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AI in Search:
Adapting to the 
Future of SEO

RECORDED WEBINAR
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Who We Are

Founded in 2001, Overdrive helps companies compete 
and win in today’s hyper-competitive digitized 
marketplace by integrating:

▪ Digital-first strategy and planning

▪ Online media (display, social, video, DOOH)

▪ Search marketing (SEO/SEM)

▪ Account-based marketing (ABM)

▪ Persuasion oriented creative and design

▪ Website and application development

▪ Branding and demand generation

▪ Social media marketing

▪ Analytics and cross channel optimization

Client Experience

MITX 
Interactive Agency of the Year
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Four Things You Can Expect to Learn Today:

▪ What is SGE and Generative Search?

▪ Understanding Generative Search and AI's Impact on SEO

▪ Practical Examples of Generative Search

▪ How To Prepare For The Future of Generative Search and The Search Generative Experience

This webinar will explore how marketers, SEO professionals, and content creators can leverage AI 
technologies like Google’s Search Generative Experience (SGE) and Generative Engine Optimization (GEO) to 
optimize their digital marketing strategies and stay ahead in the evolving landscape of search.
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Google Is Constantly Changing
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What is Google's Search Generative Experience (Now “AI In Search”)?

Moves past traditional keyword 
matching to understand context and 
intent.

Marks a significant advancement in 
search technology, aiming for more 
natural, conversational interactions.

Offers users richer, more accurate 
answers and insights, transforming 
search into a dynamic dialogue with 
information.
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Google Is Now Rolling Out AI Powered Results To Everyone
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AI Is Changing The Way People Seek Information (Live Demos) 
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Google Is Constantly Changing

Sites that best match “best pellet grill” search

Most likely next steps following “best pellet grill” search

After SGE/AI In Search

Before SGE/AI In Search

Buying Guides

Product 
Recommendations

Overview
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Users Sometimes Have To "Opt-In" To Get The AI Generated Response
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SGE Does Not Provide Generated Answers For All Queries (Yet)
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What do these changes mean for 
SEO and Site Traffic?

Do we Panic!?
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Behind Every Search 
is a Person Looking 
for an Answer

▪ In order to win with SEO, you 
have to win for your customers

▪ By learning about the searchers 
behind the queries, we’re able to 
understand their motivations, 
frustrations, and pain points

▪ Only after understanding those 
can we strategize on how to best 
engage with people and help 
them on their search journey
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How Will Generative Search Change Users Expectations?

Enhanced Query Complexity: With SGE's ability to 
understand and generate nuanced responses, 
users are encouraged to ask more complex and 
conversational questions, moving away from 
keyword-centric searches.

Increased Expectations: for Accuracy and Depth: 
As SGE provides direct, comprehensive answers, 
users will expect higher-quality information that 
addresses their queries in detail, setting a new 
standard for what constitutes a satisfactory search 
result.

Interactive Search Experience: SGE's 
conversational nature fosters an interactive search 
process, where users can engage in a dialogue 
with the search engine, asking follow-up questions 
and exploring topics in depth without leaving the 
search page.

Shift Towards Comprehensive Answers Over 
Multiple Sources: Instead of sifting through 
multiple websites to piece together information, 
users will lean on SGE for consolidated, 
authoritative answers, potentially changing how 
users interact with and value traditional search 
results.
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While Search Engines Continue To Adapt, The Heart Of Every Search 
Remains The Same: 

Measure & Visualize

2 Activate Media4

5

1 Navigational

Navigational

Users want to find a 
specific page (e.g., “reddit 

login”)

Informational

Users want to learn more 
about something (e.g., 

“what is seo”)

Commercial

Users want to do research before making a purchase decision (e.g., 
“best coffee maker”)

Transactional

Users want to complete a specific action, usually a purchase (e.g., “buy 
subaru forester”)



15

Informational/Navigational Example

▪ Informational queries within SGE still give 
your content a chance for high visibility.

▪ While SGE will generate an 
answer, Google still links out to sources 
and related articles.

▪ Answers to top level 
questions available directly in the SERP 
will still however lead to less clicks and 
traffic to your informational content.
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Transactional/Commercial Example

▪ Products pulled directly into the 
generated response.

▪ Ranking of products within SGE is similar 
to how transactional results pages appear 
on Google today.

▪ Pre-written follow up questions allow the 
user to continue their investigation
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Today: Search Engines Provide Unbiased Brand Insights

• Search results reflect web content without 
additional bias

• Brands can elevate positive content to 
diminish negatives 

• Google serves diverse needs and varied 
content types (e.g., shopping, brand info, 
FAQ’s)

BMW X3 Search Experience

Organic

Paid 
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Tomorrow: Google Will Have Opinions About Your Brand

• AI summarizes content and offers answers 
based on search intent 

• Brands management must factor in sources 
Google AI will use to formulate an opinion  

• Brands must accurately quantify audience 
intent and mindsets for search success (e.g., 
addressing and qualifying x3 buyers’ 
maintenance concerns)

• Takeaway: Own your brand! (don’t let 
others speak for you)

How Google will address a search for a BMW X3
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The results are also far from perfect
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Should we be concerned about site traffic?

▪ Site Traffic Dynamics: Initially, there may be concerns about direct answers reducing clicks to websites. 
However, the emphasis on detailed, authoritative answers offers an opportunity to capture traffic through 
featured snippets and direct citations in SGE responses.

“In reality, Google Search sends billions of 
clicks to websites every day, and we’ve 
sent more traffic to the open web every 
year since Google was first created.”

–Danny Sullivan (Google Search Liaison)

“We know that people want to hear insights from 
others to help inform their decisions, so we’ve 
designed these new experiences to highlight and 
drive attention to content on the web, making it 
easy for people to dive deeper on the topic they’re 
learning about. As we bring generative AI into 
Search, we’re committed to continue sending 
valuable traffic to sites across the web.”
-Google
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5 Strategies To Optimize Your 
Content For SGE
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Overdrive Ongoing SEO Process

On-Site Optimization
▪Meta data
▪Site structure
▪Product databases
▪CMS compliance
▪Content development
▪Internal linking

Off-Site Optimization
▪Web authority building
▪Social and PR
▪XML sitemaps
▪Content marketing
▪RSS feeds
▪Digital Asset Optimization

Benchmark with Position, Traffic, Action & ROI Report

Track, Analyze, Report and Adjust Monthly 

Discovery
Identify target market and competitors, analyze site logs, understand brand essence and lifestyle/industry attributes of 

individual products

Keyword Strategy and Optimization Action Plan
Target Terms, Assessments, Actions, Deliverables, Schedules, Reports 

Training
▪Code/CMS
▪Social media
▪Copywriting
▪SEO PR
▪Linking
▪Universal search

Conversion Optimization
▪Goal set-up
▪Lead quality
▪Audience composition
▪Offers
▪Calls to action
▪User flow
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1. Prioritize Authoritative Content

▪ Deepen Content Quality: Focus on creating 
comprehensive, authoritative content that 
establishes your site as a reliable source of 
information.

▪ Research-Driven: Ensure content is backed by 
thorough research, including statistics, case 
studies, and expert opinions to increase 
credibility.

▪ User-Centric: Address the specific needs and 
questions of your audience, aiming to fully 
resolve their search queries within your content.
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2. Leverage Structured Data

Schema Markup: Implement 
structured data using schema.org 
markup to help SGE understand 
the context and content of your 

pages better.

Rich Snippets: Use structured data 
to qualify for rich snippets in 

SERPs, making your content more 
visible and appealing to both AI 

and users.

FAQs and How-Tos: Structured 
data for FAQs and How-To content 
can directly feed into AI's ability to 
pull answers, enhancing visibility in 

generative search responses.
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3. Optimize for Conversational Queries

Natural Language: Adapt 
content to match 

conversational language and 
queries, reflecting how 

people naturally ask 
questions to voice assistants 

and search engines.

Question-Based Content: 
Include content that directly 
answers potential questions 

users might have, using 
question-and-answer 

formats within your articles.

Long-Tail Keywords: 
Incorporate long-tail, 

conversational keywords 
into your content strategy to 

capture more specific, 
intent-driven queries.



26

4. Emphasize E-E-A-T Principles

Experience: Showcase 
real-world experience 
and user satisfaction 
with your content. 

Include user reviews, 
testimonials, and case 

studies that 
demonstrate the 

positive impact of your 
products or services.

Expertise: Highlight the 
author's expertise, 
qualifications, and 

background to 
establish content 

credibility.

Authoritativeness: 
Build authority by 

earning inbound links 
from reputable sites, 
gaining recognition 

within your industry, 
and being cited as a 
source in your field.

Trustworthiness: 
Ensure your website is 

secure (HTTPS), 
transparent about 

authorship and 
affiliations, and 

provides clear contact 
information and 
privacy policies. 

Maintaining an up-to-
date, user-friendly site 

also contributes to 
perceived 

trustworthiness.
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5. Embrace AI and Machine Learning Tools

▪ Content Creation and Optimization: Use AI tools 
like ChatGPT and SGE for brainstorming, drafting, 
and refining content, especially for ideation and 
ensuring natural language flow.

▪ Keyword and Trend Analysis: Leverage AI-
powered SEO tools for deeper insights into 
trending topics, keyword clusters, and user intent 
analysis.

▪ Continuous Learning: Stay updated on AI 
advancements and incorporate new tools into 
your SEO strategy to maintain a competitive edge 
in a rapidly evolving search landscape.
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Wrapping Things Up
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What Should You Do Now? 

▪ Don’t panic – keep SEO pedal to the metal (SEO is always on!) 
▪ Continue known principals: deep content, EEAT, schema markup etc 

▪ Get testing!

- Put yourself in the shoes of your target audience and run some searches. How is your brand appearing in 
AI generated results? 

▪ Set your baselines

- Be able to tell the areas of your site/product is making the largest impact

▪ Keep an eye on updates and changes from Google

- The role of AI in search is rapidly changing and adapting

▪ We can help:
▪ Get a free competitive review from Overdrive
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Overdrive Generative Search Experts 

search@overdriveinteractive.com

Thank You - Any Questions?

mailto:search@overdriveinteractive.com
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