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The power of brand bias in search

Why people (and algorithms) prefer strong brands



Question for you guys:



Which search result would you click?

Assume you're searching for “Women’s running shoes” — which result would you click, left or right?

unknown “brand*

known brand

Nike . ) RunningXpert.com
https://www.nike.com : https:/iwww.runningxpert.com
Women's Running Shoes. Nike.com Running shoes for women

VS.

Sm—
Stride out mile after mile and attack your courses and routes From the revolutionary Nike Air to the responsive ZoomX foam,
with the latest women's running shoes at Nike.com. Nike's women's running shoes offer technologies that...
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Who would have picked nike.com?



search Engine La

Brand Bias: /0% Of

Brand bias in action: people
trust what they recognise

Consumers Look For Known
.. and NOT just what ranks: Retailers When DOing
Product Searches

Source: https://pa.ag/3XspfPd




They also pretfer to click
what they know...

Source: https://pa.ag/4buw)4Y

Search Engine Larn

59% of Americans click
on brands they know in

(oogle results: Survey

Also, nearly half of Americans trust organic
results more than paid results and Google
remains the most trusted source for
information.




BACKLINK®

Google Organic CTR Breakdown By Position

27.6%
15.8%

11.0%

|
|
Branded results get a
significantly higher CTR
than non_branded results Organic CTR For Branded Keywords or Homepages

8.4%

#1 60.4%

#2 [N 21.5%
#3 | 14.2%
#a [ 11.0%

Source: https://pa.ag/4haZauM
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Keep in mind: one third of Google
usage is purely navigational

Source: https://pa.ag/4bgpEHq



ROAS on Branded vs Non-branded Google Search campaigns 5‘!;,
1500%

The same is true for PPC

“Non-branded keywords have 19x worse return
than branded keywords”

Non-Brand

Source: https://pa.ag/4bplmQJ
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Brand bias drives search behavior -
familiarity wins.



Users trust strong brands - and so does Google

According to an Ahrefs’ study from January 2025, over 45% of all searches made on Google US are branded:

Source: https://pa.ag/3QLOjhW
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45.7% of CEIEIED

in Google are branded

Branded: 2 words

Sranded:Sword Branded: 3+ words

—

Non-Branded /

Based on Ahrefs’ study of ~150M keywords in the US.

36.9% of Q@EIIEIEND)

in Google are branded

Branded: 2 words

Slanded: Lo Branded: 3+ words

Non-Branded /

ahrefs
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This aligns with data from end of 2024 (again, US) as well:

What % of US Google Searches are for Brands?

Branded vs. Generic Google

Branded vs. Generic Google
Keywo rds (as a % of all keywords)

Searches (by % of total search volume)

Branded
Keywords,
31.27% Searches
for Brands,

Generic Generic 44.19%

Keywords, Searches,
68.80% 55.82%

Source: clickstream pane! provided by ?\; P_a;l;gs Assembled & analyzed by SparkTorf)

Source: https://pa.ag/4bqpEHq

13 Q

Same here:
-44% of searches are for brands
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Coogle doesn’t create demand -
It serves it

Branded search demand is not created by SEO (or Google) - it’s
a result of brand awareness built outside of Google
(think social, YT, TV, etc.)




Websites with strong branded
search demand tend to see higher
rankings across all queries



Branded search volume: the
shortcut that really moves
the needle

If people actively search for you, you don'’t have
to fight for rankings - Google will give them to
you.

We're doing this over and over:

16

@ Branded search volume increased by >250% MoM, showing
clear uplift in market demand & brand recognition.

@ Ranked 400+ new keywords in the top-5 on Google,
improving visibility and organic reach.

@ Sustained ranking stability for multiple months, reinforcing
brand resilience against algorithm updates.

@ Montbhly organic traffic up >70k visits MoM,
driven by higher branded search demand & improved CTR.

@ MoM revenue growth from €11M to €13.2M,
reflecting increased conversions from brand-aware searchers.

@ 2k additional conversions directly attributed to branded
search, improving overall marketing efficiency.
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Sadly, it's not that simple...



Even if you are a recognised, mestipeciss
well-known brand..

74% of brands are forgettable and people wouldn't
care if those brands disappeared!

HAVAS “

MEANINGFUL
BRANDS ™

Source: https://pa.ag/41fE4FL
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People would
not care if

74%o

of brands
disappeared
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So, how do you get into
the 26% that matter?



HAVAS “ +294°%

MEANINGFUL Stock performance
That 26% have unlocked how BRANDS ™ i72% g
to be more meaningful L

Trust
Premium
..and, according to a study from HAVAS, they are Frice
reaping the benefits: More trust, higher repurchase rate, o— '
and significantly better stock performance! Bt |

Most Meaningful Brands™

Source: https://pa.ag/41fE4FL
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’ Brand  \
Recognition

Top-Of-Mind

Unaided brand recall
Awareness

Paired with strong brand recognition and
brand experience, this forms top-of-mind brand

awareness for customers.
B

Experience

qualtrics:WI

Source: https://pa.ag/41jmdxy
& peakace.agency
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What is ‘unaided brand recall?

“What's your favourite soft

drink?”




Did you know?

Consumers face 3,000 brand signals daily but recall only 6-15
max!




What makes brands memorable? What are the key factors of

brand recall?

Memorable Brand
Personality

A distinct tone and style make your
brand recognisable and relatable.

Clear & Consistent
Brand Values
Sticking to core principles

strengthens loyalty and long-term
recognition.

Source: https://pa.ag/41jmdxy
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Compelling Brand
Storytelling

Narratives create emotional
connections, making your brand
easier to remember.

Strategic Brand
Promotion

Reaching audiences where they are,

ensures top-of-mind awareness
(even when not marketing).

Instantly Recognisable
Visuals

A unique logo, color palette, and
design elements boost recognition.

Strong Brand
Reputation
Positive word-of-mouth and

ethical positioning increase recall
and trust.
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If no one is searching for you,
SEO won't save you

25

People click what

they know

No searches
for your
brand?

No rankings

advantage

Branded search
is the shortcut to
the top

Google ranks
what people
search for
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Brand strength is SEO’s
biggest competitive edge

And branded search volume is a key ranking advantage



Let's dive in!



#1

The search funnel you
were taught is a lie

The reality is: search journeys are non-linear, multi-touch,
and brand-driven. Discovery, intent, and conversion now
happen everywhere - across multiple screens, platforms, and
moments.




The classic funnel is too one-dimensional

A standard search journey is rarely linear, and therefore cannot follow a rigid model that doesn't allow for
flexibility:

N &, o

The classic funnel is too People search in response to The ‘new’ search journey is
one-dimensional and too emotional needs triggered by dynamic and non-linear -
ineffective for long-term internal and it does not follow rigid
brand awareness. external factors. phases like the traditional
funnel model.

Credit & inspiration: Andrew Holland
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Understanding real needs rather than just covering phases in a

monotonous sequence

=

People search either to obtain
information (‘information
environment’) or because of
specific problems (‘problem
environment’).

Credit & inspiration: Andrew Holland

30

0

In the information
environment, content is
consumed without brands
gaining any long-term
recognition.

SEO really shines in the
problem environment, where
people are actively looking
for solutions.
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The big challenge:

Based on emotional triggers, users switch between
information and problem environments frequently




New SEO focus: ‘buying journey’ instead of funnel stages

More impact utilizing a targeted brand and problem-solving strategy

The funnel oversimplifies the
Purchase processes are variable complexity but fails to recognise

- they can take minutes or years. the dynamic decision-making LGS O s ST

funnel behind and focus on
‘non-linear buying journeys'’.

And require flexibility to cover process (which is more
the entire journey. important today than ever!).

Credit & inspiration: Andrew Holland
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Brand presence reinforces SEO in the
problem environment and contributes
to sustainable conversions.



Don't believe me?



Who's heard of this study? | A

"Why brand building and performance
marketing are BFF goals [on TikTok]”

The Awareness
Advantage

J'TikTok | Tracksuit

N
5) £ 28 >
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Objectives, data selection and methodology of the study

Examining how brand awareness impacts conversion efficiency and performance marketing outcomes

through data-driven analysis.

= Objective: Measure the impact of brand awareness on
performance marketing efficiency and determine
awareness thresholds that drive higher conversions.

= Sample: Analysis of 147 brands with consistent ad spend
(01/21 - 04/24) focusing on brand awareness, ad recall, and
conversion rates.

= Methodology: Integration of brand and performance
metrics using logarithmic regression to pinpoint awareness
levels that enhance conversion efficiency.

Source: https://pa.ag/3Avzcmv
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The Awareness Advantage

Why brand building and performance marketing are BFF goals on TikTok

New research by Tracksuit and TikTok reveals how once
bitter rivals — performance and brand marketing —
achieve better outcomes together.

Brand and performance marketing have long been locked
in a great rivalry. This tension arises from performance
having easily measurable short-term metrics such as
sales, leads and clicks, which allows businesses to run
targeted campaigns and demonstrate ROI. Brand building
is less easily quantifiable, which has led marketers to
prioritise performance.

Performance
V &

5
Y
‘

This study proves how high brand awareness correlates with better performance marketing results on TikTok,

emphasising the importance of brand building when it comes to long-term growth. For exa
that a brand known by four out of ten consumers is 43% more efficient in driving performance marketing outcomes on

TikTok than a brand known by three out of ten consumers.

ad
pral T

Performance

It's easy to see why temptation leads here, Performance
marketing is defined as paying for results for marketing
campaigns, which can be run through sponsorships or
advertising on websites. Brand marketing is defined as
long-term marketing activity that influences consumers’
attitudes, emotions and affinity for a product or service.
This could mean everything from out-of-home
campaigns, to radio jingles, to blog posts. By definition
alone, brand marketing creates more of a grey area,
whereas performance is very clean cut.

This great divide has led to marketing teams prioritising
one over the other, which is at the expense of a
business's overall holistic marketing success.

But it shouldn't be this way. Tracksuit and TikTok’s
Awareness Advantage study has found that brand
building and performance marketing work better
together as Best Friends Forever (BFFs) by putting aside
their differences to achieve sustained, profitable growth.

mple, one key finding was

This report explores how brand and performance marketing can work more effectively, together.
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Brand awareness increases
conversion rates

Brand awareness has no direct impact on CTR
and is therefore less effective when it comes to
generating clicks alone; higher brand awareness
correlates with an improved conversion rate,
which shows how much it contributes to
meaningful business goals, such as purchases.

Source: https://pa.ag/3Avzcmv
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Prompted Awareness (CVR Impressions)

y = 0.0677In(x) + 0.8172
R? = 0.6791
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High brand awareness
increases conversion efficiency

Brands with high brand awareness achieve up to
2.86 times higher conversion rates than
lesser-known brands, making performance
marketing significantly more efficient.

Source: https://pa.ag/3Avzcmv
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Advertising Performance Efficiency

® Low Awareness (20%)

Med. Awareness (40%)

® High Awareness (60%)

2.86x

conversion rate

1.48x

conversion rate

Investment

' TikTok
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Conversion efficiency vs brand awareness

The ideal awareness
threshold: 37%

0400% 0.37 - Point of inflection
Conversion rates see a boost as brand awareness S
climbs to around 37%. Beyond this point, the growth
continues positively, albeit at a slower pace. . l I

0.000% == . . .

This makes it an ideal stage for growing businesses to L o8 o s o e e
allocate resources strategically. Equity

Source: https://pa.ag/3Avzcmv
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Strategic investments in branding
during early growth phases
maximises efficiency

They provide the foundation for sustainable success
in performance marketing.



If you are aiming for
true business success,
your brand is key.



BTW, brands do not automatically receive a ‘ranking boost’

Nevertheless, in an interview with Aleyda, Danny revealed what makes building a strong brand worthwhile:

The State & Future of Search Q&A

= Well-known/trustworthy brands are not a
direct ranking signal

= Despite that, 'brand recall’ causes users to
click on their search results anyway

= This click preference leads to a
post-ranking boost (from a Twiddler)

Danny Sullian

0:08 7/ 47:15 - Intro > ° m * E D :]

Source: https://pa.ag/4fyXjjg
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Maybe the Google Leak is good
for something after all?

Spoiler: You will find various references to
functions for identifying, sorting, evaluating,
filtering and using entities (as in: brands including
names, official websites, associated social
accounts, etc.).

43

API| Reference

google_api_content_warehouse v0.4.0

Modules

GoogleApi.ContentWarehouse.V1

API client metadata for GoogleApi.ContentWarehouse. V1.

GoogleApi.ContentWarehouse.V1.Api.Projects
API calls for all endpoints tagged Projects.
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#2

Search is no longer just Google -
and that changes everything



If you only optimise for Google, you're
missing out on massive search intents
happening elsewhere.



® Gen Z prefers 'searching’ over 'Googling,' impacting
Google's cultural status.

"Younger audiences are
searching, not ‘Googling’”

At least according to Bernstein Research...!?

= Gen Z often uses apps like TikTok for recommendations.

* The deverb-ing of Google reflects evolving tech and user
behavior.

BUSINESS INSIDER

Source: https://pa.ag/3TyATGi
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H OW a bO ut "just TikTOk it "?! FORBES > INNOVATION > CONSUMER TECH

Search behavior varies by age: -40% of Gen
Z/Millennials search on TikTok or Instagram.

GenZ Dumping Google For
Tik'Tok, Instagram As
Social Search Wins

If they're your audience, adapt accordingly.

Source: https://pa.ag/3YZy2cB
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Peak Aces’ One Search approach to different journeys

Other platforms are actively enhancing their search functionalities, creating a competitive landscape where search

is seamlessly integrated into social and entertainment ecosystems.

48

Google

best energy drink

WIRED
hitps:/www.wired.com » Gear » Shopping

The 30 Best Energy Drinks, Tested and Reviewed
8 Aug 2024 — We Tried 30 Popular Energy Drinks. Here's How They Rank - 1. Celsius Functional
Essential Energy Drink - 2. C4 - 3. Red Bull - 4. Jocko Go - 5.

People also ask

What is the best drink for energy? v
Who is the number 1 energy drink? v
What is the best energy drink in Germany? v
Is Celsius better than Red Bull? M

Feedback

Business Insider

https:/iwww.businessinsider.com » Food » News  §
Review: Trying to Find Best Energy Drink at Store — Ranking
12 Aug 2023 — | tried 4 popular brands of energy drinks and ranked them from worst to best - 4. Red
Bull - 3. Monster - 2. Rockstar - 1. Celcius.

Reddit - rlenergydrinks
230+ comments - 7 months ago  §

Which energy drinks give you the best energy?

Ghost and Celsius. Ghost is good for longer energy, while Celsius is great for short term energy with

low caffeine.

144 answers - Top answer: Reign...300mg of caffeine is always better then 200 lol

What energy drink has the best effect on you? 26 Jul 2023
Whatis the best energy drink of all time? 14 Aug 2023
A Cool Guide to Energy Drinks and Caffeine 11 Aug 2023

Two questions: (1) Best tasting energy drink? (2) Most ... 20 Apr 2024
More results from www.reddit.com

about-drinks.com

htps:/wwnw.about rinks.com » to... * Translate this page
Top 10 Energy Drinks: Red Bull siegt vor Monster und ...
27 Jul 2023 — Im SPLENDID RESEARCH BRAND INDEX liegt Red Bull erwartungsgeman an der
Spitze des Wettbewerbs und erreicht einen Score von 52,3 Punkten (ein ...

J

< Q best energy drink @ e

14:12

w208

Top Videos Photos Users Sounds LIV

20 Sept 2023

Watch This »»
Alternate: Here's How...

% Korin Sutton Q198

Others searched for

best energy drink to
study

homemade energy
drink

best tasting energy
drink

best energy booster for
athletes

the best energy drink ever

the best energy drink
ever but this is hands...

@ Luisa Nunez Q122

alani energy drink

energy drink for study

best energy drink that
keeps you awake

best energy drink to
stay up overnight

O]

14:13 il 205 14:14 wl T 21
< Q best energy drink < best energy drinks
Firdich  Konten  Nichtpersonalisiert  Reels

= & Profile Boom Healthy ~ Women

betterme.health.coaching
Gesponsert

ENERGY
DRINKS

that actually toste good

11
EASY HOMEMADE

€nergy
Drinks,

EISENKRAET FURIDICH= "
UNTERSTOTZT)
FUR JEDENTAG. |

A Q + 8 2

Home Suchen Erstellen  Nachrichten  Gemerkt

RS
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Did you know...7

As early as 2022, searches for “how to” and “best” on TikTok
increased by a staggering 684%.




However, TikTok doesn't focus exclusively on search
Storefront, Live shopping and shoppable videos - (EU start: Q2/2025)

LIVE Shopping Shoppable Video Store

Sakura @ =
999 likes A Following For You

{ Q Search =

\/,/_/, : _-\‘} Sakura Cosmetics >

Message
\ / 5.0

Products Reviews Categories

Recommended Best sellers New releases

!

Sakura matte rose red i ... Sakura solid lipstick 70...

$20.00 $24.00

& New customer deal &® Free shipping

That sound is so nice!

,y i Merina 0
# % Do you ship to Ohio ?
@ Miles Morales & joined via shi Jation

Pink liquid eyeliner X @Sakura_cosmetics @

2063 sold 2063 sold

e d) ella matte rose lip is now

P ailable.
12.
Original sound - Sakura co...

w g Add comment
iz Makeup sponge droplet ... Pink liquid eyeliner

Sources: https://pa.ag/4b)Z3ox & https://pa.ag/4fbivMi
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Google owns I for a reason

(and not only because it's the #2 search engine)



People don't just want answers
- they want visual proof before
buying.

Source: https://pa.ag/4hgIS3v
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of YouTube users watched
YouTube to help make a
purchase decision.

of people surveyed say they
typically switch between
online search and video when
researching products to buy.

Think with Google
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Google is pushing hard for

videos to be everywhere
+21% YoY in DE (+20% US)

3 YouTube

Source: https://pa.ag/4hA7)Rq
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2 People also ask gEE3
(0] Videos (ZE3

2 Images (XD

< Aggregator units EZE[3

& Featured snippets [(ZX3

E3 People also ask [EITEDR
[©) Videos XD

) Images

@ Local pack (X3

Knowledge panel

E=CE 26.85% <263

- 25.33% Added

=G 13.57% +5.05

{_ @) Advanced
ﬁ,’~ WEB RANKING
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Top platforms for U.S. weekly podcast
listeners

80%

/0

platform i

M Apple
30% YouTube, 29% Spotify, 15% Apple (in 2024)

40

60 1
YouTube is also the #1 podcast I

YouTube 2024 30% ~UTY

& YouTube W oag = ouTube

Multimodality, much?

2020 24

Source: Edison Podcast Metrics
Source: https://pa.ag/3ZXEZeq
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Meta Is Developing a

There is going to be more Search Engine to Power
competition in ‘Core Search Its AI Chatbot

(Less dependence on Bing and Google is Reports indicate the company wants to reduce its reliance

Meta's declared goal) on search data from Microsoft’s Bing and Google at a time

when all three are battling for Al supremacy.

Lots of stuff is happening “off-Google”!

Published Oct. 28, 2024 Q SocialMedia

Source: https://pa.ag/3CduV81
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ChatGPT (& other LLMs) are definite
disruptors in the search market

They are inevitably contributing to a change in search behaviour
and in the search market landscape, even though they're
currently used in completely different ways.



Gartner predicts a
significant shift due to Al

According to Gartner, around 25% of the search market
will be served by Al search and chatbots by 2026.

Source: https://pa.ag/3uG3D6L
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Gartner Predicts Search
Engine Volume Will Drop
25% by 2026, Due to Al
Chatbots and Other

Virtual Agents

By 2026, traditional search engine volume will drop 25%, with
search marketing losing market share to Al chatbots and other
virtual agents, according to Gartner, Inc.
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ChatGPT and Competltors ¢ similarweb

Desktop & Mobile Web Visits Sep 202

4.0B

OpenAl and ChatGPT are also
experiencing rapid growth

"OpenAl growth has been strong, and 300 million
active users weekly are using ChatGPT" [12/24]

-400 million active users are expected as of 03/25. K ot P 5P 5P 5P 5P 555558 5P 5P g5 g5 g5 g5 g5 g5 g5 e

WO ey T et et e T T a0 el T ot Taet et T et e Tt T pet Tt T et T o e

@ chatgpt.com (ChatGPT) @ bing.com @ gemini.google.com @ character.ai
@ chat.openai.com (ChatGPT old domain)

Source: https://pa.ag/4gESGVq
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You don't visibly see LLMs
taking market share from
Google at the moment!

“It's clear from the data that ChatGPT is on the rise
and likely to continue to be in 2025. However, when
it comes to search [...] nothing is about to topple
Google any time soon.”

Source: https://pa.ag/4iexkPs
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% of users on ChatGPT, Perplexity & Google (31 Oct 2024 - 16 Jan 2025)

Google @ Perplexity @ ChatGPT
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Different entry points for different mindsets, demographics...

.. or different intents (although these are often all part of said user journey!):

[ > ) $ = (AIO) b m (Shopping)

Browsing, scrolling Assistant-like for tasks and Informational long-tail Local searches
and inspiration research (analysis, searches (incl. current (by location, things-to-do)
comparison, transformation) data)

(" @ o @ 2 Claude @ 3
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You must be present.

EVERYWHERE.



The Peak Ace Digital Excellence Framework

From foundational to expert level, this framework guides our clients’ progression towards digital mastery.
Foundation Developing Advanced Expert

No test-and-learn culture. Minimal focus on
knowledge-sharing. Reactive agency
collaborations.

Want to know more?

No strategic planning. Focus on core market
only. Short-term, reactive goals with little
alignment between business & channels.

Basic, rarely tested tracking. Essential
metrics only. No consent management,
tracking strategy or data warehouse.

Bottom-funnel or single channel only. No
strategic planning or audience
Strategy segmentation. Poor UX/website with no
CRO or personalization. No or limited
design/asset production.

Basic free tools for digital marketing. No
automation or Al.
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How do you build a brand
that search engines trust?

Branding isn't just logos & colors - it's about becoming
the default choice for your audience.



To be clear:
(my) SEO point of view



Consistency is key, build a recognisable digital footprint

Let’s start with the basics: If your brand name, messaging, and assets aren’t consistent, you'll never be recognised
as a strong entity.

¢/ Standardise brand name and identity across platforms Implement structured data for brand entity recognition
Ensure uniform naming on website, all socials, Use schema.org markup for Organisation, SameAs, etc.

PR and other business listings. to reinforce entity signals.

Consistent NAP (name, address, phone) data Standardise your brand messaging and assets

Update GMB, directories and schema.org markup to Maintain a uniform voice, tagline, and visual identity
maintain accuracy. across all channels.

Claim and optimise your knowledge panel (CKP) Optimise branded search ownership
Submit updates via GKP and Wikidata, ensuring Eliminate confusion with competitors, reinforce
accurate brand representation. brand authority with strong entity home.
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v Create a dedicated FAQ page to
answer branded queries and reinforce
your brand’s positioning.

Pro Tlp build a brand- Use GSC/PAA to identify frequently searched
fOCU Sed FAQ_ page questions (e.g., “What is Product X?") and

provide structured, clear responses (bullets
Control the narrative - make search engines and Al work best).
crawlers/LLMs better understand your brand.

Implement FAQ Schema-markup to enhance
visibility in search engines and improve
Al-driven citations.
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Structured data helps search
engines connect the dots and
confirm your authority.



Authority building

Getting mentioned, cited or linked by authoritative sources
increases brand trust and visibility in search (and LLMs)




Strengthen brand authority with mentions, links & citations

Getting mentioned, cited or linked by authoritative sources increases brand trust and visibility in search (and

LLMs)

¢ Earn brand mentions, citations & links:
Secure references and earned links from trusted
sources to reinforce credibility and rankings.

Position owned media as authority source:

Publish expert, well-structured content that reinforces
entity recognition and earns authoritative citations.

Create co-occurrences with relevant entities:
Get featured alongside key industry topics in
authoritative media.

69

Focus on shareable content & linkable assets:
Leverage research, reports, and unique insights that
attract natural links and shares.

Grow branded SV & link equity via digital PR:
Leverage press coverage to increase direct brand
queries and domain authority.

Secure coverage & links through strategic PR:
Proactively pitch stories to journalists and industry
publications to earn editorial links and citations.

& peakace.agency



: : karten
faireparterie + macherei

One campaign, multiple wins Peak Ace & faireparterie

Strategic campaigning ensures brand visibility, A match made in heaven
shareability, mentions and links - all in one effort.

Create authentic content assets focussed on maximum
information gain.

Source: https://peakace.agency/en/case-study/faireparterie/
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To reap maximum benefits, SEO needs
to be well integrated not only with PR
but also with paid media, and social.



Strengthening your brand’s
share of voice in LLMs



Strategies to improve your brand's visibility in LLMs

Focus on consistent, high-quality content updates that provide genuine value to keep your brand relevant and
authoritative, as Al models prioritise the latest and most trusted sources.

v/ Create detailed, structured content:

Publish in-depth, well-organised content to improve entity
recognition and relevance.

Summarise key takeaways:
Place a concise summary at the top or bottom of each page to
enhance scanability for Al-driven search.

Secure authoritative media coverage:
Get featured or mentioned in industry-relevant news and
media outlets to strengthen brand trust and authority.

Obtain citations in books:
If possible, get referenced in published books within your
industry to enhance long-term credibility.

Source: Malte Landwehr via https://pa.ag/3EAOmug
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Maintain up-to-date profiles:
Keep business and brand listings accurate on global and
regional platforms.

Be visible on community platforms:
Establish and maintain an active presence on Wikipedia,
Reddit, and Quora to reinforce credibility.

Optimise page speed & rendering:
Keep page load times below 500ms and minimise rendering
delays by reducing heavy scripts and elements.

Ensure content is visible without JavaScript:
LLM crawlers fail to render JavaScript-dependent content,
so key information must load natively in HTML.
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And don't forget to start tracking stuft such as...

il

New success metrics
(higher CTR than
expected, branded
platform visibility,
demand, ...)

74

ON O

Growing number of Brand recognition
branded keywords (NPS) and reputation
and phrases (plus (digital footprint)
branded content)

=

Significant and
growing search
volume for the brand
itself (or domain)
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From rankings to
attention ownership

The SEO mindset shift



SEO isn't about ranking #1
in Google anymore

(even though that's still cool!)



It's about directing attention

.. and actively guiding and controlling where, how,
and why your brand captures consumer attention
across multiple search and discovery platforms
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Brands, not just websites,

win in search

Google updates and changes shake up SERPs,
but authoritative brands stay visible and resilient.
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Source: https://pa.ag/411gy5S
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Search intent is everything

Google ranks you based on why people search,
not just what they type

Source: https://pa.ag/4bgZrci
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How to use 12 micro
intents for SEO and

content journey mapping

Analyzing the SERPs for these micro intents
will help you create the right content that a
searcher will want to find. ~ search Engine




Al is reshaping how people search
- and who they trust



Google is just one of many
touchpoints



The new consumer journey:
beyond Google

Modern buyers don’t search in a straight line -
they discover and navigate across platforms before
making a decision.

82

#1 Watches a
product video on
YouTube/TikTok &8

#5 Buys on
Amazon/
G-Shopping

#2 Searches
reviews on
Reddit/

#4 Asks Quora | /

Al-search for
comparisons

#3 Checks the
brand’s website
via Search <&
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How to win in an omni-channel search world

“Be everywhere your customers search” - users don't just search once, they search across channels

Be discoverable
across all key
platforms

(Brands that optimise for
multi-platform search see
30-50% higher engagement)

83

Maintain brand presence
at every stage of the
journey

(The average buyer interacts
with a brand across 6+ digital
touchpoints before
converting)

Prioritise real business
impact over vanity metrics

(Traffic alone is meaningless -
brands that optimise for
conversions see higher

long-term ROI)
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The future of SEO is omni-channel...

.. spanning search engines, social, Al-driven discovery/comparison,
and vertical search (Amazon, YouTube, TikTok, ChatGPT, Apple Search,
etc.).




This is cool and all...
but far from all



Most marketers are (still) in denial
about the future. But a radical change
is already underway.



We are transitioning from the
mobile-first to the agent-first era



Beyond traditional Ul

"A preview of an agent that can go to the web to
perform tasks like filling out forms, booking travel,
[..] - by remotely interacting with a web browser
[...] via mouse clicks, scrolling, and typing.”

Source: https://pa.ag/3WWTWf9
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@ OpenAl

January 23,2025

Introducing Operator

A research preview of an agent that can use its own browser
to perform tasks for you. Available to Pro users in the U.S.

Go to Operator 7
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Seen this?

“Just like Perplexity reinvented search, we're also
reinventing the browser” - not sure about that, but...

89

% Perplexity
IRl @perplexity_ai - Follow

Comet: A Browser for Agentic Search by Perplexity
Coming soon.

Continue watching on X

comet

A BROWSER BY PERPLEXITY

0057007 @ X 2
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General architecture

At its core, MCP follows a client-server architecture where a host application can
connect to multiple servers:

Your Computer

MCP Protocol—» MCP Server A - Local

Model Context Protocol (MCP) -

The hottest open-source projects for Al agents right

Host with MCP Client

now: MCP is set to become the ‘new standard’ for (Claude, IDEs, Tools) | MCF Proiocol™s  MCP Server® Sl
connecting Al agents and systems to TR
Whel’e data reS|deS M(;l;Protccol' » MCP Server C <—\Web APIs.\

N\

N\
\\

\\
\
\\
\ Internet
“

Remote
Service C

ANTHROP\C

Source: https://pa.ag/3QJwE8K
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Data-driven interactions will replace
traditional interfaces
- despite current challenges.



The end of traditional search
and websites?

The internet is evolving into a
decentralised network with
Al-driven connectivity.

Highly personalised interfaces
(think Subdermal Implants) are
replacing traditional search
engines and websites.



We're in for an exciting ride!



Thank you,
Friends of Search! pEﬁcg O rsearcy
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Get this presentation Want more in;ights?
& . and deep-dive into all things Request the slides.

[w]P

Connect with me: [[Jbastiangrimm Visit our website: fpeakace.agency Become part of our team: Hobs.peakace.agency



