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Who Am I
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• Over 15+ years in Marketing, across multiple 
industries both in-house, consultancy, and 
now agency. 

• Had the pleasure of working on CIM 
marketing qualifications and the national 
marketing apprenticeships. 

• Currently Senior Account Lead at Samphire 
Digital as well as holding Head of SEO and 
Senior SEO positions at two other companies.

• Working with Companies in the UK and 
internationally on discoverability campaigns. 



What is Generative AI?
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Creates things that don’t currently exist 
based on pre-trained data sets.
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Text

Image

Video

Audio

Code
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What do I mean by Search AI?
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Finding the most accurate answer to your 
queries in the simplest way using Gen-AI  

practices and the wider internet as the data 
set.
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Google CEO Sundar Pichai



But is that the full picture?

Samphire  



Samphire  



Samphire  



Where are we on the timeline? 
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Matthew Buskell
Enterprise RISE UKI and AI Lead for Google EMEA
From the March Norwich AI Summit



So, this is nothing new then?
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Do we need to change our thinking?
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• How are people using search now?
• How are Search Engines trying to 

keep up?
• What changes are the major 

companies pushing?
• How are SERPs going to be displayed 

going forward?



Bigger than just Google
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How can we make the most of the 
opportunity and minimise risk?
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• Page 1 Ranking isn’t as 
valuable as it once was.

• It's about a top-3 or getting 
into the AO result.

• More competition for less 
space. 

• Some key ranking factors 
seem to be more important 
than others. 



What are we seeing from the engines? 
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Arts & entertainment 0% Health 1.79% Pets & Animals 0.21%

Autos & Vehicles 0.20% Hobbies & Leisure 0.20% Real Estate 0%

Beauty & Fitness 0.40% Home & Garden 0.20% Reference 0%

Books & Literature 0.22% Internet & Telecoms 0.43% Science 1.21%

Business & Industrial 0% Jobs & Education 0.00% Shopping 0%

Computers & Electronics 0.20% Law & Government 0.30% Sports 0.12%

Finance 0.30% News 0% Travel 0.25%

Food & Drink 0% Online Communities 0.20%

Games 0% People & Society 1.53% Total 0.31%

AI Overview SERP Impact by Category
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• Increase in crowdsourced information.
• They can’t agree on the “Best” 

answer.
• They can take an answer from 

anywhere on a page.
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Creating these headaches:
• We have to write for people, not 

search engines or AI. 
• We have to speak to a wide 

audience whilst being niche enough. 
• We have to determine exactly what 

our specific audiences are 
searching for and how.



What does this mean for marketers? 
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• Intent led search
• Get to the point
• Befriend structured data
• Experts & Enthusiasts 
• Local means local
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• Don’t rely on SEO alone
• Diversify your channels -

It’s all about the Marketing Mix
• Paid Media - not just 

search



It’s not going anywhere!
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Thank you!
Any questions, let me know, or find me on LinkedIn.
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