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The search landscape is undergoing one of its most profound transformations in a decade. What used to
be largely about ranking in the organic listings is now becoming about being cited, referenced or
summarised inside the search engine itself. At the heart of this shift is Google Al Overviews—generative

summaries that appear directly within the search results and increasingly replace traditional click-
through behaviour.

By March 2025 these Al Overviews appeared in approximately 13.14% of US desktop queries (up from
6.49% in January). They are triggered mostly by informational queries (approximately 88.1%) and are
growing fastest in high-trust, knowledge-dense sectors such as science, health and law.

For brands, marketers and agencies this means the rules of discovery are changing. It's no longer enough
to simply rank. You must be the answer—or risk being bypassed altogether.



In this whitepaper we’ll explore

@ What the data tells us about this shift

O What it means for SEO and content
strategy

@ How iSonic Media helps you future-proof
your visibility in this evolving search
environment




U

Growth of Al Overviews

According to the Semrush analysis of over 10 million keywords:
o Al Overviews were triggered in around 6.49% of desktop queries in January 2025, rising to 13.14% by
March—representing a 72% jump over that period.
e Informational queries represent 88.1% of those that trigger Al Overviews.
o While still smaller in share, commercial (from 6.28% to 8.69%), transactional (1.69% to 1.76%) and

navigational (0.74% to 1.43%) intents are showing growth in Overview triggers.

Industry & Intent Impacts
e Science content saw the largest growth (+22.27%), followed by Health (+20.33%), People & Society
(+18.83%) and Law & Government (+15.18%).
e These sectors are seeing the strongest shift because they are knowledge-intensive, require trust and
present clearly answerable questions.
e Notably slower adoption is seen in sectors like News & Sports (which remain wary of Al-generated

summaries) and more transactional domains like Shopping/Real Estate.



Zero-Click Behaviour & SERP Overlap

 Keywords that trigger Al Overviews tend to have higher average zero-click rates—but in tracked
“before vs after” cases the zero-click rate actually declined slightly (from 38.1% to 36.2%) after an

Overview appears.
« Al Overviews are layered on top of existing formats rather than fully replacing them. Many occur

alongside videos, FAQ panels and other rich results.

Understanding the Impact - From Clicks to
Context

The New Visibility Paradigm

In the age of Al Overviews, ranking in position 1is no longer the sole objective. You may still be visible in
organic results—but what matters more is whether you are referenced by the Al summary itself. In other

words: presence > position.



Changing User Behaviour

« With more answers available directly in the SERP, users may not click through. The journey becomes
discover » consume - act, all within the search engine.
« For many informational queries, the click-through is no longer a given. Instead what matters is being

the source that the Al uses to construct the answer.

Implications for Brand Discovery

e Authority, expertise and trust signals (what Google now frames as
E-E-A-T: Experience, Expertise, Authoritativeness,
Trustworthiness) become more critical than ever.

e Your content must not only be optimised for humans—>but for Al
systems that assess which sources justify inclusion in a summary.

e The value of traffic is shifting: even if clicks decline, brand citations
within Al summaries may drive other forms of attention (direct

visits, brand searches, social amplification).




Q SEO in the Age of Al Overviews

From Ranking to Representation

Traditional SEO emphasised keyword-
ranking, backlinks, meta data and content
depth. In 2025, the focus must evolve to
include how you are represented in the Al
ecosystem:
e Are you cited by authoritative sources?
e Isyour content structured in a way
that Al systems can parse and include

it?

 Can you capture intent and deliver

insight in an answer-friendly format?



Authority & Trust Signals

o Expert authorship, clear credentials, structured citations and
transparent sourcing all matter.

e For sectors where Al Overviews dominate (science, health, law), you
have to demonstrate domain expertise and depth—not just
surface-level content.

e Schema markup, structured data and rich format (tables,
visualisations, FAQ schema) help Al systems understand context

and source reliability.

Answer Engine Optimisation (AEO)

« AEO means optimising for answers, not merely keywords.

e Create content that addresses clear questions (definition,

comparison, solution) with concise, structured responses—aligned
with the types of queries that trigger Al Overviews.
e Use semantic clusters, FAQs, conversational query mapping, and

content desighed to be fragmented and referenced.



Q How to Optimise for Al Overviews

Content Design & Structure

» Prioritise questions like “what is...”, “how to...”, “difference between...", as these appear frequently in
Overview triggers.

« Use structured headings (H2/H3), bulleted key facts, paragraphs of 40-60 words, tables of comparison
and visually rich elements (videos, infographics). Al systems value clarity and structure.

e Ensure your content is fact-based, well-referenced and free of ambiguity—especially in sectors prone

to misinformation.

Schema & Mark-Up
o Apply Schema.org types for Article, FAQPage, QAPage, VideoObject, HowTo where relevant.

 Mark up authors with credentials, organisation with defined identity, citations with supported
sources.
« Use structured data to signal to Google (and other search/Al engines) that your content has

authority and relevance.



Tracking & Metrics

e Traditional KPIs such as rankings & CTR remain useful—but you'll need new metrics: Al Visibility Share
(how often your domain is referenced in Al summaries), Answer Extraction Rate (how many of your
pages are used as source in Overviews), SERP Real-Estate Presence.

¢ Use tools/platforms that monitor Al summary inclusion (e.g., Semrush'’s “Al Overview Analysis”).

e Run audits of your content to assess how many pages are structured, authored, referenced and
optimised for answer-friendly format.

Keyword & Intent Strategy

 While Al Overviews are currently strongest in informational queries, the edge will shift. Now is the
time to capture top-of-funnel awareness terms with high intent value and lower competition.

e Target keywords with moderate difficulty but high opportunity (low CPC, low competition) before Al
saturation increases.

e Build semantic clusters around questions and deep-dive topics rather than just transactional terms.



Q Sector Spotlights

Science & Health
With growth in Al Overview coverage of +22% in Science and +20% in Health, brands in these verticals
must prioritise depth, trust, research citations, expert authorship and clarity.

These industries are the “frontline” of the shift—so your content-marketing must keep pace.

Law & Government

Similarly, Law & Government saw +15% growth. These sectors often contain complex informational
needs and strong regulatory/trust demands. They represent high reward but also high risk if content

quality is weak.

Emerging Industries (Beauty, Finance, Auto)

While currently less impacted, the edge of Al Overview roll-out is moving into Consumer, Auto, Finance,
and Beauty. Marketers in these categories should treat this as a “preparation window” to build authority

now, before competition intensifies.



Lower-Risk Categories (Shopping, Real Estate)

These are currently more insulated—but that doesn’'t mean immune. Real Estate saw a +258% two-
month jump in one metric. The “safe” status may change.
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Q iISonic Media’s Perspective

At iSonic Media we believe the era of “rank and hope” is over. Here's how our approach adapts to the Al-

search paradigm:

We apply an Answer-First Content Framework: identify high-value questions your audience is asking,
design structured content that provides crisp answers, and support it with expert authorship and trust
signals.

We integrate Al-Visibility Audits into our SEO workflow: measuring not just page-rank but whether your
brand/domain is being referenced in Al summaries, and where you can earn inclusion.

We focus on Authority Building across the board: authorship credentials, content depth, schema
implementation, and third-party citations.

We use Hybrid Performance Metrics: combining traditional KPIs (rankings, traffic, CTR) with new visibility
measures (Al summary citations, answer-share, brand-search lift) so you get a full picture of your
presence.

We maintain Future-Readiness: before the broader roll-out hits high-competition transactional terms, we

help you capture semantically adjacent or early-stage queries to build domain strength ahead of time.



The shift is clear: search is evolving into an answer-centric environment, and visibility now includes

being referenced, summarised, or used by Al in the SERP—not just ranking high.

1. Audit your content for answer-friendly structure, expert authorship and clear citations.

2. Map high-value informational queries in your niche that are not yet saturated by Al Overviews.

3. Implement schema markup and structured data to enhance relevance for Al-driven summaries.

4. Measure beyond rank: set up dashboards for Al Visibility Share, answer-extraction and brand mention
growth.

5. Build domain authority—over time this becomes the foundation of inclusion in Al summmaries.

6. Monitor industry shifts—as roll-out broadens, transactional queries will be impacted. Stay ahead of
the curve.



ISonic Media is ready to help you navigate this new landscape—ensuring you are not just ranking in

search, but being the answer in the era of Al-driven discovery.

About iSonic Media

ISonic Media is a digital marketing
agency specialising in Al-driven SEO,
content strategy and growth for Saas,
B2B and enterprise clients. We help
brands anticipate shifts in search
behaviour, adopt answer-engine
optimisation (AEO) frameworks, and
build sustainable visibility in an evolving

ecosystem.




iSonic Media

"In an AI-first search world, the
brands that win aren’'t simply
ranking—they're being referenced.
At iSonic Media, we help clients
move from optimisation for position
to optimisation for inclusion.”

— Aarti Sharma, Director, iSonic
Media

isonicmedia.com.au
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