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Search Engine Marketing

It is all about getting here

- the #1 result in Google’s organic 
search results has an average CTR 

of 27.6%

- The #1 organic result is 10x more 
likely to receive a click compared to 

a result in the #10 spot
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Simpler Times



Creating Content for Google: Manually



Creating Content for Google: With AI

Reisenbichler, Reutterer, Schweidel and Dan (2022), “Frontiers: Supporting Content Marketing with Natural Language Generation,” Marketing Science



Creating Content for Google: With AI

Reisenbichler, Reutterer, Schweidel and Dan (2022), “Frontiers: Supporting Content Marketing with Natural Language Generation,” Marketing Science



AI Imitates What Already Ranks

Top Google 
Results

GenAI fine-
tuned on it

Generated 
content 

imitates top 
results

Published 
online

Becomes 
training data for 

future GenAI

“Widespread adoption of NLG could result in 
more homogeneous content, which may 

increase consumer search costs and require that 
firms find ways to differentiate themselves.”
-Reisenbichler et al., Marketing Science, 2022 



Potential Consequences

SAMPLE FOOTER Page 9

Top 10 is homogeneous =
= the same content

Unique content on the website X

Website X differs

Website X not ranked in top 10

Three Row SUV



Increasing Content Similarity Over Time

- Convergence to more 
content similarity:

all content optimization 
indicators went up, 
meaning texts are more 
similar in 2024 than in 
2019
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Rankings Overlap

Common links

New links
Lost links

Industry sect. Common 
links

New links Lost links

Primary 1,953 7,531 7,202

Secondary 3,652 14,038 13,987

Tertiary 5,392 17,789 20,979

Quarternary 2,353 8,287 7,924
2019

n=63,442

2024
n=65,082
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Industry sect. Ranking Inversions

Primary 17.93

Secondary 78.90

Tertiary 100.23

Quarternary 235.38

Mean Kendall tau distance per keyword
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Max displper keyword

Industry sect. Ranking 
Displacement

Primary 59 (14.5)

Secondary 64 (13.0)

Tertiary 65 (22.3)

Quarternary 61 (15.6)

Mean Spearman‘s Footrule value (rel.); SD 

ANOVA:
F = 48.8
p < .01

nkeywords

ANOVA:
F = 
p < .01

Ranking Changes



Why This Matters

• The search ecosystem is a prime foundation for the economy
• Both firms and customers rely on it

• Companies invest billions annually for gaining keeping good visibility

• Limited guidance available to marketers



Addressing the Need



Today’s Quagmire





What Content Performs Well?
Exploratory Analysis



AI vs. Human Performance
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Content Factors: Search Engines vs. 
LLMs

Keyword and topic 
density don’t seem to 
matter as much

Readability is being 
prioritized

Uniqueness still matters



Ongoing Research

• What content performs well for
• Search engines?

• Different LLM-based tools?

• How do we engineer content for LLMs?

• How do brands balance optimization for search engines, social media, 
and LLMs?

Keyword 
Selection

Prompt 1

Prompt 2

Prompt 3

Prompt N

LLM Ans 1

LLM Ans 2

LLM Ans 3

LLM Ans N

Generate and test 
performance in 

SEO and AI



Conclusion

• SEO has been critical for online visibility

• Spread of Gen AI appears to have contributed to increasing content 

homogeneity, reducing informational value to consumers

• With traffic (gradually) moving to LLMs, content optimization 

methods must adapt

• What works for SEO may not work for LLMs
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Thank You
dschweidel@emory.edu

https://www.linkedin.com/in/dschweidel/

mailto:dschweidel@emory.edu
https://www.linkedin.com/in/dschweidel/
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