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AI is  telling 
people the wrong  
thing about us.



Our board  is directly  
involved in our AI 
search strategy . Even 
evaluating vendors.



We know we need to do 
more . But poor search 
metrics make it tough 
to know where to zero 
in.  



I don't need someone to 
just do what I ask or tell 
me they have a quick 
fix. I need someone to 
tell me when I'm wrong 
or what I’m missing .















We need a proactive 
strategy  over punch 
list execution.



What got our 
gears 
turning last 
month.

W H A T ’ S  H A P P E N I N G ?
01 2026 Google CTR Study 

updated

02 Brand recognition is a 
search input

05 Chrome just became 
agentic

03 The demise of the 
'ultimate guide' format

04 Bing leads on AI search 
measurement

06 AI messaging splits B2B 
vs B2C



1.3%     2.4%

After 18 months of 
decline, AIO CTR is 
…stabilizing?

Organic CTR rebound on AIO-present queries
Dec 2025  →  Feb 2026

01    |    2026 Google CTR Study updated



Cautiously 
embrace your own 
“New Normal”

WHEN YOUR BRAND IS CITED IN AN AIO

+120%
more organic clicks per impression

COMPARISON QUERIES

95.4%
of X vs Y-style queries trigger AIOs

QUESTION QUERIES

85.9%
of question-formats  trigger an AIO

01    |    2026 Google CTR Study updated

Source:



Implications : Forecasting, 
resourcing, and strategy 
planning.

WHAT YOU SHOULD DO

● Enable easy access to 
your own data

● Be cautious forecasting 
beyond 3 months

● Audit comparison and 
question-format pages 
for citation status. That's 
where 85–95% of the AIO 
action is

01    |    2026 Google CTR Study updated



Buyers choose familiar 
brands and search for 
brands by name.

02    |    Brand recognition is an AI search input



Brand 
recognition is a 
critical search 
factor…
… and being present in AI 
Mode’s initial consideration 
set is a major win. 

KEVIN INDIG + CITATION LABS STUDY

+88%
of AI Mode shortlists are accepted 
as-is, without external verification.

02    |    Brand recognition is a search input

SEER INTERACTIVE UX STUDY

~50%
of professionals reference brand 
names directly in their AI prompts.

Sources:



Implications : Diagnostics, 
measurement, & tech stack

02    |    Brand recognition is a search input

WHAT YOU SHOULD DO

● Identify how your team 
measures brand 
strength

● If no measurement exists, 
leverage search data 

● Ensure your search 
marketers have access 
to that data 



The 'ultimate guide'  
format is  on the way 
out

03    |    The demise of the 'ultimate guide' format



Density does 
NOT move the 
needle…

… and while we’re on the 
topic, neither does 
commodity content

KEVIN INDIG + AIROPS STUDY FOUND

500–2,000
words is the citation sweet spot

Sources:

KEVIN INDIG + AIROPS STUDY FOUND

33%
citation rate when 25–50%
of headings are questions

03    |    The demise of the 'ultimate guide' format



Implications : Content 
strategy, resourcing

03    |    The demise of the 'ultimate guide' format

WHAT YOU SHOULD DO

● Audit pages with: 

○ over 2,000 words 
○ with 20+ subheadings

● Reframe a quarter to half 
of subheads as short, 
question-style ones

● Don't write new content. 
Restructure existing copy 
into focused, 
single-question answers



Bing offers AI search 
reporting updates in 
Webmaster Tools

04    |    Bing leads on AI search measurement



First-party 
data from Bing 
beats 
third-party 
guesswork.

04    |    Bing leads on AI search measurement



Implications : Performance 
measurement, diagnostics, 
content strategy

04    |    Bing leads on AI search measurement

WHAT YOU SHOULD DO

● Set up Bing Webmaster 
Tools today

● Verify your domains

● The new AI reports are 
rolling out. Be ready to 
read them // Don't wait 
for Google's version!



'Let Gemini browse for 
you'  allows Gemini 
compare products 
across tabs, build a 
plan, & execute it

05    |    Chrome just became agentic



Chrome just 
enabled 
conversational 
commerce for 
~3 billion users.

Let Gemini 
browse for 
you.

Gemini in Chrome can compare products 
across your tabs, build a plan, and execute 
purchases — including signing into your 
accounts using saved Chrome passwords.

Sources:

05    |    Chrome just became agentic



Implications : Website 
architecture, UX, resourcing

05    |    Chrome just became agentic

WHAT YOU SHOULD DO

● Audit how Gemini’s 
browser engages with 
your website. 

○ What works well?

○ Where is it missing the 
mark?



A sharp split in AI 
sentiment depending 
on whether you're 
using AI at work or 
encountering it as a 
consumer

06    |    AI messaging splits B2B vs B2C



AI trust varies 
from B2B to B2C.

B2B  ·  AI INSIDERS

58%
of employees globally use AI at work 
semi-regularly.

Buyers trust capability messaging.

Sources:

03    |    AI messaging splits B2B vs B2C

B2C  ·  THE PUBLIC

52%
of consumers globally say AI products 
make them nervous.

"AI-powered" copy without a user-side 
payoff backfires.

Source:



Implications : Resourcing, 
team development, content 
strategy

03    |    AI messaging splits B2B vs B2C

WHAT YOU SHOULD DO

● Digest the Stanford study 

● This is the perfect time to 
leverage NotebookLM 
and use AI to analyze 
what the implications are 
and how that should tie 
back to your strategy 



Six  Things You Can Do Next 
Week

… SO, NOW WHAT? 

Pull your own segmented CTR study

Add or enable brand lift studies to your measurement stack.

Audit pages over 2,000 words. Restructure subheads as short questions.

Set up Bing Webmaster Tools today. Verify your domains.

Audit how Chrome powered by Gemini engages with your website.

Load the Stanford AI Report into Notebook LM and get a recap



Your best 
marketing is 
still ahead of 
you.  
Most of the noise won’t get 
you there. We help you build 
what will. 

AI MARKETING WORKSHOPS

Hands-on AI sessions custom built around 
what you’re really working on today. 

AI STRATEGY PARTNERSHIPS

Strategy, process, iteration – we work 
alongside your team until AI is just part of 
how you work. 

LIVE SESSIONS

Wil & Alisa don’t stop at studying and 
reading about AI, they run it, test it, learn 
from real practice, and live with the results



Ask us anything
Let's talk about what this means for your team.


