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Navigating the Google AI Overview Era: 
A Dual-Strategy Guide for Organic and 
Paid Search 

The emergence of Google AI Overviews (AIOs) and the expanding capabilities of AI Mode 

represent a transformative period in search engine marketing. This shift necessitates a 

strategic re-evaluation for businesses aiming to maintain and enhance their digital 

presence. This report outlines a comprehensive dual-pronged strategy, addressing both 

organic search visibility and paid advertising efficacy. 

For organic search, the imperative is to adapt content creation and technical optimization 

to align with the AI-driven algorithm, focusing on demonstrating genuine expertise and 

providing unique, structured information. Concurrently, in paid search, strategies must 

evolve to combat rising Cost-Per-Clicks (CPCs) by leveraging advanced AI-powered 

bidding, enhancing ad quality, and refining targeting to optimize for conversion value 

rather than mere click volume. 

Executive Summary

Ultimately, success in this evolving landscape hinges on a synergistic 
approach that integrates insights from both organic and paid channels, 
coupled with continuous monitoring and strategic diversification of digital 
marketing efforts. 



UNDERSTANDING THE SHIFT

Understand the Impact of Google AI Overviews (AIOs) 

01 1. Familiarize yourself with the concept of AIOs and AI Mode, which provide users with quick, 	

concise, and synthesized answers to their queries  

2. Recognize the rise of “zero-click searches” where users find answers directly within the        	

    AI-generated summary, leading to a decline in click-through rates (CTRs) for traditional 

    organic and paid search results  

Adapt Organic Search Strategy 

02 1. Focus on creating content that demonstrates genuine expertise and provides unique, 

   structured information  

2. Prioritize E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness) in content 

    creation by incorporating real experiences, case studies, personal anecdotes, and original  

    data analysis  

3. Develop “AI-resistant” content that is difficult for AI Overviews to fully synthesize, such as

    in-depth analyses, opinion pieces, proprietary data, and interactive tools  

4. Structure content for AI summarization by using short paragraphs, bullet points, numbered

     lists, and clear, descriptive headings  

Optimize Paid Search Strategy 

03 1. Leverage advanced AI-powered bidding strategies like Target CPA, Target ROAS, Maximize

   Conversions, and Maximize Conversion Value to optimize for conversion value rather than

   mere click volume  

2. Enhance ad quality by focusing on expected click-through rate (CTR), ad relevance, and

     landing page experience  

3. Adapt keyword and targeting strategies by prioritizing branded keywords and utilizing

    AI-powered targeting solutions  



UNDERSTANDING THE SHIFT

Integrate Organic and Paid Search Strategies

04 1. Use insights from paid search data to inform organic content strategy and vice versa  

2. Diversify traffic sources beyond Google Search by investing in email marketing, social 

    media marketing, and other digital advertising channels 

Continuous Monitoring and Adaptation 

05 1. Actively track how AI Overviews appear for target keywords, analyze which content is 

   featured, and observe competitor strategies 

2. Utilize tools like Google Search Console, GA4, and third-party platforms for

     deeper SERP analysis and competitive intelligence   

Future-Proofing and Innovation 

06 1. Stay informed about emerging trends like voice search, visual search, and conversational AI

   platforms  

2. Build a testing mindset by allocating a small “innovation budget” for trying new things in

    both SEO and PPC





Google AI in Search: 
Overview and Evolution 
Google has been weaving artificial intelligence into its search algorithms for nearly a decade, fundamentally 

altering how results are ranked and delivered. Understanding this evolution is crucial – it reveals how search 

ranking criteria have shifted and where they are heading. Google’s use of AI in search began in earnest with 

RankBrain in 2015 and has rapidly advanced through several major AI systems, each expanding the search 

engine’s ability to interpret queries and content: 

RankBrain

Google’s first Al system 

for search, introduced to 

better understand how 

words relate to

concepts. RankBrain 

enabled Google to 

interpret user queries 

beyond exact keyword 

matches,

grasping the intent 

behind words and 

phrases.

Neural Matching

An Al sub-system that 

broadened Google’s 

understanding of queries 

by linking them to

pages on a conceptual 

level. It helped Google 

match searches like “tie 

my laces” with relevant

results (e.g., shoe-tying 

guides) even if the 

wording differed.

BERT

Bidirectional Encoder 

Representations from 

Transformers (BERT) 

marked a breakthrough 

in natural language 

understanding. This Al 

model dramatically 

improved Google’s 

ability to understand 

conversational search 

queries.

MUM

Multitask Unified Model 

(MUM) took Al a leap 

further - touted as 1,000x 
more powerful than
BERT. MUM can 

understand and generate 

language and is 

multimodal, meaning it 

can ingest text and 

images. MUM’s 

introduction shows 

Google’s aim to answer 

broader, multi-faceted 

questions with Al-level 

comprehension.

2015 20192018 2021

Google began public trials of its Search Generative Experience (SGE), an Al-powered conversational mode for 

search. Al “overviews” are now sometimes presented at the top of results, synthesizing information from multiple 

sources. This represents Google’s move into generative Al in search, providing answers in a human-like narrative 

form. Notably, Google’s leadership sees Al as augmenting search, not replacing it, blending traditional results 

with Al-driven summaries. Early observations show users entering much longer queries in Al-driven search as 

they converse with the search Al, giving Google richer context to deliver relevant results.

Generative Al & SGE

2023



How AI Is Influencing Search Results

Implications for marketers

In practical terms, Google’s AI systems have made search results more semantic and intent-focused. Instead 

of simply matching keywords, Google now interprets the meaning behind queries. For example, thanks to 

RankBrain and BERT, Google can return relevant pages even if they don’t contain

 the exact query terms, as long as the content satisfies the query’s intent. 

These AI-driven algorithms also help Google grasp natural language questions 

and long-tail searches that were previously hard to match. The net effect for 

marketers is that traditional SEO tactics (like exact keyword targeting) have 
become less dominant, while content relevance, depth, and user satisfaction 

have become even more critical. 

Google’s AI advancements mean search is far better at understanding context and intent.

This AI-driven shift means that SEO success now depends on understanding these AI systems. Marketers 

should track major algorithm updates and AI features: for instance, recognizing that BERT prioritizes context 

means your content should be written in natural, clear language. The advent of MUM suggests that incorporating 

Insight

Instead of simply 
matching keywords, 
Google now 
interprets the 
meaning behind 
queries.

Providing 
genuinely useful, 
people-first 
content is 
paramount.

SEO strategies must align with this reality by focusing on high-quality, informative content that addresses users’ 

needs holistically. Thin content or pages optimized only for one keyword are increasingly likely to underperform 

as Google’s AI improves at judging content quality and relevance.Google themselves emphasize that AI is an 

integral part of search’s evolution. As one Google search executive noted, “AI is augmenting Search, not 

replacing it,” underscoring that classic search principles (relevance, authority) still apply, but are now enhanced 

by AI. The introduction of generative AI in results (e.g., AI snapshot answers) is an extension of this trend – 

providing users with richer results while continuing to value trustworthy sources.

images or multimedia and covering topics comprehensively could become 

advantageous, as the algorithm can handle diverse content types and deeper topic 

connections.  

Finally, with generative AI results (like SGE) potentially answering queries directly, 

there’s a risk of reduced organic clicks for some informational searches. In response, 

content strategies should aim to either be featured within those AI-generated 

answers (by earning authority on the topic) or target queries where users are more

likely to click through for details. In all cases, providing genuinely useful, people-first content is paramount – a 

theme we’ll explore in the organic strategy section. 



Understanding Google AI Overviews 
and Their Impact

Google AI Overviews (AIOs), previously known as the Search Generative Experience (SGE), signify a profound 

evolution in how search results are presented to users. These AI-generated summaries are displayed 

prominently at the very top of the Search Engine Results Page (SERP), positioned above traditional organic 

listings and even paid advertisements. The core purpose of AIOs is to provide users with quick, concise, and 

synthesized answers to their queries, thereby streamlining the search process and offering a “jumping off point 

to explore links” for deeper engagement. This feature is designed to help individuals quickly grasp the essence 

of complex topics or questions. 

Complementing AIOs is AI Mode, which offers a more advanced and comprehensive AI search experience. AI 

Mode is particularly beneficial for nuanced questions, facilitating deeper exploration and complex comparisons. It 

leverages a sophisticated “query fan-out” technique, breaking down a user’s question into subtopics and simul-

taneously issuing multiple related searches across various data sources. This method allows Google Search to 

delve deeper into the web, uncovering a wider and more diverse set of hyper-relevant content that might not 

have been discovered through traditional search methods. Notably, AI Mode has transitioned from Google’s 

experimental Search Labs and is now broadly available to all U.S. searchers, signaling its increasing importance 

in the search ecosystem. Both AIOs and AI Mode are powered by custom versions of Google’s advanced Gemini 

2.5 model, underscoring the deep integration of artificial intelligence into the core functionality of Google Search. 

What are AI Overviews and AI Mode?



The “Zero-Click” Phenomenon and 
Its Implications for Search Visibility

Reports indicate 
that nearly 
two-thirds of all 
Google searches 
now result in 
no clicks.

A significant consequence of the increasing prevalence of AIOs is the rise of “zero-click searches.” 

This phenomenon occurs when users find the answers they need directly within the AI-generated summary, 

eliminating the necessity to click through to an external website. This trend is directly contributing to a decline 

in click-through rates (CTRs) for both traditional organic and paid search results. Reports indicate that nearly 

two-thirds of all Google searches now result in no clicks. For instance, a publisher observed over a 56% fall in 

CTR due to AIOs appearing in search results, and research suggests that 80% of consumers resolve 40% of their 

searches without navigating beyond the search results page. This reduction in clicks is driven by AIOs’ ability to 

reduce the number of traditional organic and paid links visible above the fold. 

This evolving landscape compels marketers to redefine their understanding of search success. The strategic 

emphasis shifts from solely maximizing click volume to optimizing for conversion value and overall brand 

influence. The value of an “impression” or “citation” within an AIO needs to be carefully considered as a 

legitimate metric for brand awareness, trust-building, and indirect influence on the customer journey, separate 

from immediate direct traffic. This necessitates a more sophisticated approach to attribution and return on 

investment (ROI) measurement, acknowledging that a view within an AI Overview can contribute to brand 

perception and future conversions, even without an immediate click. 

Despite the quantitative decline in clicks, a qualitative shift in user engagement 

is observed. Official Google sources and some advertiser observations suggest 

that the clicks originating from AIOs are often of “higher quality,” meaning users 

who do click are more likely to spend more time on the site. This suggests that 

while the absolute number of clicks may decrease, the increased quality of the 

remaining clicks indicates a higher intent and deeper engagement from users 

who choose to explore further after reviewing the AI summary. Furthermore, 

being featured in an AIO, even without a direct click, provides enhanced online 

visibility, increased credibility, and improved user engagement. This represents a 

new form of brand awareness and authority. 

Being featured in an AIO, even without a direct click, provides enhanced 
online visibility, increased credibility, and improved user engagement.



Impact of Google AI Overviews 
on Search Metrics



Organic Search Strategy

Adapting to the Evolving AI Algorithm



Organic Search Strategy: Adapting 
to the Evolving AI Algorithm 

The introduction and expansion of AI Overviews have demonstrably led to significant declines in organic traffic 

for many websites, particularly those heavily reliant on informational content. Reported drops in organic traffic 

range from 18% to a staggering 70% on some pages. This substantial reduction is primarily due to AIOs 

consuming the prime “above the fold” real estate on the SERP for a growing number of informational queries, 

effectively pushing traditional organic listings further down the page. This fundamental shift necessitates a 

proactive re-evaluation of traditional SEO tactics, as Google’s AI algorithm increasingly prioritizes content that can 

be accurately and concisely summarized, directly answering user queries without the need for a click. 

Websites that have historically thrived on providing broad informational content (e.g., “What is X?”, “How does 

Y work?”) are now facing a unique challenge. AIOs are predominantly triggered by informational, long-tail, and 

complex queries. The AI’s ability to directly answer these types of questions means that content, despite being 

helpful and informative, may no longer generate clicks. This creates a paradox where content that perfectly fulfills 

the informational intent may be penalized in terms of traffic if it does not compel a user to click for deeper 

engagement. This situation highlights the need for content strategies to evolve beyond simply providing 

information. The emphasis must shift towards creating unique, in-depth, and experience-backed insights that are 

inherently more challenging for AI to synthesize into a brief summary. This implies a strategic pivot from 

generic informational content to more specialized analyses, opinion pieces, proprietary data, or interactive tools 

that require user engagement beyond a simple answer.  

Google’s quality guidelines explicitly emphasize E-E-A-T as the foundational framework for evaluating content 

quality, a principle that has gained even greater importance with the proliferation of AI-generated content. The 

addition of “Experience” in 2022, signifying first-hand, real-world knowledge, highlights the critical need for 

authentic insights. Successful content should demonstrate the author’s actual experience, such as personal 

product use or location visits. 

 It is crucial to involve subject-matter experts in content creation or review, and to prominently showcase their 

credentials through detailed author bylines. Additionally, content should be supported by links to recognized 

sources, official research, and reputable websites, ensuring factual accuracy and considering transparency 

regarding any AI assistance. This rigorous approach is particularly vital for “Your Money or Your Life” (YMYL) top-

ics, such as finance, healthcare, and legal advice, where accuracy and trustworthiness are paramount.

Impact on Organic Visibility and Traffic 

Prioritizing E-E-A-T (Experience, Expertise, Authoritativeness, 
Trustworthiness) in Content Creation 

Content Optimization for AI Overviews 

To effectively build and demonstrate E-E-A-T, content should actively incorporate real 
experiences through case studies, personal anecdotes, and original data analysis. 

Insight



Google’s AI, while capable of synthesizing vast amounts of information, is inherently designed to prioritize and 

pull from “trusted, high-authority websites”  and “reliable sources with a history of accurate information”. This 

indicates that AIOs do not simply summarize any content; they function as a sophisticated filter and amplifier. 

Content that already demonstrates strong E-E-A-T signals is more likely to be selected and featured, thereby 

amplifying its perceived authority. Conversely, content lacking these signals will likely be overlooked, regardless 

of how well it is keyword-optimized. The AI is not merely seeking information; it is seeking credible, trustworthy 

information. Investing in genuine expertise, original research, and transparent authorship is no longer merely a 

best practice; it has become a critical differentiator for gaining visibility within AI Overviews. Brands must actively 

cultivate and prominently display their authority and trustworthiness, as Google’s AI will increasingly rely on these 

signals to determine which content to summarize and present as authoritative. This also necessitates a robust 

internal policy for AI content generation, ensuring substantial human oversight and value addition to prevent “AI 

hallucinations” and maintain authenticity. 

E-E-A-T Componants 
for AI Overviews



Developing “AI-Resistant” and Unique Content 

Structuring Content for AI Summarization 

To effectively counter the impact of zero-click searches, a strategic pivot towards creating content that is 

inherently difficult for AI Overviews to fully synthesize or condense is essential. This includes developing “How” 

and “Why” type content, which often requires deeper explanation and context than simple “What” definitions. 

These content formats often necessitate a level of detail, nuance, or interactivity that current AI models 

struggle to replicate in a brief summary. High-value content types that are harder for AI to fully capture and 

replicate include unique research, first-party data, strong opinions, relevant personal experiences, detailed 

review pages, comprehensive comparison pages, in-depth support content, and interactive feature/product 

content or online tools. Furthermore, leveraging video content is increasingly important, as it is more challenging 

for Google to integrate into AI Overviews, thereby helping to make content unique and authoritative while also 

meeting growing user preferences across various platforms. The focus should be on creating content that 

provides value beyond a quick answer, offering depth, originality, and real-world application. 

Combat zero-click searches by creating in-depth, interactive content that AI struggles to 

summarize, like ‘How’ and ‘Why’ articles, original research, and videos.

Google’s AI algorithm demonstrates a clear preference for content that is clear, concise, and highly structured, 

making it easy for the AI to scan, understand, and extract key information. This structural optimization includes 

consistently using short paragraphs (ideally 2-3 sentences), bullet points, numbered lists, and clear, descriptive

Insight

This approach 
ensures that the most 
critical information 
is immediately 
accessible to the AI 
for summarization. 

headings (H1, H2, H3 tags) to logically segment information. This formatting not only 

aids AI processing but also significantly improves user readability and scannability. 

The “Perfect Answer Format” is highly recommended: begin each section or article 

with a direct, one-sentence answer to the primary question, followed by 2-3 sentences 

of key supporting details. Employ an active voice and keep sentences concise (ideally 

under 20 words) to enhance readability and AI extractability. This approachensures that 

the most critical information is immediately accessible to the AI for summarization. 

While AIOs favor highly concise, structured content with direct answers presented upfront, often summarizing 

information under 328 words, users who click through from these summaries are reported to be of “higher 

quality” and spend more time on the site. This indicates a desire for more in-depth information beyond the initial 

summary. Therefore, the optimal content strategy is not to limit content to just short answers, but to implement 

a “layered” approach. The initial layer should be meticulously crafted for AI summarization – concise, direct, and 

highly structured (the “snippet-worthy” layer). This ensures maximum visibility in AIOs. However, this must be 

immediately followed by a deeper, more comprehensive exploration of the topic, providing the rich, authoritative 

detail (E-E-A-T compliant) that satisfies the higher-intent user who clicks through (the “exploratory” layer). 

Content creators must master the delicate balance of providing immediate, digestible value for AI while 

simultaneously enticing and satisfying users who seek more profound insights. This requires sophisticated 

content architecture, where the “gist” is readily available for quick consumption, but robust, authoritative 

information is easily accessible for those desiring a deeper dive, thereby maximizing both AI visibility and user 

engagement. 



Developing “AI-Resistant” and Unique Content 



Optimizing for Question-Based 
and Long-Tail Queries 

Technical SEO for AI Features 

AI Overviews are frequently triggered by question-based phrases such as “What’s the best way to...” or “How 

can I...”.Therefore, content strategies should be tailored to include these questions and provide direct, specific 

answers. Tools like Google Search Console, AnswerThePublic, and “People Also Ask” boxes can assist in 

identifying the precise questions an audience is asking. 

These queries often seek specific solutions rather than quick, general answers, making users more likely to click 

through to a website. Businesses should prioritize creating in-depth, industry-specific content that addresses 

these complex, less frequently searched queries, as generic AI summaries struggle to match such specialized 

insights. This approach allows businesses to capture high-intent traffic that AI may overlook, focusing on areas 

where human expertise and detailed explanations are indispensable. 

To ensure content is eligible and discoverable by Google’s AI features, fundamental technical SEO practices 

remain crucial. Pages must be indexed and eligible to be shown in Google Search with a snippet, fulfilling 

standard Search technical requirements.⁶ There are no additional technical requirements beyond these core 

principles.⁶ 

Leveraging Schema Markup (structured data) is paramount, as it helps Google’s AI understand the content of 

web pages more quickly and accurately. By tagging elements like FAQs, recipes, instructions, and product 

descriptions with schema markup, businesses increase the likelihood of their content being pulled into AI-

generated summaries. Tools like Schema.org or SEO plugins such as Yoast SEO and RankMath can facilitate this 

implementation. 

Beyond structured data, improving AI-friendly user experience (UX) is vital. This includes ensuring mobile 

optimization, as AI-driven results prioritize mobile-friendly pages. Page speed optimization is also critical, as 

faster loading sites tend to rank better in AI-powered search. Other technical considerations include ensuring 

crawling is allowed via robots.txt, making content easily findable through internal links, and ensuring important 

content is available in textual form, supported by high-quality images and videos where applicable. Regularly 

checking Merchant Center and Business Profile information for accuracy also contributes to overall visibility. 

While AIOs make it more challenging to rank for simple informational searches, high-intent, 

long-tail, and niche queries continue to drive meaningful traffic.

Insight



Semantic SEO Approach 
The evolution of Google’s algorithms, particularly with the advent of AI Overviews, signifies a shift away from 

simple keyword matching towards a deeper understanding of meaning and user intent. This is the essence of 

semantic SEO. Rather than solely focusing on individual keywords, semantic SEO aims to optimize content for 

broader topics and the underlying objectives behind users’ searches. Google’s systems now prioritize 

contextual understanding, entity recognition (identifying people, places, concepts), and relationship mapping, 

integrating these into its Knowledge Graph. 

To implement a semantic SEO strategy for AI Overviews, content creators should focus on building topical 

authority by creating interconnected articles that explore different facets of a subject. This helps AI systems 

understand context and relationships, improving internal linking and increasing the likelihood of appearing in AI 

Overviews. Incorporating synonyms and related terms naturally into content, titles, and meta descriptions can 

broaden content relevance and align with AI systems’ preference for authentic language patterns over repetitive 

keyword usage. Furthermore, creating semantically-rich content that covers related questions and subtopics pro-

vides comprehensive value, which can reduce the need for users to return to search results while 

simultaneously increasing the chances of being featured in AIOs. AI content optimization tools can assist in 

streamlining the research and writing process to adhere to semantic SEO principles, enabling scalable content 

production without sacrificing quality. 

Semantic SEO shifts the focus from individual keywords to understanding user intent and 

context, optimizing content for broader topics and meaningful relationships.

Insight



Evolving Algorithm Trends and “Different 
Algorithms” in Organic Search 

Today’s organic ranking algorithm is not a single monolithic formula, but rather a collection of algorithms and 

machine learning systems addressing different aspects of search. Google rolls out core updates multiple 

times a year and specialized updates (e.g. helpful content updates, spam updates, product review updates) 

that tweak how certain factors are evaluated. The “different types of algorithms” at play include:  

Core Ranking Algorithms

Broad changes that adjust how Google weighs various ranking factors (released ~4 times 

in 2023). These often incorporate AI to better measure site quality and relevance at a high 

level. 

AI Language Models

Systems like RankBrain/BERT influence how Google interprets queries and content (as 

discussed). They help match results by intent/context rather than just keywords. 

Vertical-Specific Algorithms

Google has distinct algorithms for local search, image search, etc., and updates like the 

Reviews Update that specifically targets the quality of review content across products, 

services, and other areas. 

Helpful Content & Spam Detection

AI is also used to identify low-quality or manipulative content. For instance, the Helpful 

Content Update (most recently September 2023) aims to surface “people-first” content 

and demote content created solely to game the rankings. Similarly, spam algorithms (often 

AI-driven) fight link spam, keyword stuffing, and other black-hat SEO tactics. 



Current Trend
Google’s 2023 updates placed strong emphasis on content quality. The September 2023 Helpful Content 

Update was a significant algorithmic change that “shook the industry”, reinforcing that superficial or 

AI-generated-but-useless content would be penalized. 

Another trend is that experiential and authoritative signals (E-E-A-T) – Experience, Expertise, Authoritativeness, 

Trustworthiness – play a growing role in evaluations. Google’s quality rater guidelines and systems look for 

evidence that content is written by knowledgeable authors and provides real value to users. In practice, this 

means content that demonstrates first-hand experience or expertise (and is backed by trustworthy sources) is 

more likely to rank well, especially for YMYL (Your Money or Your Life) topics like health or finance. 

Meanwhile, AI-driven search features are subtly changing user 

behavior. Google’s AI-generated summaries (AI Overviews) may 

steal some clicks from traditional organic links when 

straightforward answers are provided directly. However, a recent 

industry survey suggests these shifts are “subtle rather than 

dramatic” so far. Many marketers remain cautiously optimistic – 

over half describe their outlook on AI in search as cautiously 

optimistic, with only a small minority seeing huge gains or being 

completely confused.⁴ What’s clear is that most organizations 

aren’t standing still: 68% of companies are actively adjusting their 

SEO strategy in response to AI-driven search changes. SEO teams 

are often leading these initiatives, indicating an 

industry-wide move to adapt content strategies for the new 

AI-informed ranking factors. 

Sites with original, comprehensive, and user-centric content have an edge.

OVER HALF
of marketers are 

cautiously optimistic
about the current 

AI Search shift



Key Organic Strategies

Create Helpful, Comprehensive Content

Make sure each piece of content provides substantial value – answer common questions, 

include research or examples, and go beyond superficial coverage. Google explicitly 

advises focusing on content “primarily created to benefit people” rather than to trick the 

algorithm. Avoid thin content or pages auto-generated just to rank; such tactics are 

increasingly identified and filtered out by AI. Instead, invest in original research, expert 

insights, and multimedia (images, videos) to enrich your pages. A good test: would 

someone find your content so useful they’d bookmark it or recommend it?  

Leverage AI Tools (Carefully) for SEO

Ironically, while we optimize for AI-driven algorithms, we can also use AI to our advantage 

in execution. Over 44% of SEO tasks (like content creation and keyword research) are now 

automated or assisted by AI tools. Tools powered by machine learning can analyze large 

datasets (e.g., to find content gaps or suggest optimizations) much faster than humans. Use 

them to gain insights – for instance, AI-driven SEO software can predict user intent or audit 

technical SEO issues at scale. However, human oversight is essential: any AI-generated 

content should be reviewed for accuracy, originality, and alignment with your brand voice. 

The goal is to enhance human creativity and expertise, not replace it. Google has stated 

it’s the quality of content – not whether a human or AI wrote it – that matters; unhelpful 

auto-generated text will harm your rankings, while useful content (even if AI-assisted) can 

do well. 

Monitor Algorithm Updates & Adapt: 

The SEO playing field can shift with each Google update. Establish a process to watch for 

Google’s confirmed updates (via sources like Google Search Central or reputable SEO 

news sites) and assess impacts on your organic traffic. For example, if a Core Update drops 

your rankings on certain pages, conduct a content audit there – perhaps the content needs 

refreshing or competitors are providing something more valuable. Similarly, when Google 

rolled out the Helpful Content Update, many sites had to purge low-value pages and 

improve content depth. Staying agile in response to updates – and ideally anticipating 

them by following Google’s quality guidelines – will keep you ahead. It’s also wise to 

benchmark against competitors: track competitor content that outranks yours and learn 

why (Do they have more recent info? More authoritative backlinks? A better user experi-

ence?). This competitive intelligence can inform your ongoing SEO strategy adjustments. 



Content Quality & Ethics

Throughout organic optimization, maintain a transparent and user-centric approach. 

Google’s documentation clearly advises against tactics that prioritize search engine 

rankings at the expense of user experience. That means no hidden tricks (cloaking, sneaky 

redirects), no plagiarism or outright copying content, and being careful with 

AI-generated text to ensure it’s accurate. In this AI era, trustworthiness is a competitive 

advantage. Not only will ethical, high-quality SEO keep you in Google’s good graces, it will 

also build positive brand reputation with users – which, in turn, creates the kind of 

engagement signals that algorithms reward. 

Multi-Platform SEO Mindset

“SEO” is no longer just about Google’s traditional blue links. With nearly 45% of adapting 

marketers pursuing multi-platform strategies (like optimizing for Google’s AI snippets and 

ChatGPT or other AI search engines), it’s prudent to consider where else your presence 

matters. Ensure your content is optimized not only for Google, but also consider Bing 

(which now has an AI chatbot answer system), and even newer platforms that use 

generative AI. This might involve structuring your FAQs and documentation so they’re 

easily digestible by an AI agent answering questions, or providing data to platforms that 

feed these AI systems. By broadening your search optimization beyond one engine, you 

hedge against sudden changes and capture traffic from multiple sources.  

Enhance Authority and Trust

In an era of misinformation, Google’s algorithms (with AI) put extra weight on authority and 

trust signals. Cultivate these by: 

	 - Earning high-quality backlinks from reputable sites in your industry. 

	 - Showcasing author credentials (bios highlighting expertise) on content. 

	 - Keeping content updated – especially on topics where information changes over

                time. 

	 - Encouraging brand mentions and reviews, as positive reputational signals off-site

	   can indirectly boost your authority. 

Competitors are also doubling down on authority – for instance, many companies are now 

relying on their SEO and content teams to lead AI-era strategy, but without support from 

PR/communications or leadership, even strong SEO teams can hit a ceiling. A holistic effort 

helps: combine great content with PR (to get authoritative mentions) and social media (to 

amplify trustworthy content).  

Key Organic Strategies



To stay competitive, shift from generic content to 
AI-friendly, experience-based insights.

Key Challenges

01 - Significant declines in organic traffic (18% to 70%) due to AI Overviews (AIOs) occupying top

   SERP positions. 

- Informational content is often summarized by AIOs, reducing the need for users to click

  through. 

- Brand mentions are becoming increasingly important for relevancy and ranking in AI-driven

  summaries, as search engines prioritize authoritative sources.

- Traditional SEO tactics are less effective; content must now be AI-friendly and user-engaging. 

Strategic Responses 

02 - Shift from generic informational content to unique, experience-based, and in-depth insights. 

- Prioritize E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness) in content

  creation. 

- Secure relevant brand mentions across high-authority platforms to strengthen content 

  trustworthiness, signaling relevance and increasing visibility in AI-powered summaries

- Develop ‘AI-resistant’ content such as case studies, original research, and interactive tools. 

- Structure content for AI summarization using concise paragraphs, bullet points, and direct

   answers. 

- Optimize for long-tail and question-based queries to capture high-intent traffic. 

- Implement semantic SEO by building topical authority and using natural language patterns.

- Aggressively pursue PR opportunities to secure relevant brand mentions and backlinks,

  boosting authority and trust.

Consolidated Summary: Organic Search 
Strategy in the AI Era 



Technical SEO & Optimization 

03 - Ensure pages are indexable and meet standard technical SEO requirements. 

- Use schema markup to help AI understand page content. 

- Improve mobile optimization, page speed, and internal linking. 

- Maintain structured content with clear headings and short paragraphs. 

Consolidated Summary: Organic Search 
Strategy in the AI Era 

Algorithm Trends & Adaptation

04 - Google uses multiple algorithms including core updates, AI models (BERT, RankBrain), and

   spam detection. 

- Emphasis on content quality and E-E-A-T, especially for YMYL topics. 

- Monitor algorithm updates and adapt content strategies accordingly.

Recommendations

05 - Create layered content: concise summaries for AI and in-depth sections for users. 

- Use AI tools for SEO tasks with human oversight to ensure quality and originality. 

- Benchmark against competitors and continuously optimize based on performance data. 

- Expand SEO strategy to include multiple platforms and AI-driven search engines. 

- Pursue high-authority brand mentions to establish trust and relevance

- Uphold ethical content practices to build trust and long-term visibility.



Paid Search Strategy

Combating Rising CPCs



Paid Search Strategy: Combating 
Rising CPCs 

The integration of AI Overviews into Google Search has introduced noticeable shifts in key metrics for paid 

search campaigns. While paid search performance has been “mostly sheltered” from the impact on organic 

search traffic for highly commercial queries, generic upper-funnel terms are experiencing impacts. Early reports 

and advertiser observations from beta testers suggest a decrease in impressions and a decline in Click-Through 

Rates (CTRs). This is primarily because AI Overviews reduce the number of traditional organic and paid links 

visible above the fold, and users may find their answers within the AI summary, negating the need to click on ads. 

For example, studies indicate that when an AIO is present, the average paid CTR can drop significantly. 

A critical consequence of this reduced ad inventory and user behavior shift is the rising Cost-Per-Click (CPC). I

ncreased competition for fewer ad slots drives up bidding activity and costs. While conversion rates may be 

mixed – potentially lower in volume but higher in quality due to deeper context matching – the overall 

landscape for paid search is becoming more competitive and nuanced. Ads in AIOs are contextually placed just 

above or within the AI-generated summary and are marked as “Sponsored,” appearing more integrated than 

standard search results. Google appears to favor brand-aligned content in these AI panels, meaning well-known 

brands may see more stable impressions, while non-branded generic keywords may suffer from fiercer 

competition and unpredictable ROI. 

To combat rising CPCs and adapt to the AI Overview era, advertisers must strategically optimize their bidding 

approaches. Leveraging Google’s Smart Bidding strategies is crucial, as these use Google AI to optimize for 

conversions or conversion value in real-time at the individual auction level. Smart Bidding evaluates billions of 

combinations of signals, including search query, device, browser, language, and time of day, to tailor bids 

effectively. Recommended strategies include Target CPA (Cost-Per-Acquisition), Target ROAS (Return On Ad 

Spend), Maximize Conversions, and Maximize Conversion Value. Over 80% of Google advertisers are already 

utilizing automated bidding, and those switching to Target ROAS from Target CPA have observed an average 14% 

increase in conversion value at a similar return on ad spend. 

The focus should shift towards conversion-based goals rather than solely preserving impression share on 

keywords and queries likely to trigger AIOs. If an AIO is present, it may not be strategic to bid aggressively on 

that search, as the click might not have been high-value (e.g., a user seeking only a definition). Advertisers need 

to monitor and optimize their bidding and budget strategies, adjusting them according to user behavior and the 

increased competition in the space. This approach ensures that ad spend is directed towards higher-quality 

traffic that is more likely to convert. 

Impact on Paid Search Performance  

Optimizing Bidding Strategies 



Google Ads Quality Score is a critical diagnostic tool that directly influences ad performance and Cost-Per-Click 

(CPC). A higher Quality Score signals to Google that an ad is relevant, engaging, and provides a positive user 

experience, leading to better ad placements and potentially lower costs. Quality Score is measured on a 

scale of 1-10 at the keyword level and is based on three core components: Expected Click-Through Rate (CTR), 

Ad Relevance, and Landing Page Experience. Each component is evaluated as “Above average,” “Average,” or 

“Below average” compared to other advertisers for the same keyword. 

To improve Quality Score and mitigate rising CPCs, advertisers should focus on: 

Enhancing Ad Quality Score   

Improving these components enhances ad 
performance, lowers costs, and boosts ROI.

Expected CTR: Craft compelling and highly relevant ad copy that encourages clicks. Test

 multiple ad variations (e.g., responsive search ads) to identify those that resonate best with the 

audience. 

Ad Relevance: Ensure ad copy closely matches the intent behind a user’s search. This 

involves thorough keyword research, including the identification and use of long-tail keywords, 

and the creation of negative keyword lists to exclude irrelevant searches. 

Landing Page Experience: Ensure landing pages are relevant and useful to users who click 

the ad. This includes optimizing page content for clarity, providing a great page experience, and 

ensuring fast load times and mobile-friendliness.





Paid Search Strategy: Combating 
Rising CPCs 

The shift in search behavior due to AI Overviews necessitates an adaptation of keyword and targeting strategies. 

While generic upper-funnel informational terms are increasingly being satisfied by AIOs, high-intent 

commercial queries still drive meaningful traffic. Therefore, prioritizing branded keywords is a key strategy, with 

some marketers increasing brand budgets by up to 20% to maintain visibility and prevent competitors from 

hijacking customer journeys. Brand recognition is becoming a VIP pass in the AI era, as Google tends to pull from 

authoritative sources. 

For non-branded terms, utilizing AI-powered targeting solutions is crucial. We recommend broad match on 

Search, Performance Max campaigns, AI Max for Search Campaigns, or Dynamic Search Ads to match 

relevant ads, as these technologies can better understand user intent based on both the query and the content 

of the AI Overview. These solutions enable comprehensive keyword coverage for new and varied searches that 

AIOs might trigger. Focusing on long-tail keywords, which are more specific and often have lower competition, 

can also help reduce CPCs and attract higher-quality clicks. Advertisers should leverage both phrase and 

exact match nonbrand keywords, coupled with Performance Max campaigns, AI Max for Search Campaigns, and 

Dynamic Search Ads to match users’ ever-changing search queries to ads. Advertisers should audit their existing 

campaigns, optimize them according to best practices, and check conversion tracking, product feeds, and  

audience targeting.

In an environment where ads may appear within conversational AI answers, optimizing ad copy and creatives 

for contextual relevance is paramount. Ad copy needs to be compelling and highly relevant to capture attention 

away from the AI-generated conversation. This means crafting more conversational ad copy that aligns with the 

informational tone and keywords of the AI Overview summaries. 

Google’s AI can assist in enhanced creative optimization, selecting headlines, images, and copy most likely to 

perform well within the context of AIO summaries. Advertisers should leverage responsive search ads with 

multiple headlines and descriptions to maximize relevance and allow AI to optimize asset groups through 

real-time testing and adaptation. Additionally, utilizing all relevant ad extensions, such as callout extensions, 

sitelink extensions, and price extensions, can enhance ad visibility and provide more information to users, 

improving overall ad performance. 

Adapting Keyword and Targeting Strategies  

Optimizing Ad Copy and Creatives



Optimizing Paid Search (Google Ads) 
in the AI Era 

The Challenge: Rising CPCs and Changing Ad Dynamics 

Paid search (AdWords/Google Ads) is facing rising costs and stiffening competition, partly as a consequence of 

the same AI-driven evolution. Advertisers are grappling with higher CPCs (costs-per-click) and shifts in how 

campaigns perform. In this section, we outline what’s driving up CPCs and how to adjust your paid search 

strategy to maintain profitability and growth.  

If you’ve noticed your Google Ads becoming more expensive, you’re not alone. Across industries, the cost to 

advertise on search is climbing. In early 2024, the average CPC in Google search ads was $4.66, up from $4.22 

the year prior (a ~10% increase). In fact, 86% of industries saw CPCs rise between 2023 and 2024 (with some 

sectors like Real Estate and Sports seeing 25–35% spikes year-over-year). This follows a trend—over the past five 

years, typical advertisers (e.g., in retail) have experienced CPC increases on the order of 40–50% cumulatively.  

Several factors are contributing to these rising costs: 
 

Increased Competition

More businesses continue to invest in search advertising, bidding on the same keywords. Even as overall search 

ad spend grew 17% YoY in Q1 2024, click volumes rose only ~4%, meaning more money is chasing a limited 

number of clicks. This supply-demand imbalance drives prices up. As one analysis noted, we’re seeing 

“competition continue to increase” across search channels. Highly lucrative verticals (like legal services or home 

improvement) naturally command higher CPCs — e.g., legal keywords averaged ~$8.94 per click in 2024 — but 

even traditionally lower-cost areas are trending up. 

Google’s Changes in Ad Serving
Google has made behind-the-scenes adjustments that effectively raise CPCs. For instance, court testimony in a 

recent antitrust trial revealed that Google sometimes promotes lower-ranked ads to higher positions if the top ad 

can’t serve, but charges the lower-ranked advertiser a higher price for that premium spot. They have also quietly 

raised minimum bid thresholds (reserve prices) in auctions, meaning advertisers must pay more to even enter 

certain ad positions. These practices, aimed at meeting Google’s revenue targets, can inflate CPC rates across 

the board without advertisers immediately realizing why costs are rising. 



The takeaway is clear: paid search in 2024–2025 is a costlier battleground. 
Higher CPCs with slower growth in clicks mean advertisers are paying more for less 

traffic. This makes efficiency critical – every click needs to count, and 
wasteful spend must be minimized. It also calls for smarter strategies, often 

leveraging AI-driven tools that Google provides to help manage campaigns. 

Broad Match & Evolving Keyword Rules

Economic Factors

Google’s AI is also changing how keyword matching works. In recent years, Google has moved toward 

intent-based matching — for example, making broad match more prevalent and effective at interpreting user 

searches. By 2023, Google even made broad match the default for new keywords. While this can increase 

reach, it may also match ads to less strictly relevant queries, leading advertisers to pay for clicks that are less 

likely to convert. It effectively casts a wider net that can drive up click volume (and cost) on lower-intent 

searches. If not managed closely, this can drag down ROI and force higher bids on truly valuable keywords due 

to increased noise in the auctions. 

External economic conditions (like general inflation) have also played a role. The cost of doing business has

risen, and ad costs have followed. 2023’s high inflation meant many industries had to raise bids just to 

maintain visibility, contributing to an average 10% CPC jump in 2024 vs the prior year. Even as inflation

stabilizes, those ad prices don’t necessarily fall back down. 

Lower Organic Clicks = Higher Ad Competition

AI answers in search (like the SGE summaries) mean some users find what they need without clicking any 

result. Some users are also now starting product searches on platforms like ChatGPT or other AI assistants. 

Fewer clicks on both organic and paid standard results can reduce Google’s available ad impressions. 

Paradoxically, advertisers then compete harder for what’s left. An industry analysis posits that as users try 

AI-driven search tools (which might integrate ads in new ways), the volume of traditional Google searches 

could dip, making Google Ads slots more scarce and thus more expensive. In other words, when advertising 

space becomes limited while demand grows, prices surge. 



Strategies to Combat Rising 
CPCs and Improve ROI 
Despite rising costs, there are robust strategies to ensure your paid search campaigns stay profitable and 

competitive. The focus should be on improving relevance and conversion rates (so your cost per conversion 

stays acceptable), using automation wisely, and differentiating your approach where competitors are throwing 

money blindly. 

In an era of rising costs, staying competitive in paid 
search requires a strategic focus. 



Quality Score is an indicator of your ad relevance and quality, and it heavily influences your ad rank and CPC. 

A higher Quality Score can significantly lower the cost you pay per click – well-targeted, click-worthy ads are 

rewarded with discounts.

To improve it:

Optimize Quality Score to Lower Costs
Strategy 01

Ad Relevance

Expected CTR

Landing Page Experience

Tighten your keyword-to-ad alignment. Ensure each ad group’s ads closely 

reflect the keywords in that group. Include the keyword (or synonyms) in the ad 

headlines and text naturally. If you’re targeting “AI marketing strategy,” your ad 

might say “Improve Your AI Marketing Strategy – Tips & Tools,” which signals 

high relevance. 

Write compelling ad copy that entices clicks. Highlight unique benefits or offers 

to differentiate from competitors’ ads, and use strong calls-to-action. 

Continuously A/B test ad variants to improve CTR. Even small CTR gains can 

boost Quality Score. 

Make sure the page you send traffic to delivers what the ad promises and loads 

fast. The content should be highly relevant to the ad (e.g., if the ad is about “AI 

for SEO guide,” the landing page should indeed be a guide about AI for SEO, 

not a generic homepage). Improve page speed, mobile friendliness, and overall 

UX. A seamless, relevant landing page not only helps Quality Score,¹⁰ but it also 

converts better – which means you get more value from each click you pay for.  

By diligently working on Quality Score, you’re essentially “earning” a discount on CPC. For example, an ad with 

maximum relevance and a great landing page might rank above a competitor while paying 20-30% less per click 

due to Quality Score advantages.⁸ This is one of the most powerful levers to combat rising CPC: make your ads 

and pages so good that Google prefers them – you’ll outrank competitors who simply bid high, and you’ll pay 

less for the privilege. 



In an era of broad match and expansive AI matching, tight control on where your ads appear can save thousands 

of dollars. Start by reviewing your search query reports to see what user searches are triggering your ads. Add 

negative keywords aggressively to filter out irrelevant or low-intent queries that aren’t converting. For instance, if 

you sell B2B software, you might add negatives for “free” or “tutorial” if those indicate searchers not ready to buy. 

Use phrase or exact match for your most valuable keywords to guarantee your ads only show on closely related 

terms, especially if broad match is overspending on tangents. Geo-targeting is also key: if you only serve certain 

regions or find certain locations unprofitable, adjust your location targets or bid modifiers accordingly to eliminate 

or reduce spend where it’s not effective. 

Consider long-tail keywords and more specific keyword themes. Often, the highest CPCs are on short, generic 

terms (e.g., “insurance,” “CRM software”) which attract heavy competition. Long-tail searches (e.g., “AI CRM 

software for small law firms”) may have lower volume but also lower CPC and higher conversion intent. 

Expanding your keyword list to cover these can improve your cost per conversion. Modern AI tools can assist by 

suggesting semantically related long-tail terms that your competitors might overlook. 

Additionally, audience targeting can be layered onto search campaigns. Utilize features like in-market audiences 

or customer match to bid higher on users more likely to convert, and lower on those less likely. For example, if 

your analytics show that returning visitors convert better, use RLSA (retargeting lists for search ads) to adjust bids 

for past site visitors. By focusing spend on the most relevant audiences and searches, you reduce money wasted 

on clicks that were unlikely to turn into business, offsetting the impact of higher CPC on average. 

Refine Keyword and Targeting Strategy (Cut Waste)
Strategy 02

Effectively managing ad spend by using negative keywords, geo-

targeting, and long-tail keywords can drastically reduce waste, 

ensuring your campaigns focus on high-converting, relevant traffic. 



Google Ads offers a suite of AI-driven bidding strategies (Target CPA, Target ROAS, Maximize Conversions, etc.) 

that use machine learning to adjust bids in real time for each auction. These Smart Bidding strategies can be 

very effective at optimizing for the outcomes you care about, often improving conversion rates or ROI enough 

to counter higher CPCs. For instance, if rising CPCs are hurting your cost-per-acquisition, using a Target CPA bid 

strategy tells Google’s AI to find as many conversions as possible at or below your desired cost per conversion. 

Similarly, Target ROAS can help ensure you’re only paying for clicks likely to yield your target return on ad spend. 

Google’s algorithms will bid more on users deemed likely to convert (based on a plethora of signals like their 

device, time of day, past search behavior) and bid less when the odds aren’t good. This granularity is impossible 

to achieve manually.  

However, it’s important to monitor and provide enough data for these strategies. They work best when your 

campaign has a solid conversion history. If you have low conversion volumes, consider broadening your targeting 

slightly or using portfolio bid strategies that aggregate data across campaigns. Also, set reasonable targets – 

e.g., don’t set a Target CPA drastically lower than ever achieved, or the strategy may throttle too much. One new 

option is Target CPC (recently being tested in some campaign types), where you cap your desired average CPC 

and let Google maximize clicks within that. This can be useful if controlling cost per click is a priority, though it’s 

more about managing traffic volume than ensuring conversions. As always, keep an eye on results: if Smart 

Bidding isn’t meeting expectations, be ready to tweak targets or temporarily revert to manual bidding for fine-tuning. 

Smart Bidding and Automation (Use AI to Fight AI)
Strategy 03



In 2025, winning in paid search often means casting a wider net strategically. If you’ve relied solely on standard 

Search text ads, it may be time to incorporate Performance Max, Shopping, Display, and other campaign types 

into your strategy – in a coordinated way. A recent strategy insight suggests running 3-5 different campaign 

types in parallel to effectively cover the customer journey and find pockets of efficient growth.

The overarching principle is diversification with clear purpose for each channel. By spreading your budget across 

multiple campaign types, you can capitalize on the strengths of each and mitigate the risk of any one channel’s 

CPC spikes. Competitors might still be throwing most of their budget just into basic search ads; by contrast, you’ll 

be reaching the audience in multiple formats (text, shopping images, video) and at different funnel stages. This 

holistic approach can boost overall conversions without linearly increasing CPC on any single campaign. 

Diversify Campaign Types and Channels
Strategy 04

For example:
Search & Shopping as Primary campaigns

Microsoft Ads or Other Platforms

Performance Max and Discovery/Display as Secondary campaigns

Video (YouTube) campaigns

These capture high-intent users (people actively searching for your product or service). Max these out first – they 

often have the highest conversion rates. Monitor at what point spending more yields diminishing returns (e.g., if 

raising budget 10% increases conversions only 5% but costs 15% more, your efficiency is dropping). 

Don’t forget, Google isn’t the only search engine. Microsoft Advertising (Bing) typically has lower CPCs and can 

be an effective way to capture additional search volume at a discount. It might not have Google’s scale, but the 

ROI can be attractive. Similarly, if appropriate, consider Amazon Ads (for product companies) or even emerging 

search channels.

Once Search/Shopping reach a plateau or become too costly to scale further, add campaigns like Performance 

Max (which uses AI to find conversions across Search, Display, YouTube, etc.) and Discovery/Display remarketing 

to expand reach cheaply. These can find additional conversions at a lower CPC, albeit usually lower intent. The 

key is to avoid overlap – ensure these campaigns exclude audiences/keywords that your primary search cam-

paigns cover, so you’re not cannibalizing or competing against yourself. For example, set Performance Max to 

acquire new customers and exclude your brand keywords if your Search campaign handles those. 

Use these to build brand awareness or nurture prospects with educational content. They often have low cost per 

view and can drive users into your search funnels later. 



In a competitive ad auction, better ads get higher engagement, which improves your CTR and Quality Score, 

indirectly lowering CPC.

Improve Ad Creatives and Extensions
Strategy 05

Take full advantage of all available ad formats: 

Use all relevant ad extensions (sitelinks, callouts, structured snippets, call or location exten-

sions if applicable). These make your ad larger and more informative, attracting more clicks. 

Google often favors ads with richer extensions, and users find them more credible and useful.

Embrace new features like responsive search ads and even generative AI for ads. Google’s AI 

can now help generate asset suggestions (like additional headlines/images) in Performance 

Max campaigns. While you shouldn’t rely on it blindly, it can provide creative variations to 

test. Ensure your ads cover a variety of messaging angles that might resonate with different 

segments of your audience (value, quality, urgency, etc.). Continual testing of messaging is key 

– let the AI mix-and-match in RSAs to optimize combinations. 

Focus on differentiation. Analyze competitors’ ad copies (Google a few of your keywords and 

see what others are saying). Then craft messaging that stands out. If everyone offers “free 

demo,” perhaps you highlight “Trusted by 5000+ clients” or an award or a unique feature. A 

standout ad can earn the click even if you’re not the top position. 

01

02

03

By continually refining your ad creatives, utilizing all available ad 
extensions, and testing varied messaging, you can increase 

engagement, improve your Quality Score, and ultimately drive 
more cost-effective results in a competitive ad landscape.



Use data to your advantage relentlessly. Set up proper conversion tracking (including offline conversions if your 

sales happen outside of the website). This allows you to measure true ROI of ads. Analyze which keywords and 

ads drive not just clicks, but sales or leads – and funnel budget toward them. Conversely, pause or fix elements 

that underperform. Utilize GA4 to observe user behavior after the click: high bounce rates or short time-on-site 

from certain keywords might signal poor landing page relevance or wrong audience targeting. Adjust 

accordingly. Consider implementing a marketing analytics dashboard to merge cost data and revenue data, so 

you can calculate metrics like cost per acquisition or ROAS easily for each campaign. Regularly benchmarking 

your own performance metrics against industry averages can provide context – for example, if your conversion 

rate is 3% but the industry average is 5%, there’s room to improve website or offer. Armed with data, conduct 

experiments: try new bid strategies, landing pages, or audience segmentations in a controlled way (Google’s 

draft campaigns or Experiments feature can be useful). The advertisers who thrive are those who iterate 

constantly – even small 5-10% improvements across click-through, conversion rate, and other metrics compound 

to huge gains that offset big CPC jumps. 

Data Analytics & Continuous Optimization
Strategy 06



Given the high CPC climate, it’s more important than ever to allocate budgets strategically. Identify your high-ROI 

campaigns or keywords and ensure they are funded to capture all available profitable traffic. Meanwhile, trim 

spend on low-performing areas – there is no sense paying inflated CPCs for keywords that aren’t converting. 

Implement bid adjustments based on device performance (e.g., if mobile converts poorly for you, bid down on 

mobile) or time-of-day/day-of-week (e.g., if leads from weekends are low quality, lower those bids). Essentially, 

concentrate your investment where you get the best return, even if it means showing up less often on expensive 

terms that don’t pay off. Some competitors may be content to burn budget broadly; your edge will come from 

precision and efficiency. 

Budget Allocation and Bid Adjustments
Strategy 07

Amid high CPCs, strategic budget allocation is crucial—focus on high-ROI 
campaigns, optimize bids based on performance, and invest where you’ll 
see the best return for efficiency and precision.

Insight



Focus on conversion-based goals, leverage smart bidding, 
and optimize ad strategies with AI-driven targeting for 
better efficiency and relevance.

Key Challenges

01 - Rising Cost-Per-Click (CPC) due to reduced ad inventory and increased competition. 

- Declining Click-Through Rates (CTR) from AI Overviews reducing visibility of traditional ads. 

- Shifts in user behavior and Google’s ad serving practices increasing ad costs. 

- Broad match and AI-driven keyword matching leading to less relevant clicks. 

- Economic factors and inflation contributing to higher advertising costs. 

Strategic Responses 

02 - Leverage Smart Bidding strategies (Target CPA, Target ROAS, Maximize Conversions/Value). 

- Focus on conversion-based goals rather than impression share. 

- Improve Quality Score by optimizing CTR, ad relevance, and landing page experience. 

- Adapt keyword strategy: prioritize branded and long-tail keywords, use negative keywords. 

- Use AI-powered targeting (Performance Max, Dynamic Search Ads) for better intent 

  matching. 

- Optimize ad copy and creatives for contextual relevance and engagement. 

- Diversify campaign types (Search, Shopping, Performance Max, Display, Video). 

- Use Microsoft Ads and other platforms to reduce CPC and expand reach.  

Recommendations 

03 - Continuously monitor and optimize campaigns using analytics and conversion tracking. 

- Improve ad creatives with responsive search ads and ad extensions. 

- Allocate budget strategically to high-ROI campaigns and adjust bids by device/time. 

- Use data-driven experimentation to refine bidding, targeting, and messaging. 

- Focus on differentiation in ad messaging to stand out in competitive auctions. 

Consolidated Summary: Paid Search 
Strategy in the AI Era 



Integrated Search Strategy

Synergy Between Organic and Paid



Integrated Search Strategy: Synergy 
Between Organic and Paid

Use data to your advantage relentlessly. Set up proper conversion tracking (including offline conversions if your 

sales happen outside of the website). This allows you to measure true ROI of ads. Analyze which keywords and 

ads drive not just clicks, but sales or leads – and funnel budget toward them. Conversely, pause or fix elements 

that underperform. Utilize GA4 to observe user behavior after the click: high bounce rates or short time-on-site 

from certain keywords might signal poor landing page relevance or wrong audience targeting. Adjust 

accordingly. Consider implementing a marketing analytics dashboard to merge cost data and revenue data, so 

you can calculate metrics like cost per acquisition or ROAS easily for each campaign. Regularly benchmarking 

your own performance metrics against industry averages can provide context – for example, if your conversion 

rate is 3% but the industry average is 5%, there’s room to improve website or offer. Armed with data, conduct ex-

periments: try new bid strategies, landing pages, or audience segmentations in a controlled way (Google’s draft 

campaigns or Experiments feature can be useful). The advertisers who thrive are those who iterate constantly 

– even small 5-10% improvements across click-through, conversion rate, and other metrics compound to huge 

gains that offset big CPC jumps. 

Conversely, organic search insights can significantly refine paid ad copy and targeting. Analysis of top-

performing organic content, particularly pages that are frequently cited in AI Overviews or generate high 

engagement despite the “zero-click” trend, can reveal the most effective messaging, tone, and information 

structure that resonates with users. This understanding of user preferences and the language that best answers 

their queries can be directly applied to crafting more compelling and contextually relevant paid ad copy. For 

example, if organic content on a specific “how-to” topic consistently draws high-quality traffic, the key phrases, 

benefits, and direct answers from that content can be incorporated into paid ads to improve ad relevance and 

expected CTR. Furthermore, insights from organic keyword performance, especially for long-tail or 

conversational queries that AI Overviews favor, can help refine paid keyword strategies, ensuring ads appear 

for the most relevant and high-intent searches. A/B testing ad copy informed by organic learnings can lead to 

improved ad performance and more efficient ad spend. 

In the evolving search landscape dominated by AI Overviews, a siloed approach to organic and paid search is no 

longer sufficient. A synergistic strategy, where insights from one channel inform and enhance the other, is critical 

for maximizing overall search visibility and conversion efficiency. 

Leveraging insights from paid search data to inform organic content strategy

Using organic insights to refine paid ad copy and targeting 



Integrated Search Strategy: Synergy 
Between Organic and Paid

Relying solely on Google Search for traffic has never been a fully sound growth strategy, and the advent of AI 

Overviews reinforces the critical need for diversification. As AI Overviews continue to expand and potentially 

reduce direct website clicks, businesses must actively build direct relationships with their audience across 

multiple channels. This includes investing in email marketing, social media marketing, and other digital 

advertising channels such as Display, Video, and Demand Gen campaigns. Leveraging video content, 

particularly on platforms like YouTube, is increasingly important, as it is harder for AI to fully summarize and is 

prioritized by social media platforms. Optimizing Google Business Profile and local listings for local SEO also 

remains crucial, as AI Overviews are unlikely to replace the need for localized services. By diversifying traffic 

sources, businesses can mitigate the risks associated with an evolving search landscape and ensure continued 

brand visibility and customer engagement, even as traditional search dynamics shift. 

The search landscape, influenced by Google’s rapid AI advancements, is in a state of continuous flux. Therefore, 

continuous monitoring, testing, and adaptation are not merely best practices but fundamental requirements for 

survival and growth. Marketers must actively track how AI Overviews appear for their target keywords, analyze 

which content is featured, and observe competitor strategies. This includes utilizing tools like Google Search 

Console to track content appearance in AI features, GA4 for conversion and time-on-site metrics, and third-party 

platforms for deeper SERP analysis and competitive intelligence. Real-time testing of ad copy, bidding strategies, 

and content formats is essential to identify what resonates with users in the new AI-driven environment. The 

ability to adapt quickly to algorithm updates and user behavior shifts will be the defining factor for long-term 

success in this evolving search ecosystem. 

Diversifying traffic sources beyond Google Search

The critical importance of continuous monitoring, testing, and adaptation 

To stay competitive in the evolving search landscape, businesses must 
diversify beyond Google Search, leveraging email, social media, and 
video content, while continuously adapting to AI-driven changes.



Competitive Landscape and Benchmarks 
Understanding what competitors are doing – and how to measure success – is a vital component of this strategy. 

In the current environment, companies that adapt quickly to AI-driven changes are pulling ahead, while those 

sticking to old playbooks risk falling behind. Below, we highlight how organizations are shifting their SEO/SEM 

approaches and key benchmarks to gauge performance. 

Industry adoption of AI in search marketing: As noted earlier, a recent BrightEdge survey found 68% of organi-

zations are actively changing their search strategies due to AI, with SEO and digital marketing teams leading the 

charge in 54% of companies. This means your competitors are likely making moves such as: integrating AI tools 

into content creation, retraining their teams on new SEO best practices, and experimenting with multi-platform 

optimizations (e.g., trying to get their content featured in Bing Chat or other AI answers). About 45% of those 

adapting are pursuing multi-platform SEO, not relying on Google alone. If you have been “waiting and seeing,” be 

aware that over half of your peers are already in motion – the window for early adoption advantages is closing. 

It’s important to foster cross-team collaboration (SEO, content, IT, PR) when implementing these changes, as 

companies report that siloed efforts can bottleneck progress. 

On the paid side, the theme is “do more with less.” Tight budgets due to rising CPCs have pushed many 

advertisers to sharpen their focus. Competitors big and small are leveraging automation – almost all significant 

advertisers use some form of Google’s Smart Bidding now, for example. A telling statistic: the usage of 

Performance Max campaigns among retail advertisers climbed to 89% in Q1 2024 (up from 82% a year prior), 

indicating broad adoption of Google’s AI-driven campaign type to maximize reach. If your competitors are using 

these tools, you may need to as well just to keep up (while finding ways to use them better). Additionally, 

competitors are analyzing industry benchmarks to gauge success. Let’s talk about some critical benchmarks.

Key Benchmarks for Success: 

CTR measures how often people who see your ad (or organic listing) click it. A higher CTR generally i

ndicates your messaging or metadata is appealing for that query. In Google Ads, the average CTR across 

industries in 2025 is about 3.17% for search but it varies (e.g., ads in the automotive space average 4% 

CTR while ads in the B2B space only average 2.4%). For organic, CTR will depend on your ranking po-

sition; position 1 might get ~30% CTR, while position 5 might get <5%. Benchmark against yourself and 

competitors: use tools like Google Search Console to see your organic CTR per query and improve titles/

meta descriptions if they lag. In paid, compare your CTR to industry average for your vertical – if you’re 

below average, your ad copy or targeting might need improvement.  

Click-Through Rate (CTR)



Key Benchmarks for Success: 

Know the average CPC in your industry (from sources like WordStream benchmarks or Google’s own 

reports). For example, if you are in “Business Services,” the avg CPC is $5.37.⁶ If you’re paying 

significantly more, scrutinize why (Are you in particularly competitive auctions? Is your Quality Score low?). 

Track your CPC trend over time – aim to keep it stable or declining via optimizations, even if market rates rise. 

This is the percentage of clicks that convert (purchase, sign-up, etc.). It’s a crucial metric for both SEO 

and PPC. Industry average conversion rates on search ads might range from ~2-5% depending on the 

sector; WordStream’s data show some industries average as low as 3% and some niche areas much

 higher. Improving CVR is often the best way to offset higher CPC – if you double your conversion rate, 

you can afford nearly double the CPC and still break even. Always be testing landing pages, offers, and 

forms for better conversion. 

For paid campaigns, these bottom-line metrics matter most. CPA is how much you spend to get one 

customer or lead; ROAS is revenue divided by ad spend. Define targets for these based on your 

profitability. For instance, if your product margin is $100, you might target CPA <$50 to ensure a healthy 

profit per sale. Compare against industry where possible (some reports might say e.g. average CPA in 

B2B SaaS is $XYZ). Generally, track your CPA/ROAS over time – if CPC is rising, are you able to maintain 

CPA via better conversion? If not, you may need to adjust targeting or bids. 

On the SEO side, monitor your organic traffic from Google (sessions or clicks per month) – is it growing 

relative to overall search trends? Use tools to track your ranking positions for important keywords versus 

competitors. If you see competitors consistently outranking you on high-value queries, investigate their 

content and backlinks. Also, look at share of voice: what percentage of the time does your site appear 

in the top 10 for a set of keyword themes, vs key competitors? Improvement in these visibility metrics 

translates to more traffic. 

Cost Per Click (CPC)

Conversion Rate (CVR)

Cost per Acquisition (CPA) / Return on Ad Spend (ROAS)

Organic Traffic & Keyword Rankings



Google’s algorithms indirectly reward good engagement. Keep an eye on bounce rate, time on page, and 

pages per visit for organic traffic. These can indicate how well your content meets user needs. A very 

high bounce rate might hurt your SEO if it suggests users aren’t satisfied. For paid, similar logic: if users 

click an ad and leave immediately, that’s wasted money and could lower your Quality Score. Compare 

engagement metrics for traffic from different sources; often organic might have higher time-on-site than 

paid if those visitors are earlier in research mode, for example. 

In Google Ads, check your Search Impression Share – the percentage of times your ads showed out of 

total possible impressions. If this is low due to budget, it means competitors might be appearing when 

you are not. You might decide to increase budget or improve Quality Score to capture those missed 

opportunities. Also, Auction Insights can show you which competitors are outranking you or have higher 

impression share on your terms. That intel can guide your strategy (maybe you need to bid higher on 

certain core terms, or differentiate via ad copy if a particular competitor is always on the same queries). 

Engagement Metrics

Budget Share and Impression Share



Conduct a Thorough Audit (Current State Assessment)01
SEO Content Audit

PPC Account Audit

Immediate, next 1-2 weeks

Review your website’s content against Google’s quality standards. Identify pages that 

are thin, outdated, or not user-centric. Plan updates or consolidation for 

underperforming content. Check your site’s Core Web Vitals (speed, stability) and fix 

any performance issues affecting user experience. Ensure important pages are 

mobile-friendly and well-structured.  

Analyze your Google Ads account for inefficiencies. Locate high CPC keywords and 

check if they have acceptable ROI; pause or bid down on any that consistently bleed 

budget. Identify queries that triggered your ads and add negatives for irrelevant 

ones. Review each campaign’s goal and settings – are you using the latest features 

(responsive ads, appropriate bid strategies, etc.)? Also, ensure conversion tracking 

is correctly in place (including offline conversions if applicable) so you have accurate 

data. 

Actionable Recommendations & Next Steps  
As AI continues to reshape the landscape of digital marketing, it’s more important than ever to adopt a 

comprehensive strategy that integrates both SEO and PPC. This section outlines the key steps for enhancing 

your digital performance, from conducting detailed audits of your current assets to optimizing your content for 

AI-driven search results. You’ll learn how to adapt to evolving algorithms, leverage smart bidding strategies, 

strengthen team collaboration, and experiment with innovative approaches that keep you ahead of the 

competition. With continuous monitoring, data-driven decisions, and a focus on user experience, you’ll be 

well-positioned to succeed in the AI-powered future of digital marketing.



Strengthen Team Knowledge & Cross-Team Collaboration

Update SEO Content & Implement AI Tools

02

03

Educate Your Team

Enhance Priority Content for User Intent

Foster Collaboration Between Teams

Optimize with Schema Markup

Leverage AI for Content Optimization

Immediate and ongoing

next 1-3 months

Share the insights from this report with your marketing team. Educate content writers about 

how Google’s AI evaluates content so they write with depth and authenticity. Train the PPC 

team on the importance of Quality Score and the use of Smart Bidding tools. If needed, bring 

in an SEO expert to run a workshop on E-E-A-T content creation, or a Google Ads specialist 

to refine bidding strategies.  

Rewrite or expand key pages to ensure they comprehensively answer user intents. Add 

sections for common user questions (perhaps gleaned from People Also Ask boxes or your 

own search query data). Incorporate relevant images, videos, or infographics to enrich the 

content – remember MUM can leverage multiple content types, and users appreciate visual 

aids. Wherever appropriate, add authoritative references or external citations to support facts 

(this can bolster trust).  

Set up regular touchpoints between your SEO and PPC teams (if they are separate). They 

can share data: for example, the PPC team’s search query reports might reveal new long-tail 

keywords or emerging search queries that the SEO team can create content for. Conversely, 

SEO’s high-ranking content can inform beneficial keywords or messaging for PPC. In the AI 

era, these channels are more entwined than ever – a holistic approach prevents silos from 

wasting opportunities.

Implement schema markup for key content (FAQ schema, HowTo schema, etc.) to increase 

the chances of appearing in rich results or being used in voice/AI answers.  

Experiment with AI writing assistants for content drafts or idea generation. For example, use 

AI to generate an outline based on a given keyword, then have your writer refine and add 

human touch. Use SEO tools with AI capabilities to analyze content gaps – they might 

identify subtopics your competitors cover that you don’t. Also leverage AI for automating 

routine SEO tasks: meta description suggestions, translation of content for international SEO 

if needed, or predictive analytics to see which content updates might yield the biggest traffic 

gains. Monitor results from these content changes – you should start to see improved 

rankings and traffic for updated pages within a few weeks of re-indexing. 



Optimize Google Ads Campaigns & Embrace Automation04
Refine PPC Campaigns for Relevance

Experiment with Smart Bidding Strategies

Diversify Campaign Types for Growth

Enhance Conversion Tracking for Optimization

Next 1-3 months

Apply the changes from your PPC audit. Restructure any messy campaigns into more 

tightly themed ad groups so that ads can be highly relevant. Write new ad copy 

following best practices (include value propositions, keywords, a clear CTA). Set up 

Responsive Search Ads if not already, providing Google with a variety of headlines 

and descriptions to mix and match. 

If you identified campaigns that could benefit from Smart Bidding, set up 

experiments. For example, create a duplicate campaign using Target CPA bidding 

and run it alongside your manual bidding campaign (using anExperiment) to compare 

results over a few weeks. Let Google’s AI learn and then measure if it’s achieving 

better CPA. Gradually roll out successful automation strategies more widely. 

Add at least one new campaign type to diversify: if you haven’t tried Performance Max, 

consider launching a small-budget PMax campaign to see if it can find incremental 

conversions across Google’s channels. Or set up a remarketing campaign on the 

Display network to re-engage past site visitors with banner ads — this can improve 

overall conversion volume by nudging warm prospects, at a low cost per click. 

Tighten conversion tracking and analytics integrations (link Google Ads with GA4, 

import Goals/eCommerce transactions as conversions, etc.). This ensures Smart Bid-

ding algorithms have the best data to optimize against. 

Strategic restructuring, combined with automation and new campaign types, 
allows for smarter bidding and more precise targeting, unlocking opportunities 
for higher conversion rates at a lower cost.

Insight



Monitor, Measure, Iterate 05
SEO Monitoring

PPC Monitoring

Benchmark & Adjust

Ongoing (monthly/quarterly checkpoints)

Track your keyword rankings and organic traffic. If you implemented content changes, 

did the targeted pages move up in rank? Use Google Search Console to see if 

click-through rates improved after rewriting titles/meta descriptions. Also watch for 

new algorithm updates from Google – for instance, if a Core Update rolls out, assess 

its impact on your site’s metrics and read the SEO community’s analysis for any 

pattern that might require action (e.g., certain kinds of content being demoted or 

rewarded). Plan a periodic E-E-A-T review: ensure your site keeps demonstrating 

expertise and authority (update author bios, add new testimonials or cases studies, 

etc. to strengthen trust).  

Keep a close eye on your cost and conversion metrics. Is your overall CPA or ROAS 

improving after the changes? Check budget pacing – are you limited by budget on 

high-performing campaigns (if so, consider reallocating from lower performers)? 

Review search term reports regularly for new negatives or opportunities. Also, 

monitor competitor activity using Auction Insights: if a new competitor starts 

outranking you often, you may need to adjust bids or differentiate your ads further. 

On the flip side, if a competitor drops out, you might gain cheaper clicks – take 

advantage but don’t become complacent.  

Revisit benchmarks we discussed. If industry CPC rose another 5% next quarter, 

did yours hold steady or increase more/less? Continuously compare your KPIs with 

industry averages (many companies publish updated benchmark reports each year). 

If you fall behind on a metric, dig in to find out why and address it. Flexibility is key – 

for example, if despite all optimizations a particular campaign’s CPC remains too high, 

you might decide to pause it for a while and focus efforts elsewhere. It’s better to 

reallocate budget than to insist every battle be won if the economics aren’t there.  



Future-Proofing and Innovation 

Maintain Ethical Standards and User Focus 

06

07

Adapt to Emerging Search Trends

Leverage AI-Driven Ad Innovations

Foster a Culture of Testing and Innovation

Ongoing 

Ongoing (monthly/quarterly checkpoints)

Stay informed about emerging trends like voice search, visual search, and conversational 

AI platforms. As AI continues to evolve, we might see more search queries spoken to 

voice assistants or typed into chatbots. Optimize some content for voice 

(conversational Q&A format, succinct answers) and ensure your local SEO (if relevant) 

is strong, since many voice searches are local in nature.   

As a concluding guideline, ensure that all SEO and PPC efforts keep user experience 

and transparency at the core. Any optimizations that might be considered manipulative 

or that skirt Google’s rules are not sustainable in the long run – Google’s AI will only 

get better at sniffing out anything that doesn’t serve users. It’s encouraging that even 

in this AI era, human-centric best practices prevail: helpful content, relevant ads, and 

respect for the user’s intent and time. By aligning with these principles, you not only 

avoid penalties but actually build a competitive moat through trust and quality.

Watch Google’s updates on AI in ads – features like AI-generated assets in 

Performance Max, automatically created video ads, or new campaign types (Google 

is testing Demand Gen and other formats). Be ready to pilot these if they align with 

your goals. Early adopters often gain an edge (for example, those who embraced 

Google’s automated image and video tools for ads might see better engagement 

while others are still making creatives the old way).  

Build a testing mindset: allocate a small “innovation budget” in both SEO and PPC for 

trying new things. In SEO, that could be experimenting with creating content using a 

new AI tool or adding interactive content to pages. In PPC, that could be trying out 

ads on a new search partner or injecting a new audience segment to see how it 

performs. Many experiments will fail or have neutral results, but occasionally you’ll 

find a tactic that gives you a significant boost, and then you can scale it up.  



The search marketing paradigm will keep evolving – tomorrow’s Google (or its competitors) might integrate AI 

even further, alter ad formats, or introduce entirely new ways for people to find information. Staying agile and 

informed is your best defense. Treat this strategy as a living framework: revisit and revise it as new data and tools 

emerge. In a marketing world increasingly shaped by AI, the advantage goes to those who pair technology with 

human insight most effectively. By optimizing for both organic and paid search in an AI-informed way, with a keen 

eye on quality and user satisfaction, you’ll not only combat rising costs and algorithm changes – you’ll set the 

foundation for sustained growth and a strong competitive edge in the years to come. 

Conclusion: Thriving in the AI Era of Search

Boldly adapt, and you will thrive in the 
AI era of search.
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