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The end of the click? How
Google’s Al is redefining
the future of web traffic

Y Clicks Are Dropping. Fast

For years, if you ran a website,
Google was your lifeline. Search
visibility meant readers, leads,
sales.

The formula was simple: rank
high, get clicked.

But with the rollout of Al
Overviews, that formula is
breaking.

Google now often answers user
queries itself—with a generative
Al summary—before showing

any links.

And this change is already
reshaping how the web works.
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Al Overviews officially
launched in May 2024. In less
than a year, the percentage of
“zero-click searches”—
searches where the
never clicks a single result—
has surged past 75%.
According to SEO expert Barry
Adams, Al Overviews have
reduced click-through rates for
results by over

user

top-ranking
30%.

This matters because clicks
fuel the open web. They fund
journalism. They drive sales for
businesses. They keep indie
blogs alive.

And when clicks vanish, so
does revenue.
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Gooqle’s Take: “It’s Better
Traffic, Not Less”
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In a blog post titled ‘Al Overviews: About
Last Week,” Google VP of Search Liz Reid
made a strong case for the new system. She
acknowledged a handful of headline-
grabbing errors—Al telling users to eat rocks
or use glue to make cheese stick to pizza—
but emphasized that these were anomalies.

More importantly, Reid argued that users are
more satisfied with Al Overview results, and
that while clicks may be fewer, they’re of
higher quality. People are more likely to stay
on the page they land on, she says, because
Google’s Al does a better job of pointing
them to the right content.

“We see that the clicks to webpages are
higher quality — people are more likely to
stay on that page, because we’ve done a
better job of finding the right info.”

That’s a powerful claim. But for
many publishers, better quality
doesn’t make up for shrinking
volume.


https://blog.google/products/search/ai-overviews-update-may-2024/
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How Gooale Al Overviews
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Al Overviews aren’t just Al guesses. They’re powered by a custom
language model that integrates directly with Google’s traditional web
ranking systems. That means the Al doesn’t just generate text—it
evaluates top web pages and assembles an answer from them.

It's not a chatbot. It’s a search
feature—just one that no longer
waits for you to click.

Google insists these summaries are
grounded in reliable sources and
feature links for further exploration.
In fact, they claim the system’s
accuracy is comparable to
Featured Snippets, which have
long existed in Search.

Still, when Al Overviews go wrong,
it’s usually because they
misinterpret nuance,  satirical
content, or “data voids” (topics
with little high-quality information
available). And Google admits
they’ve had to make dozens of fixes
just in the first weeks of widespread
rollout.
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What’s Next: Al Mode s
Looming

Google Al Mode, now rolling out in parts of the U.S,,
e goes even further. It replaces the entire
Isn’t results page with a chatbot-like answer. No
stopping blue links, just Al-driven content.

With Today, it’s optional. Tomorrow, it might be
OverVieWS the default. And that could deal a much

harder blow to the open web.

In Al Mode, the user rarely leaves Google’s ecosystem. For
content creators, that means even fewer chances to be
discovered.

For casual users, Al Overviews feel like a win: cleaner results, faster
answers. But for content creators—especially those who rely on
search—it’s an existential risk. The key problem: Google is now both
the gatekeeper and the content distributor.

That creates an awkward tension:
1.Publishers write content
2.Google’s Al summarizes it
3.Users get the summary and leave

4.Creators lose credit, traffic, and income

It’s not just a traffic problem. It’s a value chain problem.
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SEO? Better Enter AlO

Search engine optimization (SEO) is no longer enough. The future
lies in Artificial Intelligence Optimization (AlO)—building content
that appeals to Al systems first, users second.

Here’s what that involves:

1.Clear structure with semantic HTML and schema markup
2.Unique insights Al can’t easily summarize from elsewhere
3.Mobile-first and accessible design

4. Thought leadership and authority signals via backlinks
5.Constant updates to stay relevant in Al index refresh cycles

Even so, visibility in Al Overviews isn’t something creators can
currently track. There’s no reporting tool in Search Console, and
few answers about how rankings are determined.
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What Kind of Internet Are
We Building?
Google argues that Al Overviews are a step forward for users. Critics

argue they’re a step backward for the open web. Both might be true.
But the long-term consequences are still unclear:

Will creators continue
producing if no one clicks?

¢ Can Google balance its own
commercial interests with the
health of the web?

e Will Al Mode become the
default—and squeeze out the
rest of the internet?

e Will smaller websites and
independent voices survive in
a web dominated by Al
summaries?

The shift is already happening.
The question now is whether we
shape the change—or just adapt
to it after the fact.
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Thank you!

PEC helps companies, institutions, and
communicators adapt to this paradigm shift —
using Al not just to automate, but to augment
insight and impact.

Want to thrive in the Machine Web? Let’s build it
— with purpose, with data, with a voice of your

own.
info@pec-lab.com
@ www-pec-lab.com
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