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Introduction: The Dawn of a New
Search Era

In 2023, Gartner predicted' that by 2028, brands’ organic search traffic will
decrease by 50% or more due to generative Al-powered search. But
everything is happening faster, and some popular websites already see up to
75% reduction in clicks!

“Googling Is for Old People” noted the Wall Street Journal® in 2024,
claiming that the younger generation relies more on ChatGPT than on
Google. A year later, as of September 2025, ChatGPT website doubled its
popularity receiving almost six billion monthly visitors (equal to the
monthly visits of Bing and Amazon combined!®) and continues to grow.
While Google is still getting more than ten times more visitors and it has
also joined the Al revolution and provides Al-generated summaries for
searches in more than 200 countries and territories®.

The rise of Artificial Intelligence (Al) is a fundamental transformation of
how information is sought, processed, and delivered, and Al integrated with
web search represents a natural evolution.

In this guide, 1 share insights from extensive, continuous analysis and
monitoring of how various Al tools behave, exploring the future of SEO
and GEO (Generative Engine Optimization). We will dive into what
Al-driven search truly means, how it works, its current impact, and most
importantly, how you can adapt your strategies to thrive.

Lhttps://www.gartner.com/en/newsroom/press-releases/2023-12-14-gartner-predi
cts-fifty-percent-of-consumers-will-significantly-limit-their-interactions-with-so
cial-media-by-2025

Zhttps://www.wsj.com/tech/googling-is-for-old-people-thats-a-problem-for-googl
e-5188abed

3 https://www.similarweb.com/website/chatgpt.com
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https://support.google.com/websearch/answer/16011537


https://support.google.com/websearch/answer/16011537#zippy=%2Csupported-countries-territories
https://www.similarweb.com/website/chatgpt.com
https://www.wsj.com/tech/googling-is-for-old-people-thats-a-problem-for-google-5188a6ed
https://www.wsj.com/tech/googling-is-for-old-people-thats-a-problem-for-google-5188a6ed
https://www.gartner.com/en/newsroom/press-releases/2023-12-14-gartner-predicts-fifty-percent-of-consumers-will-significantly-limit-their-interactions-with-social-media-by-2025
https://www.gartner.com/en/newsroom/press-releases/2023-12-14-gartner-predicts-fifty-percent-of-consumers-will-significantly-limit-their-interactions-with-social-media-by-2025
https://www.gartner.com/en/newsroom/press-releases/2023-12-14-gartner-predicts-fifty-percent-of-consumers-will-significantly-limit-their-interactions-with-social-media-by-2025

Please note that this book focuses more on Al-native platforms (ChatGPT,
Claude, Perplexity) than on Al-enhanced traditional search (Google, Bing).

This guide is specifically tailored for digital marketers, content strategists
and SEO specialists who need actionable strategies to adapt swiftly to the
rapidly expanding territory of Al search. This book also distinguishes itself
by focusing not just on the “what” but also on the “why” and “how”,
connecting the underlying AI mechanics directly to actionable SEO
strategies and practical implementation checklists.



Chapter 1: Beyond Keywords -
Understanding the Al Search
Revolution

This chapter explores how traditional keyword-based search transforms into
an Al-first approach that deciphers user intent and synthesizes
comprehensive responses instead of just providing the list of search results.

What exactly is Al Search? It's more than just a chatbot plugged into a
search engine. Let's look at how the leading players are defining this new
paradigm:

e Google’s Al Overview is focused on providing a snapshot of key
information

“Al Overviews provide a snapshot of key information about a topic or
question with links so you can easily explore more on the web."”

3 https://search.google/ways-to-search/ai-overviews/



https://search.google/ways-to-search/ai-overviews/

e Google's Al Mode - this mode is the kind of advanced version of “Al
Overview” and emphasizes intelligent organization of information and
answering in a simple way. As Google states:

“Al Mode intelligently organizes information and answers your question
in a simple and intuitive way, with links to explore more on the web. ™

e ChatGPT Search: OpenAl focuses on speed, timeliness and positions
itself in contrast to “traditional” search engines:

“Get fast, timely answers with links to relevant web sources, which you
would have previously needed to go to a search engine for. This blends the
benefits of a natural language interface with the value of up-to-date sports
scores, news, stock quotes, and more.”’

e Perplexity Al: Perplexity centers its definition on the conversational
and verifiable nature of the answers:

“Ask any question, and it searches the web to deliver accessible,
conversational answers backed by verifiable sources. Each response
includes citations and links to original sources [..] " *

e Anthropic Claude built-in web-search points to its capabilities of
fetching up-to-date information’:

“Answer questions with up-to-date information beyond its knowledge

cutoff. Claude automatically cites sources from search results as part of its
answer.”

e Grok highlights its access to real-time posts on X (former Twitter):

¢ https://search.google/ways-to-search/ai-mode/
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https://help.openai.com/en/articles/9237897-chatgpt-search

8 https://www.perplexity.ai/help-center/en/articles/10352155-what-is-perplexity
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https://docs.claude.com/en/docs/agents-and-tools/tool-use/web-search-tool


https://docs.claude.com/en/docs/agents-and-tools/tool-use/web-search-tool
https://www.perplexity.ai/help-center/en/articles/10352155-what-is-perplexity
https://help.openai.com/en/articles/9237897-chatgpt-search
https://search.google/ways-to-search/ai-mode/

“Access to real-time public X posts allows Grok to respond to user queries
with up-to-date information and insights on a wide range of topics.” '’

While each platform has its nuances, a common thread emerges. The key
insight, as derived from these definitions and observing the technology in
action, is that Al search isn't just about finding information because more
and more users require and expect more than just a set of blue links. Al
powered interaction involves a sophisticated process that aims to deeply
understand the wunderlying intent behind your query, searching across
multiple sources, synthesizing that information, and providing a consistent
and comprehensive answer with references and citations. It aims to give you
not just links but understanding.

Traditional Al-Powered Search

Keyword-Based Search

Feature

Understands the context and user
intent even when exact keywords are
missing

Query Processing Matches exact keywords to

indexed documents

Search Results Relevance Provides more accurate results from
interpreting intent and considering

context

May return irrelevant search
results when keywords are
ambiguous or have multiple
meanings.

Personalization Personalizes results

using
location, search history and
websites previously visited.

Analyzes broader user interactions
(both search and non-search) to
deeply understand user preferences
and intent

Handling Niche Queries

Niche queries often yield poor
results

Breaks down niche queries into
simpler sub-queries to provide
detailed and relevant response

Refining Search Results

Suggests generic follow up
questions without  deep
personalization

Suggests  personalized follow-up
questions based on user’s previous
interactions and current search
context

Figure 1.1. Comparison of traditional Keyword-Based Search and Al-powered Intent Recognition Search

10

https://help.x.com/en/using-x/about-grok


https://help.x.com/en/using-x/about-grok

With this understanding of how Al search differs from traditional
keywords-based search, let's examine how big it is compared to traditional
web search leaders.
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