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Van zoekwoord naar
context: SEO in het Al-
tidperk e



HI, Ik ben Clarissal

SEO Domain Lead @10
Senior SEO-specialist met 14+ jaar ervaring
Spreker op BrightonSEO, SEO Benelux Conference

en MarTech 25
10+ SEO-podcasts en webinars
Trainer bij SEO Pro Academy



Handen omhoog

Wie heeft ooit ChatGP T of Perplexity
gebruikt in plaats van Google”

[l . . ‘. .
/) perplexity 4y Copilot  Gemini &) chatepr



-N wie heeft de content strategie al
gewiljzigd vanwege Al-search?

Wees eerlijk
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FUTURE OF SEO

Veel van de
inhoud die we
schreven lijkt

verouderd

Answer-engine

| zoekopdracht
Het organisch de resultaten
verkeer neemt zZijn

af

Dit roept veel vragen op b
marketeers, content specialisten en
zelfsin de board room

GPTen
Perplexity
gebruiken mijn
website nooit
als bron

onvoorspelbaar

Mensen halen
hun gegevens
gewoon van
ChatGPTen
bezoeken mijn
website niet



FUTURE OF SEO

Cte// me what you want, what you really really want. 4 )

We gaan van zoekwoorden naar
conversational search

Bl . L
K perplexity 5 Copilot Gemini ChatGPT



Search Engine = B

In a surprising development, Google's global search market share was
less than 90% for the final three months of 2024.

Google’s share of the global search engine market fell below 90% for the first
time since 2015, according to Statcounter. Google's global search market
share was under 90% during each of the final three months of 2024.

The data. Here's a screenshot of the 2024 search market share, showing
Google dipping below 90% — to 89.34% in October; 89.99% in November; and
89.73% in December:

StatCounter Global Stats
i Norldwide fi




FUTURE OF SEO

Source: Gartner (Feb 2024)

STAMFORD, Conn., February 19, 2024

Gartner Predicts Search Engine Volume Will

Drop 25% by 2026, Due to Al Chatbots and
Other Virtual Agents

Tech Marketing Tactics to be Discussed at the Gartner Tech Growth
& Innovation Conference, March 20-21 in Grapevine, Texas

By 2026, traditional search engine volume will drop 25%, with search marketing losing market
share to Al chatbots and other virtual agents, according to Gartner, Inc.

“Organic and paid search are vital channels for tech marketers seeking to reach awareness and
demand generation goals,” said Alan Antin, Vice President Analyst at Gartner. “Generative Al
(GenAl) solutions are becoming substitute answer engines, replacing user queries that previously
may have been executed in traditional search engines. This will force companies to rethink their
marketing channels strategy as GenAl becomes more embedded across all aspects of the
enterprise.”
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ChatGPT and Perplexity share in the US 4% SE Ranking
B crateer [ PerPLEXTTY

0.06%

0.04%

Al-TO0Is
winnen snel
marktaandee| oo

. -~/
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December

Source: SEranking (Feb2025)


https://seranking.com/blog/top-search-engines/

FUTURE OF SEO

Global Number of Searches/Day (or LLM search equivalents) 2025

14.08B

b Biﬂg yahOOo’ (} DuckDuck . ChatGPT

Sources: T & A tat t tat int t ) rush for a t

SparkToro

Source: Sparktora (March 2025)

Google is nog
steeds 210x
groter dan
ChatGPT
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https://sparktoro.com/blog/new-research-google-search-grew-20-in-2024-receives-373x-more-searches-than-chatgpt/

FUTURE OF SEO

Ook hebben we bij
Google sinds mel
2025 te maken

met Al Overviews
AlO

Alle  Kortevideo's Afbeeldingen Video's Shopping Nieuws Web

A Search Labs | Al-overzicht

iO is widely recognized as one of the best digital agencies in
the Netherlands, and is specifically highlighted for its customer-
focused approach. They are known for blending technology,
creativity, and strategy to deliver exceptional brand
experiences. Other top contenders include Ninja Promo, Elevate
Digital, and Traffic Today. ¢

Here's a more detailed look at why iO stands out:

Customer Focus:

iO has been recognized by MT/Sprout as the most customer-focused
digital agency in the Netherlands.

Comprehensive Services:

iO offers a wide range of services, including digital strategy, brand
experiences, web development, and more. ¢

Industry Recognition:

iO has received numerous awards, including the MIXX Award and
recognition in the MT1000. ¢

Proven Expertise:

iO has experience working with prominent brands like Audi, Brussels
Airport, and Efteling. ¢

Meer -

Top 10 Digital Marketing
Agencies in the...

16 mei 2025 — Table of
Contents | List of the Best...

#¢ Ninjapromo

iO named the most
customer-focused digit...

iO named the most customer-
focused digital agency in th...

@io

Transform your brand
with the best marketing...
Your future, our passion. iO,
best digital agency 2024. iO...

@io

Alles tonen

Tools ~

10




Google which charity should i donate to

Alle  Shorts-videcer Billeder Videoer Nyheder Net Mere ~

* Al-oversigt

To choose a charity, first reflect on your values and the causes you
care about, such as poverty, health, or children's education. Then,
research charities using rating sites like Charity Navigator, Charity

Watch, or GiveWell to assess their impact and transparency, as well as
check that a high percentage of donations go to their programs. Finally,

How to choose a charity

« Reflect on your values: Decide on a specific cause that is
important to you, such as helping children, fighting disease, or

protecting animals. Think about which populations you want to help,
whether it's local or global, and what personal experiences motivate

you. @

» Research charities: Use charity rating websites to research a
charity's effectiveness, transparency, and financial health.

» Charity Navigator: Provides unbiased ratings for accountability

and financial health. &

Vaerktojer ~

Top Rated Charities
4 Charity Watch

Charity Navigator: Charity
Ratings and Donor...

Charity Navigator is a
research tool for anyone...

+. Charity Navigator

Best Charities to Donate
to in 2024 with High-...

* Best Charities. Against
Malaria Foundation....

® The Life You Can Save

Vis alle

We zien ze voor
alle soorten
zoekopdrachten,
maar vooral voor
iNnformatieve
vragen

10



FUTURE OF SEO

En dit leidt tot een toename van
zero click zoekopdrachten

10



FUTURE OF SEO

Source: Ahrefs (April 2025)

ahrefs

=

DATA & STUDIES

AI Overviews Reduce Clicks by
34.5%

By Ryan Law, Xibeijia Guan

April17,2025 = 3 minread

Google says AI Overviews increase clicks. Cold, hard logic disagrees, and
so does our research.

We analyzed 300,000 keywords and found that the presence of an Al Overview in the
search results correlated with a 34.5% lower average clickthrough rate (CTR) for the

top-ranking page, compared to similar informational keywords without an AI Overview.

10


https://ahrefs.com/blog/ai-overviews-reduce-clicks/
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FUTURE OF SEO Go gle The Keyword Home  Productnews v  Companynews v  Feed Q @

Holiday 100: The gifts

Al Mode is now available in more languages and everyone's searching for
IOcationS around the world. Learn more about Google’s Holiday

. , L . 100, where you can see which gifts
Starting today, we're bringing Al Mode in Google Search to more people around the )
are most popular this year and see

world, launching in more than 35 new languages and over 40 new countries and the Search trends behind thern.

territories. Now, Al Mode will be available in over 200 countries and territories total,
including many across Europe.
New tools in Google Al Studio

[ ]
VO r I g e rT] a a n d Our latest Gemini models are powering dramatically more powerful capabilities in to explore, debug and share

Search, allowing people to ask anything on their mind in the way that’s most natural logs
to them, thanks to our natural language understanding and multimodal capabilities.

We rd G O O g I e AI — Now, more people can ask anything in their preferred language.

The advanced reasoning and multimodal understanding of our custom Gemini model

m O d e e I a n Ce e rd for Search allows Al Mode to truly grasp the subtleties of local languages, ensuring Al powerful, goal-focused Al
research partner

Mode is genuinely helpful and relevant in all the new languages we introduce.

Chat in NotebookLM: A

i n Vee I m e e r With Al Mode, we're already seeing people diving deeper into complex topics and
asking questions nearly three times longer than traditional searches. The experience Meet the 11 startups using Al
will roll out to more people over the next week. to build a safer digital future

Ianden’ Waaronder in Latin America
Nederland

Hello,

Al Mode

Source: Gaogle (Oct 2025)


https://blog.google/products/search/ai-mode-expands-languages-locations/




FUTURE OF SEO

Uiteindelijk
voorspelt
Semrush dat
LLM’'s minder
websiteverkeer
zullen genereren

Source: Semrush (June 2025)

Projected Annual Visitors by Source

Traditional Organic Search

LLMs (Including Google Al)

Total

2029

<) SEMRUSH



https://www.semrush.com/blog/ai-search-seo-traffic-study/

FUTURE OF SEO

We moeten onsrealiseren dat Al-search kan
hallucineren, wat het verre van perfect maakt

AlMode All Images Videos News More

Is it 2025 right now?

9 minutes ago

No, it is currently 2024.

Ask anything

+ \Z

AlMode All Images Videos News More

Give me a fruit with 11 letters ending in 0"

The fruit with exactly 11 letters that ends in "0" is avocado. @

Ask anything

+ ¢

0



SEOVSGEO

DE VRAAG BLIJFT:

HOe houden we websites zic
de aandacht tre

Ntbaar als Al-tools

Kken”?

10



SEOVSGEO

Eerste moeten we begrijpen
hoe LLM's hun data verkrijgen

10



SEOVSGEO

A QUESTION IS ASKED TO THE LLM

!

Use of LLM training
data (offfine training
with millions tokens of
text.)

web / realtime
information
needed to answer
the question?

Use of search engine

— API's (e.g. ChatGPT

primarily uses Bing)

Via own scraped
content (e.g.
Perplexity’'sown
index).
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Retrieval-
Augmented
Generation
(RAG)

Search relevant Knowledge
information sources
e Quer [

Relevant info
for enchanted
r | context

i

e Generated
text

G Prompt +Query

response
+

Enchanted context

v

LLMendpoint
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# Bonzai

&%  Bonzai

My search query was:
"best family cars 2025 reviews recommendations”

| used the " scrape_webpage_search™ tool which automatically searches Google with that query and
then extracts content from the most relevant pages. | set it to process 5 search results to get a good

overview of current expert recommendations for 2025 family cars.

The search returned results from Parents magazine (2025 Best Family Cars Awards), Car and Driver's
family car rankings, and The Car Mom's reviews of /-seater vehicles, which gave me comprehensive

coverage of the topic from multiple expert sources.

oY

Message Bonzai

0 9

0
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Het zal een query-fan-out systeem gebruiken om
deze bronnen op te halen

QUERY

Canyou suggestrunning
sneakers for a woman with
overpronation running a half
marathon?

ASPECT

SUBQUERY

“Best womanrunning shoes for
overpronation”

‘List optop rated running shoes for women”

Best stability running shoes for women with
overpronation.

ASICS Gel-Kayano vs Brooks Adrenaline GTS
vs Saucony Guide vsNew Balance Fresh Foam
X 860v14

“‘Userreviewsand feedback”
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Dit betekent dat traditionele SEO nog steeds van
belang is

28
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Google Organic Position

-o- Al Overviews -o- ChatGPT

Source: Ziptie (May 2025)


https://ziptie.dev/blog/seo-still-matters-for-ai-search-engines/

SEOVSGEO

Wat kunnen we niet doen”?



SEOVSGEO

WAT WE NIET KUNNEN DOEN

We kunnen niet beloven dat
LLM's jouw merk altijd vermelden




SEOVSGEO

WAT WE NIET KUNNEN DOEN

Kunnen we de output van LLM's beinvioeden?

Het korte antwoord is: "nee".
LLM's worden getraind op een bepaalde dataset. Het model wordt gemaakt op basis vanwat er in die dataset

staat.
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Dus, wat kunnen we wel doen?



SEOVSGEO

Brand
mentions

Brand
sentiment

What is the best digital agency in The Benelux?

Citations

Thought for 11 seconds >

Top Digital Agencies in the Benelux

1.

i0
iO is the fastest-growing full-service digital agency in the ux, blending

marketing, technology and creativity to create se customer experiences

across strategy, media and analytics

2,000 specialists across 12 campuses in Belgium, the Netherlands and Luxembourg

be.linkedin.com . The agency was formed by merging “You" into iO, positioning it as the

region’s leading blended agency

iodigital.com ,

DEPT®

DEPT® is a global digital agency headquartered in Amsterdam, with over 4,000
specialists across more than 30 offices worldwide deptagency.com . Born digital, it
combines 50% technology and 50% marketing expertise to offer Al-native

consulting, creative campaigns and erv\l/*o—end transformation for brands like
Google, Philips and Audi

linkedin.com ,

Search the web
4+ £ @ Search x 9

ChatGPT can make mistakes. Check important info. See Cookie Preferences.

indigitalcom . Founded in 2005, it employs over

@ iodigital.com
iO — blended agency with wide-ranging and in-
depth expertise

We blend marketing, technology and creativity to
create the ultimate customer experiences that make...

@ be.linkedin.com

iO - LinkedIn
We are one of Europe's top leading digital agencies.
Founded in 2005. Home of ambitious people,...

@ jodigital.com

We are you evolves from digital expert to full-
service agency - i0

We've joined iO, the full-service agency, the fastest
growing one in the Benelux. That gives you a single...

p@ deptagency.com

Nothing great is made alone - Culture at DEPT®

Our team of over 4,000 digital specialists spans 30+
offices across 5 continents. 30 +. Offices. We have...

@ linkedin.com

DEPT® | LinkedIn

We are a pioneering technology and marketing
services company that creates end-to-end digital...

W enwikipedia.org

Emakina Group
Today

emakina.com

Emakina: Welcome to the new brand world



Viaak kennis met
Generative Engine Optimisation
aka GEO




SEOVSGEO

Dus, wat kun je doen”

o
&
-

Jo

De technische kant van de zaak

Hoe kun je deinformatie herstructureren zodat Al-
zoekmachines deze gemakkelijker kunnen gebruiken?

. Eenmentaliteitsverschuivingin

wat je zegt
What could you do content-wise when thinking about

authority, expertise, experience, and trustworthiness?
(E-E-A-T)

. Eenmentaliteitsverschuivingin

hoe je het zegt

Kan de taal actiever zijn?
Kan de taal aantrekkelijker zijn?

. Enwaar je het zegt

IS je publiek waar je denkt dat hetis?

10
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1. Een solide technische basis bedient
alle SEO-kanalen, inclusief Al-gedreven
tools
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Al Crawler Traffic

Number of fetches across Vercel's network in the past month

Je wepbsite
wOordt niet
alleen bezocht
door mensen,
maar ook door
DOTS

Googlebot

0.0B 158 308 458 6.08

urce: Vercel (Dec 2024)


https://vercel.com/blog/the-rise-of-the-ai-crawler

SEO VS GEO

Je website zou crawlbaar moeten zijn voor Al-bots.
Dus, optimaliseer:

Maak je eigen site o Robotstxt /lims.t
AI—CraWIbaar o  Avoid Javascript and PDF’s

o Use server-side rendering

Gebruik structured data

- Al-tools gebruiken deze om relaties te begrijpen
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Bouw Interne
relaties op als
een

Kennisgrafiek

Topic cluster
\ Page Pz

Clossar __

|:) |
age v

Definition
NnUb

/page/
Y / N

Page / \

N Page

Page

Glossary
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2. Mentaliteitsverschuiving in wat je zegt



SEO VS GEO

- Focus op kwaliteit in plaats van kwantiteit

Wat kun Je dOen Op - Regelmatige updates: actualiteit impliceert

een content autoriteit

niveau? - Zorg voor E-E-A-T: toon ervaring, expertise,
autoriteit en betrouwbaarheid



SEO VS GEO

Beha ndel - Behandel het wat, waarom, hoe en versus
alternatieven.
onderwerpen
. - Gebruik modulaire blokken: TL; DR's, naast elkaar,
diepgaand en use cases.

modulair - Voeg unieke gegevens en inzichten toe.
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GEBRUIK DE GOOGLE E-E-A-T-RICHTLIJNEN

Het hart van de nhuidige rankingfactoren

. =

Experience EXpertise

Deel gespecialiseerde kennis die actueel is met
ontwikkelingenin de industrie en bied
nauwkeurige, goed onderzochte informatie die
verder gaat dan oppervlakkig begrip. Bij voorkeur
eigen onderzoek.

Eerstehands ervaring met een onderwerp toont
authentieke kennis aan en creéert waardevollere
inhoud voor gebruikers. Toon je persoonlijke
ervaring met het onderwerp aan met
gedetailleerde inzichten en praktische
voorbeelden.



SEOVSGEO

GEBRUIK DE GOOGLE E-E-A-T-RICHTLIJNEN

Het hart van de huidige rankingfactoren

J

Authoritativeness Trustwortniness

Bouw autoriteit op door origineel onderzoek te Vertrouwen opbouwen vereist het handhaven van
doen, casestudy’s te maken met je experts, en feitelijke nauwkeurigheid, het krijgen van over het
deze content te verspreiden via gerespecteerde algemeen goede klantbeoordelingen en ervoor
platforms om waardevolle backlinks en zorgen dat uw website de juiste

merkvermeldingen te genereren. (digitale PR) beveiligingsmaatregelen en privacybeleid heeft.



SEOVSGEO

5. Mentaliteitsverschuiving in hoe |
net zegt
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Wat kun je doen op
copywriting-
niveau?

* Focus op longtail-zoekwoorden en -vragen in
conversatieschrijven
* Neem veelgestelde vragen op en beantwoord vragenin je content.

«Lange teksten? Zeker, als het nuttigis

+ Zorgvoor hoge kwaliteit en diepgang

* Houd alinea’s kort, duidelijk en beknopt. Geefkorte antwoorden op
vragen, zodat Al-tools gemakkelijk je antwoorden kunnen citeren.
(overweeg ook FAQ's)

» Begin beknopt, ga dan dieper.
* Duidelijke structuur
» Gemakkelijk te begrijpen voor zowel de lezer als het Al-

INstrument

» Zoekopdrachten worden steeds menselijker, dus reageer ook
menselijker, dus reageer ook menselijker

« Gebruik semantisch gerelateerde zoekwoorden

* Van exact-match zoekwoorden tot gerelateerde termen en zinnen



4. Vind |e Je publiek waar het
daaawerkelijkis?
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LLM's gebruiken niet alleen
jouw website als referentie
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Ze zoeken op het web naar recensies, citaties en artikelen

@ Searching the web

Q best digital agency in the Benelux 2025 report
Q 10 digital agency Benelux ranking

@ www.thecfigroup.com @ www.iodigital.com () top100digitalagencies.be

f&® 12 more
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Zorg ervoor dat jouw
merk de autoriteit is in
jouw vakgebied

-(Digitaal) PR

*Externe citaten
« Wikipedia / Reddit
«Comparison websites / blogs
«Other websites the LLMuses

Positieve recensies



SEOVSGEO

Download de GEO-checklist
om te beginnen met de
eerste stappen:

OHEX40

“:i::!;.';f

*%ee 53338
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Helaas Is de tracking nog steeds beperkt



Er worden veel Al-trackingtools uitgebracht

J# promptwatch

dFunnel

¢ OtterlyAl
N rankshift 21

AV

o Profound

O

SEMRUSH

10
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Bi| 10 bouwen we
custom LLM-
tracking |
dashboards

How does your brand visibility change over time?

—— Your Brand Visibility —— Other Competitors’ Visiility
0%
6296% Ga7% 64I%  gpopm O4T% gagsn 1 7gn B296% B1ATG e29%
60.49% 56 67 E]-
60%
0%

0%

60.09% po.qgn 73R G173

52 bes 65.43% 64.2%  B4.7% 65.43%

61.73%

66.67%

13Aug T4 Aug 15Aug 16Aug 17 Aug 18 Aug 19Aug 20 Aug 21 A 22 A 23Aug 24Aug 25Aug 26Aug 2T Aug 28 Aug 29 Aug 30 Aug 31 Aw 15ept 2Sept 3 Sept 4S5ept SSept 65
] ] ] ] g a a ] g g g g g g g g . . g P P P P P

Disclaimer. whik we cannot frack al guestions, he sampbke size s representative enough to extrapelate relative insights based on percentages.

Visibility

How does your brand perform in the Al landscape?

The organic mention breakdown shows whether
your brand appears at all in Al responses.

|z your beand mentioned in the response?

N
@ ves
F2E%

When your brand is mentioned, the context
matters enormously: being recommended as the
‘best solution’ carries far more value than a
casual listing among competitors.

What type of questions is your brand mentioned in?

0.7 Branded
56.3% neerbranded

Finally, the visibility leaderboard reveals your exact ranking
against the competition, showing who your competitors are
and where you stand in the race for Al-powered search.

Visibility Leaderboard

Brand Visibility Share
1. eneco 9.16%
2. wreg 4.69%
3. pricewise 4.51%
4. gaslicht.com 4.33%
5 independer 4.24%
(% engie 4.03%
7 luminus 3.63%
a. totalenergies 3.5%
g. cwape 3.22%
10. brugel 3.15%
1. mega 3.03%
12, consumentenbo... 27%
13. octat 223%
14. mijnenergie.be 209%
15.  bolt 1.55%
16, total energies 1.45%
17.  eszent 1.45%
18, wise 1.36%

1-100/ 362 >

LLM
Strongest models for your brand

Understanding Al
maodel preferences:
Different Al models )
show varying e Gaoogle
tendencies to mention @ Openal
your brand versus @ Anthro..

competitors.

This analysis reveals

which platforms offer Strongest models for competitors
your strongest brand

visibility and where

competitors dominate,

helping you prioritize

content optimization - e
efforts for maximum “% @ Anthro...
Al visibility impact. @ Opendl

Which LLM model mentions your brand the mast aver time?

— Google —— Openal Anthropic

100%

3
3hug 19 Aug 25 Aug 31 hug & Sept
16 Aug 22 hug 28 hug 3 Sept

10
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Finally, the visibility leaderboard reveals your exact ranking
against the competition, showing who your competitors are
and where you stand in the race for Al-powered search,

How does your brand perform in the Al landscape?
The organic mention breakdown shows whether
your brand appears at all in Al responses.

Iz your brand mentignad in the responze?

Visibility Leaderboard

Brand Visibility = Visibility Share
1. Breco 0.16%
2 wreg 4 69%
Mo

: @ ves 3. pricewise 4.51%
egin met net L gaslichtcom
. 5. independer 4. 24%
tracken van je Al- . e
zichtbaarheid ten I
Whien your brand is mentioned, the conteat B totalenermies A%
C matters enarmously: being recommended as the 0. cwape 9.739%

O Z | C h -t e \/ a n ‘best solution’ carries far more value than a
casual listing among competitors. 10. brugel 3.15%
concurrenten
What type of questions is your brand mentioned in? 12. consumentenbo.. 2.7%
13. acla+ 223%
14. mijnenergie.be 2.049%
07 — 15.  bolt 1.55%
55.3% non-branded 16.  total energies 1.45%
17. essent 1.45%
1B. wisa 1.36%

1-100f 362 b

10
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THE BIGGER PICTURE

HOEe hougen we ydle
de aandacht tre

Ntbaar als Al-tools

Kken”?

10



THE BIGGER PICTURE

Wij noemen het
560° SEO

10



Key Insignts van vandaag:

] . LLM'sveranderen snel hoe en waar mensen zoeken,

2_ De grote impact van LLM's moet nog komen, maar het zal niet lang duren voordat die toeslaat,

3 Jekuntal beginnen met controleren of je platform technisch goed aan de orde is, begin met benchmarken
- (hoe moeilijk het nog steeds kan zijn) en je contentstrategie voorbereiden op deze nieuwe realiteit,

10
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EXPERIENCE IS EVERYTHING

www.iodigital.com

Vragen’

Voeg me toe op
LinkedIn

Clarissa Filius

clarissa.filius@iodigital.com
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