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THE FUTURE OF SEARCH ISN’T CLICKS. IT’S CONTROL. 
Marketers are staring down a new reality: a growing share of search queries end with 
no clicks at all. AI Overviews, Featured Snippets, and Knowledge Panels now answer 
questions on the SERP, not on your site. That means fewer users clicking through, 
more crowding at the top, and rising costs for the right to be seen. This is the Zero-
Click future. And it's not a glitch, it's the plan. 

 
WHAT IS "ZERO-CLICK"? 
Search platforms (especially Google and Microsoft) are rapidly rolling out AI-
powered SERP features that provide answers without requiring a click. These include: 

• AI Overviews: AI-generated answers pulling from multiple sources 
• Featured Snippets: Quick answers from a single web page 
• Knowledge Panels / PAA (People Also Ask) / Maps / Business Listings: Rich SERP 

content blocks 
The result: users get answers faster, while brands see reduced visibility, fewer 
sessions, and increased competition. 
 

WHAT IT MEANS FOR MARKETERS 

Organic clicks are declining. If your strategy relies on informational content to drive 
awareness traffic, expect a drop-off. AI now eats your top-funnel lunch. 
 
Paid search is getting more expensive. As organic real estate shrinks, paid clicks 

become premium. Expect: 
• Lower impression share 
• Lower CTRs 
• Higher CPCs (especially for high-intent keywords) 

 
Brand authority is the new moat. SERPs now reward familiarity, authority, and clarity. If 

your brand doesn't surface in zero-click modules, it is losing valuable visibility 
opportunities. 
 
Success metrics must evolve. Traditional KPIs like clicks and CTR now represent a much 

narrower view of success. Marketers need to diversify how they view success to 



 

   
 

include additional KPIs such as SERP presence, visibility in zero-click modules, and 
overall influence on the search journey, even without traffic. 
 
Comprehensive SEO must include SERP Optimization. Keyword rank still matters, but 

success now includes being featured, quoted, and summarized by the engine. Every 
page should ask: "Will AI use this content to answer someone’s question? 
 
Zero-click is a branding opportunity. The first brand mentioned in an AI Overview or 

snippet often “wins” the user’s trust. Visibility without a click can still drive recognition, 
authority, and downstream impact. 

MEASURING THE IMPACT 

• According to WSJ-Bain, 80% of consumers resolve 40% of their searches 

without going further than the search results page. 

• Press Gazette reports that when a Google AI Overview appears, average 

clickthrough rate drops by 56.1% on desktop and 48.2% on mobile. 

• Even when a brand appears as the top link in AI Overviews, CTR falls by 43.9% 

on desktop and 32.5% on mobile. 

• Search Influence found that when an AI Overview appears, Google Ads CTR 

drops from 21.27% to 9.87%. 

• Search Engine Land notes that shorter keywords see a CTR drop of 50%. For 

longer keywords (8+ words), CTR still decreases by 26%. 

 

STRATEGIC MOVES TO MAKE NOW 

Optimize for presence, not just clicks. Zero-click wins are still brand impressions. Target 

Featured Snippets, AI Overviews, PAA boxes, wherever your brand can show up 
without a click. 
 
Ensure your content strategy includes optimizing for SGE (Search Generative Experience). 
Informational content should directly answer key questions. Use structured data, 

https://www.wsj.com/articles/ai-has-upended-the-search-game-marketers-are-scrambling-to-catch-up-84264b34
https://pressgazette.co.uk/publishers/digital-journalism/google-ai-overviews-leads-to-dramatic-reduction-in-click-throughs-for-mail-online/
https://www.searchinfluence.com/blog/how-ai-search-affects-paid-ads-performance-strategy-2025/
https://searchengineland.com/google-ads-data-shows-query-length-shift-post-ai-mode-458162


 

   
 

organize content with headers, bullets, and tables, and ask: "How would AI summarize 
this?" 
 
Embrace longer-tail strategies (Search Engine Land). The rise of natural language queries 

calls for a shift in how you approach search. Build campaigns and content designed 
for longer, more descriptive search terms.  
 
That includes: 

• Content optimization: Create comprehensive content that answers complex 
questions and meets specific user needs, as these are increasingly 
discoverable through conversational queries. 

• Keyword expansion: Target more long-tail variations, phrases, and questions 
that reflect how users engage with AI models. 

• Ad copy relevance: Tailor your ad messaging to align with more specific, 
intent-rich queries, offering clear value and improving engagement. 

 
Rebalance paid search priorities.  

• Prioritize branded and high-intent keywords 
• Expand negative keyword lists to dodge info queries 
• Fully leverage ad extensions to reclaim visibility 

 
Track the right KPIs. Clicks are only part of the story. Monitor: 

• SERP impression share 
• Inclusion in AI Overviews 
• Share of voice on branded queries 

 
Integrate SEO and SEM. One engine, two fuels. The better your content ranks 

organically (and answers questions), the more effective your paid strategy 
becomes. Taking up as much real estate on the SERP as possible still benefits your 
brand. 
 

BOTTOM LINE: Zero-click search isn’t a threat, it’s a filter. The brands that adapt 

will still be seen. The ones that don’t will be optimized out of the journey. 
 


