
Insights from 75K monthly LLM 
traffic across 100 B2B SaaS 

Companies



The Effect
Of AI Overviews



Organic Clicks ↓ 57.07% – After AI 
Overviews appeared, clicks to our 
clientsʼ pages dropped by over half.

What is Happening
With Clicks?



Impressions ↑ 19.58% – Surprisingly, 
impressions increased, indicating our 
pages still appeared (even slightly 
more often) in search results.

What is Happening
With Impressions?



TOFU keywords made up 84% of 
our dataset—and they were the ones 
most frequently triggering AI 
Overviews.

This aligns with recent studies from 
Ahrefs and Amsive, both of which 
show that informational queries are 
the most likely to be summarized by 
AI, reducing the need for users to 
click.

WhiCH Query Types
are most Affected?



LLM Traffic Growth Trend



LLM-driven traffic is on a steady 
upward trend, with a major spike 
of 47.27% growth in April 2025, 
indicating accelerating adoption.

Monthly LLM traffic 
growth (MoM)



LLM comparison 

ChatGPT leads growth with a strong 
57.72% MoM increase in April 2025, 
showing sustained momentum.

Perplexity's growth is slowing, down to 
5.46% in April, after peaking in November 
2024.

Gemini shows volatility, with a dip in 
February but rebounding 27.47% in March 
and 17.34% in April.

Claude sees minimal traction, with traffic 
consistently below 100 visits per month, 
indicating limited LLM-driven discovery.

Monthly traffic growth %



LLM traffic across region



LLM traffic across countries



LLM traffic across countries

India and the US dominate traffic, 
contributing over 45% of total sessions 
combined — India leads slightly with 
10,742 sessions, followed closely by the 
US with 10,194 sessions.

Top Geographies Driving LLM Traffic

UK, Philippines, and Canada form the next 
tier of traffic contributors, showing steady 
month-over-month growth and reflecting 
strong interest from English-speaking 
regions.

Pakistan, Brazil, and Vietnam show 
consistent growth, with traffic nearly 
doubling from Oct to Apr, indicating rising 
LLM adoption in these regions.

Emerging Markets on the Rise

Germany and Malaysia also show healthy 
traction despite being non-primary English 
markets, with each exceeding 1,000 
sessions in total.

All countries show sustained 
month-over-month growth, with India 
seeing the sharpest April spike (from 
1,855 in Mar to 2,954 in Apr — 59% 
growth), suggesting increased interest in 
the region or better LLM optimization for 
local content.

Growth Momentum



LLM Traffic Vs 
Page Types



Page Types LLM Traffic (ChatGPT + Perplexity + 
Claude + Gemini)

Vs. 

High-Intent Pages Dominate: Over 65% of the 
traffic is concentrated on the Homepage, 
Feature/Solution Pages, and Long-Form Blogs, 
indicating strong interest in learning about the 
brand and its offerings.

Blog Content Drives Awareness: Informational 
content Long-form blogs + listicles + stats/trends) 
contributes significantly to top-of-funnel 
engagement, showing that users often begin their 
journey through content discovery.

Bottom-Funnel Pages See Low Visits: Pages like 
Free Trial, Demo, Comparison, and Pricing get less 
than 5% of total traffic, suggesting either users 
aren't ready to convert or these pages arenʼt 
well-optimized/discoverable by LLMs.



Page Types LLM traffic distributionVs. 

ChatGPT drives the 
majority of LLM traffic
accounting for over 7080% 
across most page types — 
especially dominant on 
high-intent pages like Homepage 
and Feature/Solution pages.

Perplexityʼs strength lies 
in informational content,
contributing 2530% of the 
traffic on long-form blogs and 
listicles, showing it's often used 
for deep-dive content discovery.

Geminiʼs share is 
minimal,
generally under 5% across most 
page types, with slight activity on 
Feature/Solution and Blog pages.



Behavior comparison between LLMs

LLM Primary Behavior Top Page Types Visited User Intent

ChatGPT Product-focused, 
high-intent

Homepage, 
Feature/Solution, Pricing Navigational & commercial

Perplexity Research-heavy, 
top-of-funnel

Blog – Long Form, Blog – 
Listicle, Statistics/Trends

Informational & 
awareness-driven

Gemini Low engagement, scattered 
intent

Feature/Solution, Blog – 
Long Form

Mixed/general-purpose 
queries

Claude Negligible engagement Very low presence across all 
page types

No observable behavior 
pattern



Takeaway: LLMs tend to 
pick up data-backed, 
insight-driven content that 
users may query in question 
format like “X statistics for 
Y industry.ˮ

Statistics Pages Are LLM Magnets

Over 35 unique URLs categorized under 
"Statistics/Trends" were discovered and linked 
by LLMs.

These pages often receive multiple session 
contributions from ChatGPT, Perplexity, and 
even Claude, showing cross-LLM 
discoverability.

Example: Plivoʼs AI Customer Service 
Statistics page was picked up across all 3 
LLMs, totaling 129 sessions — making it a 
top-performing page.



Takeaway: Creating 
structured, evergreen, and 
stat-rich content helps your 
brand become a credible 
data source for LLM 
responses — increasing 
your odds of being cited.

LLMs Prefer Structured, Evergreen, 
and Quant-Heavy Content

Titles containing words like "statistics," 
"trends," "report," or "benchmarks" dominate 
this category.

These pages often receive multiple session 
contributions from ChatGPT, Perplexity, and 
even Claude, showing cross-LLM 
discoverability.

Even niche domains like legal trends, finance 
reporting, or warehouse logistics receive 
attention.



User 
Engagement 
Metrics



User engagement: LLM Vs. Google organic

Vs. 



Overall Performance: LLM traffic shows slightly better bounce rates (36.9% vs 37.4%) but 
lower engagement metrics overall.

Engagement Gap: Google organic traffic generally shows higher engagement (longer 
sessions, more page views).

Quality vs Quantity: LLM traffic may be more targeted but less exploratory than organic 
search traffic.

User engagement: LLM Vs. Google organic



Intent Quality: LLM traffic appears more targeted with slightly lower bounce rates, suggesting users 
arrive with clearer intent.

Exploration Behavior: Google organic users tend to browse more extensively, viewing more pages 
and spending longer on sites, indicating more exploratory behavior.

Content Type Dependency: The performance varies significantly by client, suggesting that certain 
content types or industries may be better suited for LLM-driven traffic.

User Journey Differences: LLM users might be more task-oriented (lower bounce, but focused 
sessions), while Google users are more discovery-oriented (longer, broader sessions).

User engagement: LLM Vs. Google organic



DR Vs LLM 
Traffic Study



Domain Rating LLM traffiCVs. 



LLM Traffic % IndustriesVs. 



Conversion 
study



ChatGPT traffic is converting 4x more than Google organic!



ChatGPT traffic is converting 4x more than Google organic!

● The key reason? ChatGPT users arrive with higher intent and deeper product 
understanding, often after personalized, comparison-driven discovery 
journeys.

● This shift highlights a growing opportunity: AI-generated traffic isn’t just 
scalable — it’s high quality and conversion-ready.



Thank You!


