go to another
Google-owned
property (maps,
weather, hotels, etc.)

® % that click an organic
(non-Google-owned)
result

& % that click a paid
result

® % that search again

@® % that ended with no
clicks

Sparkloro

100%

75%
)2 o 2 8531 191 4% 014931 25 000.05 31037 QR 0O RR10. 8% 1. 9% I3 150042 6001 6%

50%
- 15% 5% 03% 1% gl | 1.1%

6.25.018.2%

% of searches

18.6%3R18.2%3R17.6 % 3R1 7.6% B 6-6%15.5% 31 6 0931 5 9% JR16.2%
25%

28.1%3827 8% I827.8% 306 3% 3826.5%3W26.7%)

2 83 29 8823.79924. 4% 38249 % 3K25.1%3K25.2%: 32 4. A% k2 -2 %

0%
Jul 24 Aug 24 Sep 24 Oct24 Nov 24 Dec 24 Jan25 Feb 25 Mar 25 Apr25 May 25 Jun25 Jul25 Aug 25 Sep 25

° Datos

A Semrush Company

Source: Datos =
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The rise of “zero clicks”

Google searches that ended
with no clicks at all, are on
the rise. From 22.9% in Sep

24 to0 24.4% in Sep ‘25.

Distribution of Google EU & UK desktop search clicks

@ % that stay on Google
or go to another
Google-owned
property (maps,
weather, hotels, etc.)

@ % that click an organic
(non-Google-owned)
result

% that click a paid
result

@® % that search again

@® % that ended with no
clicks

SparkToro

% of searches

over time

100%

75%

o7 39573563 4.9% 3004 2 1 5o "3 J15-8% R4 SRS 107 1 % 396 1%

50%

L B0 B BE 5P B

15.893K15.8% 1 6.4%3R1 6.6%3R1 6.1%JR1 6.0%3K1 6.2%)
25%

22 9% 322, e%Izz Q%Izs z%Izs 2%I23 8%I24 0%Iz3 oo/IZE' 1%IZS 4/I2‘> 3"’«I24 9%:324.0% 323 8%
0%

ul 24 Aug 24 Sep 24 Oct 24 Nov 24 Dec 24 Jan 25 Feb 25 Mar25 Apr25 May 25 Jun25 Jul 25 Aug 25 Sep 25

°\° Datos

A Semrush Company

Source: Datos
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The rise of “zero clicks”: Google Al Overviews

Google now embeds a
chatbot on its homepage.
Users might read the
answers without clicking on
any results.

what is google ai overview

AlMode All Images Videos Shopping News Shortvideos More ~ Tools ~

4 Aloverview

Google Al Overviews are Al-generated summaries that appear at the top of search
results to provide a quick snapshot of information from multiple sources, aiming to
help users get to the gist of a topic more easily. Instead of clicking through multiple
links, users can get key information and links to learn more in a single, condensed
answer. @

Key features and how it works

« Synthesizes information: Al Overviews use generative Al to read and synthesize
information from various high-quality websites, creating a comprehensive overview.

Show more v/

X
(-
o)
0

Al Features and Your Website | Google
Search Central

18 Jun 2025 — Al Overviews help people get to
the gist of a complicated topic or question mo...

G Google for Developers i

Find information in faster & easier ways with Al
Overviews in Google ...

Giacomo lotti - giacomoiotti.me
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The rise of “zero clicks”: Google Al Overviews

Google CTRs (both organic and paid)
dropped significantly compared to
last year.

When AIO is shown, CTR almost
halves, for organic and paid results.

Giacomo lotti - giacomoiotti.me

Paid & Organic CTR Trends — 12 Months (Oct’24-Sep’25)

DATE ORGANIC CTR
(MONTH YEAR) LY e} £33 Y]
SEP 2025 1.62% 0.61% I 13.04% 6.34%
AUG 2025 1.43% 0.58% 14.52% 5.58%
JUL 2025 1.33% 0.57% 14.1% 3.26%
JUN 2025 1.72% 0.61% 14.99% 10.35%
MAY 2025 2.08% 0.76% 14.42% 1.5%
APR 2025 2.77% 0.86% 15.82% 13.03%
MAR 2025 3.12% 0.82% 15.53% M.12%
FEB 2025 3.14% 0.73% 15.48% 10.51%
JAN 2025 2.53% 0.72% 15.83% 10.36%
DEC 2024 2.37% 0.82% 12.77% 1.8%
NOV 2024 2.19% 1.15% 13.44% 13.44%
OCT 2024 2.8% 1.19% 16.6% 14.92%
seerinteractive

FMY




The rise of “zero clicks”: Google Al Overviews

Google Al Overviews is shown on 1in 5 searches. Especially for long queries and almost
exclusively for informational queries.

SERPs with AI Overviews present

AI Overview SERPs by keyword intent

Analysis of 146 million SERPs.

Share of SERPs with AIOs
by query length

Analysis of 146 million SERPs.

99.9%
AI Overview
75%
25%
5.5%
ot T
Informational Navigational Commercial Transacl tional ik 2 3 4 5 6 7+
No AI Overview H Keyword intent Query length (words)
32
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Zero clicks: traffic drop For informational sites

o) ’
guidetolofoten s\ guidetolofoten
@ ooooooooooooooo Norway Gollow ‘3 ?1 : s Follow

-I-H S IS HOW This year, we've seen

C ATGPT (and that's half our income)

This Norwegian travel blog

claims to have lost 50% of its IS K |-|- NG OUR Why?

traffic to Al chatbots. SMA _|_ LOCAL
Becau

BJS NESS - ,rephrase it, and serve it

straight to users — so people never visit

our site.
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Zero clicks: traffic drop For informational sites

- - - -
Major News Sites Are Seeing Huge Drops In Traffic
US News Sites, Year-over-Year % Change In Web Traffic [July '25 vs. July '24]
60%
E P R Bubble size = total visits
&
& 40%
o
-
o &
&
& >
5 3,‘ 20%
. . L cnbe.com (+2%)
All major US news publishers are
n
losing traffic 45 o
¢ ) bbec.com + bbe.co.uk (-13%)
23 Y
£ foxnews.com (-25%)
g -20% x
o nytimes.com (-7%) Y cnn.com (-34%)
1 3
® msn.com (-17%)
-40%
46 of the top 50 sites are
seeing lower traffic this year forbes.com (-52%) * @
-60%
mm Source: Similarweb via Press Gazette
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Zero clicks: marketplaces are resilient

Large eCommerce websites are not losing usage share. Also, they're not losing engagement

on their platform (searches per user).

Share of desktop users on e-commerce websites
in the EU & UK

@® Amazon 60.00%
@ Ebay
® Temu
@ Etsy
) 40.00%
@ Aliexpress s M
® Allegro S
3
Zalando 3
k]
* 2000%
0.00% —+ + + t + t t t t t t t t t t

Jul 24 Aug 24 Sep 24 Oct 24 Nov 24 Dec 24 Jan 25 Feb 25 Mar 25 Apr25 May 25 Jun 25 Jul 25 Aug 25 Sep 25

Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once / Total number of unique

panel users (monthly) * 100%
g Datos

A Semrush Company

SparkToro

Source: Datos

Searches per searcher on desktop e-commerce platforms in the EU & UK

® Amazon 20

@ Ebay

® Temu

® Etsy

® Aliexpress

® Allegro
Zalando

Average no. searches per user
5

0— t 1 + t t t t t t t t t t t

Jul 24 Aug 24 Sep 24 Oct 24 Nov 24 Dec 24 Jan 25 Feb 25 Mar 25 Apr25 May 25 Jun 25 Jul 25 Aug 25 Sep 25

Average number of searches per user = Sum of unique searches per user per day on a given domain, during the month /
Number of unique users who performed at least one search on a given domain
.
4 Datos

A Semrush Company

Source: Datos

SparkToro
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Top cited domains: Al Favours large platforms

Top web domains cited by large language models (LLMs) in June 2025

40.11%

Among the 20 most cited domains by
LLMs, 6 are eCommerce or travel
platforms, like Amazon, TripAdvisor,
Walmart and eBay.
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Classifieds: the safest corner of the internet

Marc Walder fJ - 1st
y CEO and Managing Partner Ringier AG | Founder digitalswitzerland
'. 1mo - @

Generative Al is quietly rewriting how people search, compare and decide: from
homes and cars to jobs.

According to Morgan Stanley's report “Classifieds in the Age of Generative Al”
(Oct 3, 2025), classifieds remain the safest corner of the European internet:
strong network effects, loyal users, recurring revenue. But “safe” doesn’t mean
static.

As Al assistants like ChatGPT start directing up to 17% of traffic to property
portals, the discovery journey is shifting from websites to conversations.

For marketplace leaders, the challenge is clear: protect proprietary data and
direct relationships, yet stay open enough to collaborate where the user journey
begins - increasingly inside Al ecosystems.

The winners will blend both worlds: the trust and depth of their own platforms
with the intelligence and reach of generative Al.

#Ai #Classifieds #jobs #realestate #cars

Exhibit3: Chat GPT referrals have increased 234% YoY..

Exhibit 1: Al scorecard: Assessing Al Risks and Resilience in Classifieds 500 Chat GR refarrals over tinwe (),

450 4913 424
Defensiveness of vertical  Listing advantage Dealer/agent 399
G mix versus #2 player Integration e e T Tt 400 356 u n
Scout24 5 4 s s s 2 350 E1 n
300 o
= 160
ZAutoTrader - B s s s u 20 25 iad 192 160
rightmove 5 a a a a 2n
M Vend 3 5 3 3 4 1
(®) Hemnet s 3 3 3 a 18
0
Source: Morgan Stanley Research estimates. Scale: 0 being the least attractive with 5 being the most attractive. Jan-25 Feb-25 Mar-25 Aor-25 Mav-25 Jun-25 Jul-25 Aug-25

wRightmove  Zoopla ®OTM

Exhibit 2: Listing advantage versus #2 competitor

Source: Similarweb, Morgan Stanley Research
~3.2x Exhibit 4: ...now accounting for ~16% of total referrals in
August 2025

% of referrals via ChatGPT for Rightmove, Zoopla and 0TM
16.7%

FINN Real Estate  Auto Trader Scout24 Rightmove  Oikotie Real Estate Hemnet

0.4%

Aug-24 Aug-25

Source: Morgan Stanley Research, Company information

Source: Similarweb, Morgan Stanley Research
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The opportunity
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Interactive session:

Can you think of any specific marketing
opportunity in this new Al scenario?
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Two opportunities

Strategy Technology
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Strategy

Consider Al chatbots as a new channel, or new “audience”.
Use this popular media framework to leverage the new channel.

7
[ N

®

V

Paid

(...

s

Owned

/|\

Earned
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Strategy: Paid Media

Wide reach across channels

Spread your message across many
channels. Online and offline.

Soon Al chatbots will sell ads.
Be there too.

Creativity

Focus on creativity and new ideas.

With Al, producing advertising assets is
easy and cheap. Being creative is the best
way to stand out.

Bottom-Line KPIs

Focus on bottom-line KPIs like
revenue or profit growth.

Leave Al to handle the rest.
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Strategy: Owned & Earned Media

Spread your brand'’s “distinctive assets” and
message across many channels.

Foster online PR:
What truly matters is people talking about you,
unsolicited. Al listens and takes note.

Don't spam though! )

*Top domaines cited by LLMs, Statista (June 2025)
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reddit.com

wikipedia.org

youtube.com

google.com
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facebook.com
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Technology

Al-driven advertising is here.
Don’t resist it, embrace it!

Leverage Al to reach usersin
every stage of the consumer
journey.

Performance Max
Demand Gen
Al Max

Advantage+

Smart+

Performance+

Tik Tok

(@ Pinterest
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Technology:

The agentic web is here. Optimise your website for it.

Backend Front End
Technical SEO best practices, with a twist: Follow accessibility best practices:
— accessibility for humans = accessibility for Al agents.
— Consider allowing Al agents to access your website. — Full keyboard support
— Implement schema markup for all pages. — & much more
— Implement llms.txt (# robots.txt).
— Consider APl entry points for popular agents. Follow modern UX best practices:

— Typing in filters

— Pagination (no infinite scroll)

— Non-blocking cookie banner and modals
— & much more

smg
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Conclusions:

Al is reshaping the consumer journey.

- While the purchase moment stays on-site, the trigger and messy middle are moving inside Al conversations.

The new Al-driven consumer journey generates Fewer clicks and site visits.
-  “Informational” businesses are the most vulnerable. They're already seeing decline in traffic.

-  However, transactional sites, aggregators and marketplaces are resilient and possibly thriving.

Leverage new opportunities.
- Consider Al chatbots as your new “audience”.
-  Leverage the right mix of paid, owned and earned media across many channels, to reach users in all steps of the
consumer journey, whether on or offline, inside or outside of Al chatbots.
- Use Al to your advantage. Al-driven media campaigns and website optimisation.

-  First-mover advantage for brands that adapt their strategy first.
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Interactive session:

Can you share experience from your
industry/company?
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Appendix & Sources
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

ChatGPT has almost 800M weekly
active users, equal to 10% of world's
population, or "5 of Instagram users.

800

700 4

600

500

400 1

Users (Millions)

300 1

200 +

100 -

T T T T

Jan Jul Jan Jul Jan Jul
2023 2023 2024 2024 2025 2025
Date

Figure 3: Weekly active ChatGPT users on consumer plans (Free, Plus, Pro), shown as point-in-time
snapshots every six months, November 2022-September 2025.
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

As of July 2025 73% of ChatGPT
consumer queries were unrelated
to work; while both work-related and
non-work-related queries have been
increasing, non-work queries have
been increasing Faster.

Month Non-Work (M) (%) Work (M) (%) Total Messages (M)

Jun 2024 238 53% 213 47% 451
Jun 2025 1,911 73% 716 27% 2,627

Table 1: ChatGPT daily message counts (millions), broken down by likely work-related or non-work-related.
Total daily counts are exact measurements of message volume from all consumer plans. Daily counts of work
and non-work related messages are estimated by classifying a random sample of conversations from that day.
Sampling is done to exclude users who opt-out of sharing their messages for model training, users who self-
report their age as under 18, logged-out users, deleted conversations, and accounts which have been deactivated
or banned (details available in Section 3). Reported values are 7-day averages (to smooth weekly fluctuation)
ending on the 26th of June 2024 and 26th of June 2025.
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

Nearly 80% of all ChatGPT usage falls into three
broad categories, which we call Practical
Guidance, Seeking Information, and Writing.
Practical Guidance is the most common use
case and includes activities like tutoring and
teaching, how-to advice about a variety of topics,
and creative ideation. Seeking Information
includes searching for information about people,
current events, products, and recipes, and
appears to be a very close substitute for web
search.

36.0% Practical Guidance 28.8%

32.0%
Seeking Information 24.4%
28.0%

24.0%

9
20.0% Multimedia 7.3%

16.0%

Share of Messages

Self-Expression 5.3%

12.0%

8.0% _-Other / Unknown 5.2%

4.0%
Technical Help 5.1%

0.0% B - - : . . . .
ul Oct 2Jan Al\:’nr
2024 2024 025 2025

Date

Figure 7: Share of consumer ChatGPT messages broken down by high level conversation topic, according
to the mapping in Table 3. Values are averaged over a 28 day lagging window. Shares are calculated from
a sample of approximately 1.1 million sampled conversations from May 15, 2024 through June 26, 2025.
Observations are reweighted to reflect total message volumes on a given day. Sampling details available in
Section 3.

Giacomo lotti - giacomoiotti.me

53 sSmMQg


https://openai.com/index/how-people-are-using-chatgpt/

Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

Nearly 80% of all ChatGPT usage falls into three
broad categories, which we call Practical
Guidance, Seeking Information, and Writing.
Practical Guidance is the most common use
case and includes activities like tutoring and
teaching, how-to advice about a variety of topics,
and creative ideation. Seeking Information
includes searching for information about people,
current events, products, and recipes, and
appears to be a very close substitute for web
search.

M al

Relati s And
Person: lection

Personal Writing Or
Communication
8.0%

Data Analysis
0.4%

Other / Unknown
4.1%

Create An Image
4.2%

Greetings And Edit Or Critique
Chitchat Provided Text
2.0%  Computer Programming 10.6%
4.2%

Creative Ideation Argument Or Summary
o Games And Role Play Generation
ooking And Recipes f i

0.

Multimedia Other / Unknown Practical Guidance Seeking Information Self-Expression  Technical Help Writing
6.0% 4.6% 28.3% 21.3% 4.3% 7.5% 28.1%

Analyze An Image Asking About The
0.6% Model

Figure 9: Breakdown of granular conversation topic shares within the coarse mapping defined in Table 3. The
underlying classifier prompt is available in Appendix A. Each bin reports a percentage of the total population.
Shares are calculated from a sample of approximately 1.1 million sampled conversations from May 15, 2024
through June 26, 2025. Observations are reweighted to reflect total message volumes on a given day. Sampling
details available in Section 3.
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

Doin
39.83‘

Asking
48.9%

e
. Expressing
2.5%

om m

Expressii Expressing
Re% S |113%

Expressing Ex%ress:ing

2.1%

xpressing 52%

0.8%.

Seeking Self-Expression Other / Practical Technical Writing Multimedia
Information 4.3%  Unknown Guidance Help 28.1% 6.0%

21.3% 4.6% 28.3% 7.5%

Figure 10: Breakdown of Conversation Topics by Asking/Doing/Expressing category, with topic columns
sorted by relative share of ” Doing” messages. Prompts for these automated classifiers are available in Appendix
A. For a detailed breakdown of conversation topic contents, see Table 3. Each bin reports a percentage of
the total population. Shares are calculated from a sample of approximately 1.1 million sampled conversations
from May 15, 2024 through June 26, 2025. Observations are reweighted to reflect total message volumes on a
given day. Sampling details available in Section 3.
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

In July 2024, usage was evenly split between
Asking and Doing, with just under 8% of
messages classified as Expressing. Asking and
Expressing grew much Faster than Doing over
the next year, and by late June 2025 the split was
51.6% Asking, 34.6% Doing, and 13.8%
Expressing.

Asking 51.6%

48.0%

42.0%

36.0%

Doing 34.6%

w
o
o
X

Share of Messages
N
&
o
R

18.0%
Expressing 13.8%

12.0%

0.0% q

T T T
ul Oct jan Apr.
2624 2024 2’025 2&5

Date

Figure 12: Shares of messages classified as Asking, Doing, or Expressing by an automated ternary classifier.
Values are averaged over a 28 day lagging window. Shares are calculated from a sample of approximately

1.1 million sampled conversations from May 15, 2024 through June 26, 2025. Observations are reweighted to
reflect total message volumes on a given day. Sampling details available in Section 3.
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Appendix
Study by OpenAl

How people are using ChatGPT,
September 2025

Asking and Expressing are mostly non-work tasks,
while Doing is split roughly 50/50.

Non-Work
65.3%

Work
34.7%

Asking Expressing Doing
11.3%

48.9% 39.8%

Figure 13: Shares of Asking, Doing, and Expressing messages split by work vs. non-work. See A to review
the prompts used by the automated classifiers. The annotations on the right show the shares of work and
non-work for the full sample. Each bin reports a percentage of the total population. Shares are calculated
from a sample of approximately 1.1 million sampled conversations from May 15, 2024 through June 26, 2025.
Observations are reweighted to reflect total message volumes on a given day. Sampling details available in
Section 3.
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Appendix
Study by Open

How people are using ChatGPT,
September 2025

Most tasks are about getting information and
making decisions.

Giacomo lotti - giacomoiotti.me

Getting Information
Interpreting the Meaning of Information for Others:
Documenting/Recording Information

Providing Consultation and Advice to Others

Thinking Creatively

Making Decisions and Solving Problems

Working with Computers

Ambiguous:

Analyzing Data or Information

Judging the Qualities of Objects, Services, or People-
Training and Teaching Others-

Communicating with People Outside the Organization
Communicating with Supervisors, Peers, or Subordinates
Estimating the Quantifiable Characteristics of Products, Events, or Information
Handling and Moving Objects:

Assisting and Caring for Others.

Organizing, Planning, and Prioritizing Work

Performing Administrative Actvities-fflo.s%

Concting s Oevloing Osers o

GWA Title

Selling or Influencing Others-f] 0.4%

Processing Information rlo,z-r.

Scheduling Work and Actvities ] o.3%

Performing General Physical Amvmesrlcvz%

Monitoring Processes, Materials, or Surroundings J]0.3%
Updating and Using Relevant Knowledge 0.2%
Monitoring and Controlling Resources §|0.2%
Developing Objectives and Strategies0.2%

Performing for or Working Directly with the Public-§o.

%
Resolving Conflicts and Negotiating with Others0.1%

Guiding, Directing, and Motivating Subordinates{0.1%

Identifying Objects, Actions, and Events{0.1%

Establishing and Maintaining Interpersonal Relationships 10.1%
Controlling Machines and Processes 4 0.1%

Staffing Organizational Units {0.1%

Evaluating Information to Determine Compliance with Standards {0.1%
Inspecting Equipment, Structures, or Materials{0.1%

Repairing and Maintaining Mechanical Equipment{0.1%

Suppressed{0.0%

o 5 10 15 20
Message Share (%)

Figure 14: GWA Shares of 1.1M ChatGPT M M are classified as pertaining to one of 332
O*NET IWAs, or Ambiguous using the prompt provided in the Appendix. IWAs were then aggregated to
GWAs using the O*NET Work Activities taxonomy. Message sample from May 15, 2024 through June 26,
2025. We do not show the shares for the following GWAs as there were fewer than 100 users sending messages
for each category and group them into Suppressed.
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Appendix
Study by OpenAl

How people are using ChatGPT,

Sepfembef 2025 1009 Including Unknown - Excluding Unknown

80%
ChatGPT has become a

o 60%- 5
mainstream consumer product, 5 E
. n 40% - e 52.4%

used by men and women in the 37.2%

20% 5% 1
same way. ea o Fen

o Jan 2023 Ju2023 Jan2024  Jul2024  Jan 2025  Jul 2025 Jan2023  Jul2023  Jan2024  Jul2024  Jan 2025  Jul 2025
Date Date
Name = Typically Feminine = Typically Masculine = Unknown

Figure 18: Breakdown of weekly active users by typically masculine and typically feminine first names. We
draw on a uniform sample of 1.1M ChatGPT accounts, subject to the same user exclusion principles as other
datasets we analyze. Note that this is a separate sample than those described in Section 3. First names
are classified as typically masculine or typically feminine using public aggregated datasets of name-gender
associations.
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Study by OpenAl

0.6

How people are using ChatGPT, 05
September 2025

0.4

ChatGPT has become a
mainstream consumer product.
Now evenly spread across all GDP
levels. Growing particularly in low
income countries. on ] f‘/.—/'

T T v T T y T T T T T
0 10 20 30 40 50 60 70 0 10 20 30 40 50 60 70
GDP per Capita (Thousands USD) GDP per Capita (Thousands USD)

0.3

0.2 4

Median WAU Share of Internet Users

Figure 21: ChatGPT Weekly Active Users as Share of Internet Population vs GDP decile, May 2024 vs May
2025. Point estimates are medians within each decile. Internet Using Population uses 2023 estimates from the
World Bank. Shaded regions indicate the interquartile range (25th—75th percentile) of country values within
each GDP decile.
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Appendix
US news websites, by Press Gazette

- - - -
o . Major News Sites Are Seeing Huge Drops In Traffic
Top 50 news WebSII.'eS n the UsSin OCl‘.'Obef.' len US News Sites, Year-over-Year % Change In Web Traffic [July '25 vs. July '24]
. . . . %
biggest sites see YoY traffic decline, s
Au gus t2025 tﬂ @ - substack.com (+47%) Hubile sike = total vigtts
E 40%
=
e
<
g &
G >
&3 20%
E;
- cnbe.com (+2%)
a2
@
+ 0
A 0%
B bbec.com + bbe.co.uk (-13%)
£3
£ foxnews.com (-25%)
g -20% »
Q nytimes.com (-7%) A cnn.com (-34%)
»
® msn.com (-17%)
-40%
46 of the top 50 sites are
seeing lower traffic this year forbes.com (-52%)  * @
-60%
mARm Source: Similarweb via Press Gazette
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Appendix
Study by Seer Interactive
AlO Impact on Google CTR:

September 2025 Update,
November 2025

Al Overviews significantly affects
CTRs for both organic and paid
search. CTRs for both organic and
paid decreased in the past year.

Paid & Organic CTR Trends — 12 Months (Oct’'24-Sep’25)

DATE

ORGANIC CTR
AIO NOT SHOWN

(MONTH YEAR)
SEP 2025 1.62%
AUG 2025 1.43%
JUL 2025 1.33%
JUN 2025 1.72%
MAY 2025 2.08%
APR 2025 2.77%
MAR 2025 3.12%
FEB 2025 3.14%
JAN 2025 2.53%
DEC 2024 2.37%
NOV 2024 2.19%
OCT 2024 2.8%
seerinteractive

0.61%

0.58%

0.57%

0.61%

0.76%

0.86%

0.82%

0.73%

0.72%

0.82%

1.15%

1.19%

13.04%

14.52%

14.1%

14.99%

14.42%

15.82%

15.53%

15.48%

15.83%

12.77%

13.44%

16.6%

STUDY:

6.34%

5.58%

3.26%

10.35%

1n.5%

13.03%

1n.12%

10.51%

10.36%

1.8%

13.44%

14.92%

AIO IMPACT ON CTR | OCT’25 UPDATE

Giacomo lotti - giacomoiotti.me

62

smg


https://www.seerinteractive.com/insights/aio-impact-on-google-ctr-september-2025-update
https://www.seerinteractive.com/insights/aio-impact-on-google-ctr-september-2025-update

Appendix

Study by Seer Interactive

AlO Impact on Google CTR:
September 2025 Update,
November 2025

Q3 2025 vs Q3 2024

CTRs are down across the board.
But less so when AIO cites your
brand. It could be because it
means you're a stronger brand, or
people actually click on citations
more. Even when AlOs don't
dominate the SERP, traditional
organic results are struggling to
maintain click-through rates for
informational or educational
queries.

AlOs Impact on CTRs: Serious CTR Decline Continues YoY

When AIO is present
but you AREN'T cited

When AIO is present
and you ARE cited

Queries where
NO AIO appears

ORGANIC CTR ORGANIC CTR

ORGANIC CTR

goe5% | §49% | §a6%

YoY YoY YoY

PAID CTR PAID CTR PAID CTR

9 78% $54% | §20%

YoY YoY YoY

seerinteractive STUDY: AIO IMPACT ON CTR | OCT’25 UPDATE
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Appendix
Study by Seer Interactive

AlO Impact on Google CTR:

seplember 2025 Update Organic CTR for Queries with AlOs has Declined 61%
November 2025

The decline in CTR for queries with CTR When AIO i Present

AlO is consistent through the
period, with a particular drop

around mid-2025. %

N - BN

VY
N L
WX

seerinteractive STUDY: AIO IMPACT ON CTR | OCT’25 UPDATE
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Appendix
Study by Ahrefs

What Triggers Al Overviews? 86 Factors and 146 Million SERPs Analyzed,
November 2025

AlOs appear on 21% of all keywords.

99.9% of AlOs appear on Informational intent keywords

AlOs are 1.9x more common for non-branded keywords than branded keywords

AlOs appear on 46% of 7+ word queries

AlOs appear for 57.9% of all question queries

44.1% of life-important medical or financial queries trigger an Al Overview

Only 6% of news queries trigger an Al Overview

The categories with highest AlO share are Science (43.6%), Health (43.0%), Pets & Animals (36.8%), and People &
Society (35.3%).

The categories with lowest AlO share are Shopping (3.2%), Real Estate (5.8%), Sports (14.8%), and News (15.1%).
Only 4% of NSFW queries trigger AlOs

Only 7.9% of local searches trigger an Al Overview
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Appendix
Study by Ahrefs

What Triggers Al Overviews? 86
Factors and 146 Million SERPs

Analyzed,
November 2025

AlOs appear on 21% of searches.

SERPs with AI Overviews present

AI Overview

No AI Overview
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Appendix
StU dy by Ah re FS AI Overview SERPs by keyword intent

Analysis of 146 million SERPs.

What Triggers Al OQverviews? 86 oo 99.9%
Factors and 146 Million SERPs

Analyzed,

November 2025 J5%

99.9% of AlOs appear on

Informational intent keywords. 50%
25%
5.5%
0.1% 1.2%
0%
Informational Navigational Commercial Transactional
Keyword intent
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What Triggers Al Overviews? 86
Factors and 146 Million SERPs

Analyzed,
November 2025

AlO and Al Chatbots in general are
good for making long
conversations. For single-word
navigational queries, including and
especially brand names, traditional
search is still more common.

Share of SERPs with AIOs
by query length

Analysis of 146 million SERPs.

50%

46.4%
40%
30%

20%

10%

0%

1 2 3 4 5 6 7+

Query length (words)
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o Share of SERPs with AIOs
Appendix iy S
Study by Ahrefs

Autos & vehicles

Beauty & fitness

What Triggers Al Overviews? 86 Factors and 146 Million SERPs Books & iterature

Business & industrial

Ana(kzed, Computers &

electronics
NO Vembef 2025 Finance

Food & drink

Games

Science (43.6%) e
Health (43.0%)

43.0%

Hobbies & leisure

Pets & Animals (36.8%) g —
People & Society (35.3%) ; S

Internet & Telecom (30.3%) e
Computers & Electronics (28.6%) :wm

Pets & animals

Shopping (3.2%)
Real Estate (5.8%) Petcee
Sports (14.8%) sSeience

Sensitive subjects

News (15.1%) —

Sports

43.6%

Travel &
transportation
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Giacomo lotti - giacomoiotti.me 69


https://ahrefs.com/blog/ai-overview-triggers/
https://ahrefs.com/blog/ai-overview-triggers/

Appendix
Study by Ahrefs

What Triggers Al Overviews? 86 Factors and 146 Million SERPs

Analyzed,
November 2025

Only 7.9% of local searches trigger an Al Overview

Share of SERPs with AIOs
by query type

Analysis of 146 million SERPs.

25%

22.8%

20%

15%

10%

7.9%
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0%

Local Non local

Query type
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Study by Datos & Sparktoro

State of Search O3 2025: Behaviors, Trends, and Clicks
Across the US & Europe,
Q32025

“The highpoint for both traditional search engines and
Al tools hitting in September 2025 is further
confirmation that Al usage isn’t cannibalizing Google/
Bing/ Yahoo/ DuckDuckGo. | strongly suspect that in
years ahead, we'll come to think of Al tool usage like
social media — an entirely new category of its own.”

The pointis: higher usage but fewer clicks.

Search, Al, and E-Commerce platform visits in the EU & UK

® E-Commerce @ Altools @ Traditional search

20.00%

15.00%

10.00%

Event share %

5.00%

0.00%
Q3 2024 Q4 2024 Q12025 Q2 2025 Q32025

Search, Al, and E-Commerce platform visits in the US

® E-Commerce @ Altools @ Traditional search
20.00%

15.00%

10.00%

Event share %

5.00%

0.00%

Q3 2024 Q4 2024 Q12025 Q22025 Q3 2025

Quarterly Events Share (%) = Quarterly visits to domain’s webpages / Total quarterly webpage visits across entire panel * 100%

SparkToro % Datos

emrush Company

Source: Datos
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State of Search O3 2025: Behaviors, Trends, and
Clicks Across the US & Europe,

Q32025

Fairly stable amount of avg monthly searches.
Traditional search engines keep attracting
users and searches. However, many of them
now show Al answers.

It's not about higher or lower usage, it's about
different behaviour.

Giacomo lotti - giacomoiotti.me
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Average no. searches per user

Searches per EU & UK desktop searcher

® Google ® Bing @ Yahoo @ Duckduckgo @ Baidu
125.00 e —
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98.10 o540 % e 10253 o569 10126 101.94
100.00 88.79 89.78
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Average number of searches per user = Sum of unique searches per user per day on a given domain, during the month /
Number of unique users who performed at least one search on a given domain

Searches per US desktop searcher

® Google @ Bing @ Yahoo @ Duckduckgo @ Baidu
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Average number of searches per user = Sum of unique searches per user per day on a given domain, during the month /
Number of unique users who performed at least one search on a given domain

* Datos

ASemrush Company
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State of Search O3 2025: Behaviors, Trends, and Clicks

Across the US & Europe,
Q32025

“The new normal promises to stay in the low 40s for
percent of desktop searches that send traffic to
anyone but Google themselves. Hopefully, a lot
more marketers are thinking about how to influence
people directly in the search results.”

Rand Fishkin, SparkToro Co-Founder and CEO

Distribution of Google EU & UK desktop search clicks

@® % that stay on Google
or go to another
Google-owned
property (maps,
weather, hotels, etc.)

@ % that click an organic
(non-Google-owned)
result

@ % that click a paid
result

@ % that search again

@ % that ended with no
clicks

% of searches

1

00%

75%

50%

25%

0%

over time
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15.8%31 5.8

2299822 02293323 22803 253823 824,003, 07 3R6. 10 025.4%3826.3% 0804 93> 4. 033 5. 3K24.4%
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Distribution of Google US desktop search clicks over time

@ % that stay on Google
or go to another
Google-owned
property (maps,
weather, hotels, etc.)

@ % that click an organic
(non-Google-owned)
result

0 % that click a paid
result

@ % that search again

@ % that ended with no
clicks

SparkToro

% of searches

100%

75%

50%

25%

Jul24 Aug 24 Sep 24 Oct24 Nov24 Dec24 Jan25 Feb 25 Mar25 Apr25 May 25 Jun25 Jul25 Aug 25 Sep 25

Source: Datos % DatOS

A Semrush Company.
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State of Search O3 2025: Behaviors, Trends, and Clicks

Across the US & Europe
Q32025

>60% of queries on Google are informational. This is
where the Al game is played.

Categorization of EU & UK desktop search intent in Q3 2025

100%
59.77% 58.51% 58.80%
@ Seeking information
about a topic
75%
Seeking information
about a commercial
product or service

50%
@ Navigating to a
particular website

22.3% ‘

% of searches

@ Intending to 25% |
purchase a particular )
product or service

0%
Google Yahoo Bing

Categorization of US desktop search intent in Q3 2025

100%
62.29% 46.75% 56.84% 56.14% 54.49%
75%

50% 2511%
19.49%

@ Seeking information
about a topic

» Seeking information
about a commercial
product or service

@ Navigating to a
particular website

% of searches

@ Intending to

purchase a particular 25%

S 26.22%
34%

product or service

0%
Google Yahoo Bing Duckduckgo Baidu
Spal‘kTOro Source: Datos % Datos
A semrusl h Company
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2 Wikipedia
3 Reddit
State of Search Q3 2025: Behaviors, Trends, and Clicks mre—
Across the US & Europe, G e
03 2025 e

Source: Datos
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Top domains visited from EU & UK desktop traditional search
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Share of desktop users using Al in the EU & UK

(]
A p p e n d Ix ® ChatGPT @ Perplexity @ Claude @ Gemini Copilot @ Deepseek

Study by Datos & Sparktoro .-
State of Search O3 2025: Behaviors, Trends, and Clicks : 2000%

Across the US & Europe, 10.00%
Q32025 0.00%

Jul24 Aug24 Sep24 Oct24 Nov24 Dec24 Jan25 Feb25 Mar25 Apr25 May25 Jun25 Jul25 Aug 25 Sep 25

Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once /

ChatGPT is the clear leader among Al Chatbots. Seblos ke e peed seeem G g
Gemini is growing, but still far behind. Share of desktop users using Al in the US
Europe has higher GPT adoption than US. © ChatGPT @ Perplexity ® Claude  ® Gemini @ Copilot @ Deepsesk
50.00%
w0.00%
) 10.00%
0.00%

Jul24 Aug24 Sep24 Oct24 Nov24 Dec24 Jan25 Feb25 Mar25 Apr25 May25 Jun25 Jul25 Aug25 Sep25

Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once /
Total number of unique panel users (monthly) * 100%

Spal’kTOV o Source: Datos % = D atOS

A semrush Company
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1 Google
2 Youtube
State of Search Q3 2025: Behaviors, Trends, and Clicks 3 @it
Across the US & Europe, : :Aacebm:
Q3 2025 6 Linkedin
7 Amazon
8 Whatsapp

Al chatbots send traffic to a wide variety of domains,
highlighting their diversified use cases.

Source: Datos

Al-driven browsing expands its use cases

Al activity is not confined to general Q&A or content creation. The top Al destination domains,
including GitHub, Wikipedia, NIH.gov, and Amazon, illustrating how Al is increasingly being used for

Bing
Wikipedia
Canva
Chatgpt
Instagram
Reddit

Gemini

W N O O A WO N o

Google
Youtube
Github
Amazon
Facebook
Reddit
Wikipedia

Microsoft

coding, research, shopping, and professional learning. In both the US and Europe, traffic patterns show
users leveraging Al tools as starting points for task-specific exploration, suggesting that Al has become

embedded in the broader ecosystem of discovery and decision-making online.

Top domains visited from EU & UK desktop Al tools

Chatgpt
Instagram
Linkedin
Whatsapp
Canva
Gemini

Nih

?\; E)atos

emrush Company
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State of Search O3 2025: Behaviors, Trends, and Clicks
Across the US & Europe,

Q32025

Alis not “stealing” users from eCommerce platforms.
Transactions still need to happen on-site.

Share of desktop users on e-commerce websites
in the EU & UK

@® Amazon 60.00%

@ Ebay

® Temu

® Etsy

@ Aliexpress

® Allegro
Zalando

40.00%

% of userbase

20.00%

L T S B S S —
Jul 24 Aug 24 Sep 24 Oct24 Nov 24 Dec 24 Jan 25 Feb 25 Mar 25 Apr25 May 25 Jun 25 Jul 25 Aug 25 Sep 25

Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once / Total number of unique
panel users (monthly) * 100%

SparkTOV O Source: Datos s Datos

. A semrus h Company
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State of Search O3 2025: Behaviors, Trends, and

Clicks Across the US & Europe, .
Amazon 20
Q3 2025 @ Ebay

® Temu
. ® Etsy
On-platforms engagement remains steady. ® Aliexpress

More Al chatbot usage doesn't translate to el
lower ecommerce engagement.

Searches per searcher on desktop e-commerce platforms in the EU & UK

Average no. searches per user
5

0 —t t t t t t t t t t t t t t t

Jul 24 Aug 24 Sep 24 Oct24 Nov 24 Dec 24 Jan 25 Feb 25 Mar 25 Apr 25 May 25 Jun 25 Jul 25 Aug 25 Sep 25

Average number of searches per user = Sum of unique searches per user per day on a given domain, during the month /
Number of unique users who performed at least one search on a given domain

SparkTOV') Source: Datos = Datos

. A semrush Company
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State of Search O3 2025: Behaviors, Trends, and
Clicks Across the US & Europe,

Q32025

Same goes for social and entertainment
platforms.

Actually, it seems in-platforms searches have
increased, especially on YouTube and X.

Average no. searches per user

SparkToro

Searches per EU & UK desktop user on content platforms

® Youtube @ Reddit @ Pinterest @ Linkedin @ TikTok @ X @ Facebook
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Average number of searches per user = Sum of unique searches per user per day on a given domain, during the month /
Number of unique users who performed at least one search on a given domain

* Datos

A semrush Company

Source: Datos
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State of Search O3 2025: Behaviors, Trends, and
Clicks Across the US & Europe

032025

Reddit is almost matching Facebook in Europe.
It has already surpassed it in the US.

Rand’s Take

Share of desktop users on content platforms in the EU & UK

® Youtube @ Reddit @ Pinterest @ LinkedIn TikTok @ X @ Facebook
100.00%

75.00%

50.00%

% of userbase

25.00%

0.00% ——————————————————————F——+——

Jul24 Aug 24 Sep24 Oct24 Nov24 Dec24 Jan25 Feb25 Mar25 Apr25 May 25 Jun25 Jul25 Aug25 Sep 25

Monthly % of userbase = Number of unique users visiting the domain’s webpages (monthly) at least once /

Total number of unique panel users (monthly) * 100%
Ay Datos

A Semrush Company

Source: Datos

SparkToro

Rand Fishkin
SparkToro Co-founder & CEO g,

Those Reddit numbers are shocking. | doubt anyone would have predicted 2 years ago that Reddit would
overtake Facebook in desktop visits in the US and nearly match them in the EU and UK. As a marketer,
I've personally found myself investing more in Reddit—the reach is undeniable, and the influence on other
platforms (search engines, Al tools, and what people talk about on social media/in the press) makes it a

must-participate, even in B2B.
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The Messy Middle (Google, 2020)

The Messy Middle, Google Research

"\;‘ TRIGGERS
<° {
Exposure: e
always-on backdrop of a consumer's perceptions of brands and categories. It is ~
influenced by advertising, word-of-mouth, etc.
Triggers:
what moves a consumer from a passive to an active buying state. Y/
Exploration J Evaluation
f A

The messy middle:
loop between the user’s state of exploration and evaluation.

Purchase:

the act of the purchase in itself. 7 .
Experience

PPCTL L L LET T

Experience:

the post-purchase interaction with the product, which feeds back into the consumer'
future exposure.

* PURCHASE -
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. Figure 5
The Messy Middle, Google Research
1stchoice brand 2nd choice brand
The power of just showing up, aka being PRI ANRRARRSSS BRI 8888588899%
“omnipresent”: s AR R R R RN
“1'rrl: RReeess

“Simply giving the shopper the option to choose their »« — SEREEE R 83
second choice brand was enough to entice 30% away
from their initial choice.”
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Transfer of preference from first choice to second choice brand after introduction of second choice brand,
all categories.
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The Messy Middle, Google Research

“The “messy middle” is also a good way to describe how marketing has
evolved over the past decade or two, with the polarisation between
branding and direct response creating a gap into which all sorts of
valuable consumer behaviour goes unrecognised and underserved.”

“Getting comfortable with the messy middle could ultimately help
bridge organisational divides that our research suggests mean more to
marketing departments than they do to consumers.”

“Branding and performance, traditionally divided in many marketing
organisations, actually overlap in the messy middle.”

1

Exploration Evaluation

, Experience
.

: o ‘

* PURCHASE -
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