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The Billion-Point Breakdown:

Search, Al, and Your Business

20 Key Insights from the Datos "State of Search Q4 2025" &
Ahrefs Al & SEO Studies

[ A data-driven look at how Al is transforming search behavior in 2025 J




The Datos "State of Search Q4 2025" Report

An analysis of global digital behavior and search trends.

== Based on billions of anonymized desktop clickstream events across the US, UK, and Europe

(Oct—Dec 2025).

Q Tracks how users are searching, browsing, and engaging online.

A
¢ Provides data on the market share of traditional search engines.

] Monitors the growing adoption and integration of Al platforms, including ChatGPT,
Global Clickstream
Analysis

Gemini, and Google's Al Mode.

Analyzes ongoing trends in e-commerce activity.

[ i Foundation for understanding macro-level shifts in user behavior.




(¢

The Ahrefs Al & SEO Studies

Examining the intersection of SEO and Al search visibility.

Consists of multiple data-centric studies analyzing millions of SERPs and Al-generated

responses.

Investigates exactly what triggers Al answers and how models choose their citations

across platforms like ChatGPT, Al Mode, and Al Overviews.

Explores key factors influencing Al output, including the impact of content length and the

necessity of content freshness.

Reveals the immense power of YouTube mentions and how vulnerable Al models are to

believing highly specific, fabricated misinformation.

i Foundation for understanding the mechanics of Al-driven visibility. J

Al & SEO Intersection



Traditional Search Is Evolving — Not Dying

Despite the Al revolution, traditional search remains the dominant driver of desktop discovery.

Google holds a 93-95% market share of all desktop search activity

in the US. Search Metrics (2024 vs 2025)
100

Traditional search accounts for a stable 10% share of total

80
desktop activity.

60
However, searches per user dropped by nearly 20% from 2024 to
2025 in the US. 0

20

Instant Al answers are satisfying queries faster, reducing the need

) fO”OW_up o | _
-20

® Google Market Share Searches Per User (YoY)
- Key takeaway: Google's dominance is intact, but user

behavior is fundamentally shifting.




The Al Search Landscape Is Rapidly Evolving

The Al tools market is no longer a one-horse race — competition is intensifying.

ChatGPT

Remains the clear market leader among Al

search tools, maintaining its dominant

AVA

h 4

Google Gemini

Tripled its user share over the last year,

overtaking DeepSeek to become the #2

G

Google Al Mode

Showed consistent MoM growth

throughout 2025. Users are integrating it

position in the ecosystem. Al tool globally. into workflows, not just experimenting.
¢ Key takeaway: The Al search ecosystem is diversifying fast; brands must optimize for

multiple platforms.




Users Are Asking Smarter, Longer Questions

The way people search is fundamentally changing as Al habits evolve.

" Stron gest growth seen in 6-9 word searches and 15+ word

descriptive queries.

% Users are now comfortable explicitly stating complex, nuanced

needs.

Al "searchers" favor specific solutions over general browsing (e.g.,

GitHub, NIH, Canva).

" Zero-click searches stabilized in Q4 2025 — fears of total click

elimination have not materialized.

- Key takeaway: Content must answer specific, complex
questions to capture Al-era traffic.
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Query Length Growth (2024-2025)
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Al Overviews — Opportunity and Risk

Google's Al Overviews (AlOs) are reshaping which content gets seen.

AlOs appear on 21% of all keywords, but 99.9% target
informational queries only. AlO Instability on Consecutive Searches

100

They almost never trigger for navigational, local, or NSFW
90

queries. 80

70
Alarmingly, 44.1% of Medical YMYL queries trigger an AIO — 60

more than double the base rate. S0
40

30
20

10

o S : AlO Content Changes Cited URLs Change
- Key takeaway: Appearing in AlOs is valuable but

volatile — consistency of citation cannot be assumed.
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Content Length Is a Myth — Conciseness Wins

The era of the 10,000-word "ultimate guide" may be over for Al visibility.

AlO Cited Pages by Word Count

Content length has almost zero correlation with being cited by Al Overviews.

53.4% of pages cited by AlOs are under 1,000 words — Al prefers concise, direct

answers.

Google's Al Mode and Al Overviews cite the same URLs only 13.7% of the time,

despite agreeing on answers 90% of the time.
P 5 5 7 B Under 1,000 Words [ ] Over 1,000 Words

They function as two entirely distinct research systems requiring separate

optimization strategies.

13.7%

URL Overlap between Al Mode & AlOs

[ 4 Key takeaway: Write for clarity and directness, not length — Al rewards precision over comprehensiveness.




Al Mode Is a Massive Brand Visibility Opportunity

Google's Al Mode offers far greater brand exposure than standard Al Overviews.

£ Al Mode responses are 4x longer than Al Overviews.

® Al Mode includes 3x more brand mentions — averaging 3.3 brands Brand Mentions per Response

3.5
vs. AlO's 1.3.
3.0
& If your brand is cited in an AlQO, there is a 61% chance it will also
2.5
appear in the longer Al Mode response.
2.0
B vouTube is the #1 Al Visibility Signal N
Outperforms domain authority and backlinks across ChatGPT, Al 1.0
Mode, and Al Overviews. Al models use video transcripts as a major oe
training data source.
0

Al Overviews (AlO)

Google Al Mode

“®

Key takeaway: YouTube content and brand mentions are
the most powerful levers for Al search visibility.




ChatGPT Citations — A Closed Ecosystem

Winning citations in ChatGPT requires a completely different strategy than traditional SEO.

O Traditional SEO outreach is largely ineffective for influencing the majority of

ChatGPT sources. ChatGPT's Most-Cited Pages

2= "Best of" listicles are highly effective: self-promotional lists appeared in over

a third of ChatGPT's responses for software queries.

90% 60.5%

Cited pages updated in 2025 Published in last 2 years

I Organizational/Encyclopedias

[ ] Other Sources

- Key takeaway: Recency, authority, and structured listicle content are
critical for ChatGPT visibility.




Page 2 of Google Is Officially Dead

Ranking beyond the first page of Google now delivers almost zero real-world impact.

= In 2025, 96.98% of all desktop clicks occurred within the top 10 search

results. Clicks on Page 1 (Top 10 Results)

O On mobile, the figure was even higher at 97.56%. 122
1 98
The gap between page 1 and page 2 has never been wider. -
96
4 Combined with Al Overviews capturing informational queries, organic 95
visibility is increasingly winner-takes-all. =
93
92
91
90
® Desktop Mobile

- Key takeaway: Top-10 ranking is no longer a "nice to have" — it is
the only position that delivers meaningful traffic.




Al Is Dangerously Vulnerable to Misinformation

Al search tools can be easily manipulated by specific, detailed false information.

& 112 controlled experiment, a fake brand with a fabricated Medium article was tested against an official FAQ.
L::] Gemini, Perplexity, and Copilot all hallucinated and presented the detailed fictional story as fact.

o This represents both a serious risk (brand reputation attacks) and an opportunity (precise, detailed content wins).

P Specific Lies @ Vague Truths

Medium article). Detail signals credibility to Al models.

|
|
|
|
Detailed, confident writing from unofficial sources (e.g., a fabricated | Brief, non-descriptive facts from official sources (e.g., a standard
I company FAQ page). Often ignored by Al models.
|
|

- Key takeaway: Al systems reward specificity — brands must publish detailed, authoritative content to dominate their
own narrative.




The Anatomy of Al Misinformation

Why Al models overwhelmingly choose specific fictions over factual reality.

The Misinformation Experiment

_____________________________ " -ﬂ- Al Models Chose This

= Official Brand FAQ ®  Fake Sources

Provided highly specific, fabricated numbers.

"600 units in 2023" and "employs 9 people.”

|

|

|

|

I Offered vague but truthful answers.

|

I " ’ . . "
| We don't publish unit counts or revenue.

|

O The Core Flaw in Al Logic
Al models favor detailed lies over vague truths primarily because they prefer providing a rich, detailed narrative over admitting they lack information. To an Al

assistant, a third-party source with specific names and numbers simply looks more credible and useful than an official source giving evasive answers.



The psychological traps that cause Al to hallucinate and accept misinformation.

X

They Want to Fill Information Gaps

Instead of acknowledging missing data, models
latch onto specific details to construct a
confident answer. In one test, an Al hallucinated
a "230% sales surge" rather than admit it didn't

know.

Why Al Models Fall for Fake Details

=

Manipulated by "Authoritative” Formats

A fake Medium article mimicking "real
joumalism" built trust by actively debunking
obvious lies first. The Al then blindly accepted
the article's new, detailed lies as the "corrected"

truth.

Ts

Specific Numbers Erase Skepticism

When models find sources containing precise
numbers and details, they perceive them as

highly authoritative. Once this rich narrative is
established, models abandon any prior

skepticism.

Key takeaway: To an Al, a detailed lie looks more credible and useful to a user than a vague truth.




YouTube Mentions: The Ultimate Al Visibility Hack

YouTube mentions are the single strongest predictor of Al visibility for a brand.

Unmatched Impact: A study of 75,000 brands revealed YouTube mentions hold
a correlation of ~0.737 with Al visibility.

Beats Traditional SEQ: It is a stronger signal than domain rating, backlinks, or
branded search volume across major Al platforms.

Al Training Data: Models like GPT-4 are trained on over a million hours of

YouTube transcripts, treating them as a massive natural language dataset.

Cultural Relevance: Al platforms view frequent video mentions as a strong signal

that a brand is culturally relevant and worth talking about.

4 Key takeaway: YouTube is the most-cited domain in Google's Al
Overviews and ranks sixth on ChatGPT.

Correlation with Al Visibility

Domain Rating ]
Backlinks ]
Branded Search ]
0 0.2 0.4 0.6

0.8




Leveraging YouTube for Brand Strategy

How to translate the power of YouTube mentions into actionable visibility.

B n =

Prioritize YouTube Over Programmatic The Ultimate Entry Point for Smaller Focus on Broad Distribution

Content Brands The total volume of mentions matters slightly

Building a YouTube presence is far more If your brand lacks the domain rating or more than total views. Focus on getting

effective than churning out programmatic household recognition needed to rank in discussed across many different channels rather
articles. The sheer volume of web pages has traditional search, YouTube serves as the most than solely chasing viral features.
almost no relationship with Al visibility. accessible backdoor to Al visibility.
4 Key takeaway: A mention counts anytime your brand name appears in a video's title, description, or

transcript.




Strategic Recommendations for 2025 and Beyond

Translating insights into action: what marketers and content teams should do now.

YouTube First

Invest in video content — transcripts drive Al

citations across all platforms.

Own Your Narrative

Publish specific, detailed brand content before

misinformation can fill the gap.

Write Concisely

Target under-1,000-word, direct-answer pages for

AlO and Al Mode visibility.

‘I

Optimize for Al Mode

Build brand mentions and entity associations for

the 4x longer Al Mode responses.

‘s
K/

Stay Fresh

Update existing content regularly — Al heavily

favors pages updated in 2025.

4

Rank Top 10 or Bust

Redirect SEO resources from page-2 rankings to

top-10 competitive opportunities.



Key Takeaways — The New Rules of Search

The search landscape of 2025 demands a fundamentally new playbook.

Q Traditional search is evolving, not dying — Google still v Al tools are fragmenting the ecosystem — ChatGPT, Gemini, Al
dominates, but usage patterns are shifting. Mode, and AlOs each have distinct rules.

* Conciseness, freshness, and YouTube are the three most k Zero-click fears are overblown, but page-2 rankings are truly
powerful levers for Al visibility. worthless.

' Al is vulnerable to misinformation — detailed, authoritative l " Brands that adapt to these new realities will capture
content is both a defense and an offense. disproportionate visibility.

Adapt your content strategy to the Al-driven search era to win in 2025 and beyond.

Sources: Datos "State of Search Q4 2025" | Ahrefs Al & SEO Studies 2025




Study Links
Ahrefs Billion Point Studies

https://ahrefs.com/blog/ai-overviews-vs-ai-mode/
https://ahrefs.com/blog/ai-brand-visibility-correlations/

https://ahrefs.com/blog/ai-vs-made-up-brand-experiment/
https://ahrefs.com/blog/best-lists-research/
https://ahrefs.com/blog/short-vs-long-content-in-ai-overviews/

https://ahrefs.com/blog/b2b-seo-statistics/
https://ahrefs.com/blog/ai-overview-change/
https://ahrefs.com/blog/ai-overview-triggers/

https://ahrefs.com/blog/ai-overviews-international/
https://ahrefs.com/blog/chatgpts-most-cited-pages/
https://ahrefs.com/blog/almost-all-clicks-happen-in-the-top-10-results/

Datos Stateof SearchQ42025

https://datos.live/report/state-of-search-q1-2025/
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Thank Youl!

Questions are Welcome
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