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Our proprietary data
shows that both
consumer effort and
engagement with Al
search is higher than
with organic search

Over half

say they spend longer interacting
with GenAl apps than with standard

search
As this shift continues and Al search
responses become more normalised, the
longer-term impact on brand building will 9
become more obvious. O/ (o)
6 o 5 3 /o
If your brand is present and showing up of people write fully or
well in Al search, this reinforces or builds on full sentences mostly trust
the human predisposition already earned. like thev are Al generated
However, if your brand isn’t visible or is : Y 9
talking to a responses

showing up negatively, over time that hard
fought human predisposition will start to be
eroded by the machines.

real person
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Source: Kantar Al Barometer survey (Jan 2026)
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Before you can get to a human, you
have to be chosen by the machine or
large language model

02

To be chosen, your brand therefore
needs to be present in the sources
that the large language models get
their data from




Whilst SEO Is more about
optimisation, the new world
of AEO and GEO should also
be under the management
of brand owners

Are you set up for the fut

Google overviews (AEO

Selects the right source

Brands need to be the most trusted,
authoritative and verifiable source,
and content must be presented in a
structured way.

Generative Al (GEO)

Predicts the correct or best answer

Brands need to be coming across in a
consistent way across in as many of
third-party sources that LLMs prefer.



at does Al search mean for our
and strategy?

ake the case for exploring the impact Al
enerated search results are having on your
ategory and brand.

How do we measure Al search
impact?

ldentify which data sources give you the
most accurate picture of the landscape.

Is this just about content
optimisation?

Understand the role Al search is having not
just on brand visibility but also on long-term
brand equity.




Are brands mentioned in Gen-Al responses?

At an aggregate level brand

Branded search declined by as much as 35% in the last websites represent
year, but don’t be led by clicks. Search isn't dead, it is Over Over
being redeployed to LLMs who still love brands, but use o o
their own filters to decide if and how you show up. 50% 20%
of sources in travel in beauty
Mobile Phones Beverages

Travel

78% 95% 69%

brands mentioned brands mentioned brands mentioned
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Reddit is hugely influential
and is the largest single
preferred source for LLMs,
but the landscape is so
fragmented that the
leadership comes with just
a 5% share.

In beauty, Reddit leads
with a 9% share with the
category having a similarly
long tail of sources.

tripadvisor.c.. .

skysca...
worldairline...
loveh..

simpleflyin...

Don’t believe all the hype

reddit.com




Doubling down on social media and creators won't

aid your Al search visibility

Be aware there is a lack
of synergy between the
impact of social media
and Al search results.
Investing in one doesn’t
see return in the other.

The aim for brands should
be to enable conversations
to travel across both
search and social
platforms.
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Generative Al Impact

Source: Kantar ‘Connect’ touchpoint impact study: Travel category UK (Dec 2025)



Hurman brains aren’t the same and neither are
machines who have their own preferences and
biases. How do you plan for these?

What is the best long haul airline?

GOOGLE Al OVERVIEWS CHAT GPT PERPLEXITY

Other

Retailer News publisher Lifestyle publisher

Travel brands

Lifestyle publisher

|

Travel brands

|

Information
provider

News
publisher

Information

provider
1 Travel brands
THErTEion Lifestyle publisher
provider
Social network

Has a strong leaning towards Has a strong leaning Has a strong leaning

trusted ‘information’ sources towards lifestyle brands towards news and social

like moneysupermarket and like Forbes. networks, namely Reddit.

world airline awards.

Source: Kantar GenAl brand tracking: Travel category UK 2026 Share of citations
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Peling a big 18% 3 arish
Mass market 16% -
brand doesn’t o
guarantee

you will show
up more in Al
search results

2% | Tu; i

10%

8% Ryanair

Brand size

6%
LLMs don’t care if . o tes
you're famous, they i
care that you are being 2% Qatar Airways
talked about, delivering
exceptional experiences,
and fulfilling a specific

need. Share of model (branded mentions across all LLMs)

0%
0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Source: Human Data: Kantar BrandDynamics Airlines
Machine data: Al search analytics Airlines
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You can't assume that because your brand Is
winning with humans that it will win the ‘hearts’
of machines

Google Al Overviews

+ Resonates with humans and machines
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How Google Al LLMs perceive the brand (sentiment)

Sentiment: Gen Al analytics (Jan 2026)
Influence of Al overviews: Connect touchpoint study (Jan 2026)
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Average brand
ranking when
mentioned

lce Cream

(USA)

Is your brand ‘tangibly’ different?

Machines struggle to interpret emotion/apstract
concepts so dialling up more functional differences is
vital to avoid losing out to niche brands

Cellato _ 1.14 G
Serendipity 3 [N 2.47 ? ! '
team
Lactaid [N 2.66
Ben & Jerry’s [N 2.97 Farmed NYC
Peters N 5.0 il
Héagen-Dazs [ 3.05 .
Leading
Scoopi Café [ HININIGEGG .17 lactose-free
brand
Enlightened [ .34

Protein Pints [ 3.50
Rebel [N 3.53

Baskin-Robbins I 3.50
McDonald’s I 3.53

Source: Gen-Al Brand Tracking, Ice Cream USA (Nov 2025)
Ranking is the average order the brand is mentioned when cited in an Al answer
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