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New Al Overview Trends

Travel Experimentation Surges As The Holiday’s

Approach

As we enter the holiday season, October's data reveals significant shifts and stabilization
across industries in Al Overviews (AlOs). Critical insights from October reveal growth in
certain sectors, stability in others, and strategic changes in content types and sources. These
insights offer actionable strategies for marketers aiming to optimize for AlOs during this

critical period.

BrightEdge Generative Parser™ offers glimpses into what we can expect and how to prepare
for the holiday season and beyond. From the stabilizing nature of shopping queries to the
increasing presence of YouTube citations, preparing ahead becomes a priority as Al evolves

month by month.

This research report includes ten key findings and detailed findings.

1: YouTube Citations Surged in September and Stabilized in October

2: Travel Industry AlO Presence Surges by 700%

3. The Evolution Toward More Localized and Activity-Specific Travel Queries

4. The Slight Growth in Daily AlO Presence Overall

5. A Significant Reduction in General AlO Volatility

6. The Education Sector Gains a Steady 5% Increase

7. The Shift Toward More Specific and Complex Educational Queries

8. B2B Tech Sector Shows Moderate Stability and Growth

9. The Healthcare Sector Remains the Most Stable Industry with Slight Growth

10: E-commerce Sector Sees a 15% Decrease but Stabilizes for the Holidays
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1: YouTube Citations Surged in September and Stabilized in October

Stability highlights the importance of YouTube as a core source for AlOs
October marked a period of stabilization for YouTube citations after a significant increase
during September. YouTube citations had surged to approximately 400-450% of their

baseline from August, but by October, they returned to a stable level of around 110-115% of

August citation levels with much lower volatility.

Al Overviews: YouTube Citations Experimentation
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Data Points:

Baseline (Aug 1-16): YouTube citations were steady, with daily fluctuations of +10%.
Peak Period (Aug 21 - Sept 30): Citations spiked to 400-450% of baseline.

October Stabilization: Returned to around 110-115% with daily fluctuations of £5%.

Current State (November): Stabilized at approximately 115-120% with minimal day-to-day
variation (+3%).

Insight: This stability highlights the importance of YouTube as a core source for AlOs. With
Al's multi-modal capabilities, details from videos—such as spoken insights within product
reviews or how-to guides—are being directly cited. This trend is particularly valuable for

holiday-related queries where video content offers more engaging answers.
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Actionable Steps:

e Prioritize YouTube SEO: Create high-quality videos targeting informational and

product-related queries optimized for YouTube search.

o Utilize Structured Data: Apply video schema on your website to help Al understand

the context of your video embeds.

o Target Video-Friendly Queries: Focus on topics like “how-to” guides, in-depth

reviews, and product comparisons to align with AlO needs.

2: Travel Industry AlO Presence Surges by 700%

A notable surge at the end of October

The travel sector saw the most significant increase in AlO presence, with a remarkable 700%
growth from September to October. Starting at around 1% of keywords in September, travel-
related AlOs rose to nearly 30% by the end of October, with a notable surge around October

29-31.

Late October Surge in Travel Al Overviews
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Data Points:
e A 700% increase in travel AlO presence

e Rising from ~1% in September to ~¥30% in October.
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Insight: This surge suggests a growing interest in travel content, likely driven by users
planning holiday trips. To capture AIO visibility, travel brands should optimize content around
seasonal travel, local events, and specific activities. Many of the keywords that are part of
this surge start with “Things to do” which then triggers an unordered list:

things to do in moab X & & Q
Al Images Maps Videos Forums News Shopping i More Tools
L. Search Labs | Al Overview Learnt

Here are some things to do in Moab, Utah: . 0
Best Things to Do in Moab
+ Arches National Park: A 76,518-acre park with over 2,000 sandstone arches and Our favorite things to do in Moab * Go Rafting for the Day on

other geological formations. Some say it's Moab's main attraction. & the Colorado River. * Experience a Sunset Evening Hummer...

« Dead Horse Point State Park: A park with views of the Colorado River Canyon, @ Moab Adventure Center
including a sunset overlook. Some say it has some of the best views in the

area. @
Discover Moab in April | Ulum

Mar 10, 2023 — Visit Canyonlands National Park. Canyonlands
National Park offers up incredibly different views. With...
+ Colorado River: A river with rapids, flat sections for swimming and floating, and @ ULUMResorts

scenery that's beloved by locals and visitors. @

+ Canyonlands National Park: A park with scenic trails, steep canyon walls, and
sweeping views. @

+ Hells Revenge Safari Route: A route where you can drive a UTV up steep elevations Things to o in Moab | Hotel Staff Picks

and through sandy curves. ¢ Nov 2, 2020 — Fisher Towers Considered one of the area's

* Whitewater rafting: A guided rafting trip down the Colorado River, including the hidden gems, Fisher Towers is a great place to not only take i...
"Fisher Towers" section with class IIlll rapids. & RS R at DO
« Fisher Towers: A sandstone rock formation with unique shapes that some say isa
hidden gem. &
o 3 Showall
* Moab Zipline: A zipline experience. ¢
« Cany ing: A half-day ing i e

+ Hummer Safari: A sunset evening Hummer Safari. &

+ Jeep:Adrive in a rental Jeep to a remote location. ¢

Generative Al is experimental.

Boprt - (Osve | 4 0 &

Actionable Steps: Focus on creating content around less commonly searched destinations,
holiday events, and neighborhood-specific activities as AlOs expand to cover more localized

travel topics.
3: The Evolution Toward More Localized and Activity-Specific Travel Queries

New opportunity for travel brands to capture AlO visibility by creating content that aligns

with users’ more refined search intent

The end of October saw a significant spike in Al Overviews for Travel. In looking at the data
points, the patterns reveal that the increase pertains to more granular insights into lesser-

known destinations.

Initially, travel AlOs were dominated by broad, general queries focused on major tourist
destinations. However, as the month progressed, there was an increase in more localized,
activity-specific, and seasonal travel searches, reflecting a deeper level of user intent. By
November, AlOs were increasingly focused on niche travel queries covering smaller cities,

specific neighborhoods, and unique local activities.
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Data Points:

Early October: Travel AlOs primarily covered general searches like “top attractions in San

Diego” or “things to do in Chicago.”

Late October to November: Shifted toward more specific, intent-driven queries such as

“things to do in Uptown Charlotte,” “family-friendly activities in Cookeville, TN,” and “fall

festivals in the Midwest.”

family-friendly activities in Cookeville, TN X & @ Q
Al Images Forums Maps News Shopping Videos i More Tools
For couples Outdoor Free

Results for Cookeville, TN - Choose area

A Generative Al is experimental.

Family-friendly activities in Cookeville, TN include:

Cummins Falls State Park

This park has the 8th largest waterfall in Tennessee and offers hiking and
swimming. @

Cookeville Children's Museum

A museum that offers a variety of interactive exhibits, camps, and programs for
children. ¢

Dogwood Park
A park that features an interactive fountain, a playground, and a splash pad. ¢

Thrive Family Fun Center
An entertainment venue that offers activities such as trampolines, dodgeball, and laser
tag. @

Burgess Falls State Park
A park that has four waterfalls and offers hiking trails. &

Insight:

e This trend highlights an opportunity for travel brands to capture AlO visibility by

Learnmore

Fun For Kids - Visit Cookeville
A Visit Cookeville

Cookeville Children's Museum | TN Vacation -
Tennessee Tourism

The Cookeville Children's Museum is a not-for-profit 501(c)(3)
organization whose goal is to serve the entire Upper...

@ Tennessee Tourism

10 Family-Friendly Activities in Cookeville, TN (2024) -
USA Tourism

Paid, Indoors, Sports, Experience. Thrive Family Fun Center,
located in Cookeville, TN, is a locally owned and operated...

W usatourism.com

Show all

creating content that aligns with users’” more refined search intents.

e Optimizing for queries related to local events, neighborhood attractions, and

seasonal activities can improve relevance as AlOs continue to focus on detailed,

location-specific travel information.

e For example, content targeting searches like “best winter activities in New England”

or “holiday events in small towns” is likely to resonate well with users seeking unique

travel experiences.

BrightEdge | Not for Distribution Without Consent | https://www.brightedge.com/ai-overviews



https://www.brightedge.com/ai-overviews

4: Slight Growth in Daily AlO Presence Overall

Suggesting that AlOs are likely to be a stable source of traffic, particularly for high-intent

holiday queries

Overall daily AlO presence increased by 1.3% in October compared to September’s baseline,
showing a slight but steady rise. This indicates the sustained relevance of AlOs in search

results as we approach the holiday season.
Data Point: A 1.3% increase in daily AlO presence from September to October.

Insight: This modest upward trend suggests that AlOs are likely to be a stable source of

traffic, particularly for high-intent holiday queries.

We are now six months into the AlO era and seeing macro-changes in Al overviews that are

getting smaller and smaller.

5. A Significant Reduction in Volatility
As AlOs stabilize, they become continually easier to plan for and incorporate into strategies

October brought a 42% decrease in AlO volatility compared to September, with daily
fluctuations narrowing from £6.4% to +3.7%. This reduced volatility indicates a more
predictable AlO behavior, which is especially valuable for marketers during peak shopping

seasons.
Data Points: September’s volatility ranged from +6.4%, while October’s dropped to +3.7%.

Insight: The stabilization in AlO appearance allows brands to optimize for a consistent
presence, particularly for evergreen holiday keywords. This benefit campaigns where a
steady AlO presence can drive significant traffic and conversions. As AlOs stabilize, planning
and incorporating them into strategies becomes easier. This is pivotal insight for marketers

who wish to make Al Overviews part of their 2025 strategy.
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6: The Education Sector Gains a Steady 5% Increase

Maintaining steady coverage of around 45-50% of keywords

Education-related AlOs increased by about 5% in October, maintaining steady coverage of
around 45-50% of keywords. This reflects Al’s preference for structured educational content,

especially on topics that require detailed answers.

Keywords Featuring Al Overviews in Education
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Data Points: Education AlOs grew by ~5%, holding steady at around 45-50% of keywords.

Insight: Educational brands should continue to provide in-depth, structured content that
covers complex queries related to degrees, certifications, and career pathways. This is
particularly valuable as users seek detailed educational guidance during the holiday break

planning period.
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how much does a master's degree cost X & & Q

Al Images

InPsychology | Peryear  Online = InCanada | InCalifornia Forinternational

L Search Labs| Al Overview

The cost of a master's degree can vary significantly depending on several
factors, including: &

Institution

The type of institution, whether it's public or private, can have a big impact on the cost.
According to the Education Data Initiative, the average cost for a public school is
$59,060, while the average cost for a private school is $87,950. ¢

Location

In-state or in-district residents typically pay lower tuition rates than out-of-state or
international students. &

Program
The specific graduate program you choose, the length of the program, and the type of
degree can all affect the cost. For example, professional and specialized master's
degrees often have higher tuition. &

Delivery mode
Distance programs offered by some online colleges can be more cost-effective than
traditional on-campus options. @

Other factors that can affect the cost of a master's degree include: ¢

Videos News Shopping Forums Web i More Tools

In Social Work

Ineducation | Inthe Philippines

Learnmore

How Much Does a Master’s Degree Cost? |
BestColleges

Dec 1, 2023 — According to the most recent data from the
Department of Education: On average, master's degrees cost..
8¢ BestColleges.com

The Cost and Value of Earning a Master's Degree
Online

Jul 24, 2024 — According o data compiled by
EducationData.org, the average cost of eaming a master's...

N Northeastern University

Cost Of A Master's Degree: What To Know Before You
Enroll

Aug 17, 2023 — How Much Is a Master's Degree? * Whether
your college is public o private. * The specific graduate...

0 rorbes

Showall

« Non-tuition expenses, such as books, supplies, room and board, transportation, and
personal expenses

« The subject youwant to study ¢
« The country where you want to study &

The average cost of a master's degree can range from around $50,000 to
over $148,000 for two years. &

Generative Al is experimental.

® Bxport ~ | [ Save A v g

7: The Shift Towards More Specific and Complex Educational Queries

Educational AlOs focusing on nuanced queries related to career pathways, certification

requirements, and comparative program details

In October, there was a noticeable shift in the types of educational queries that AlOs

addressed.

Rather than focusing solely on straightforward definitions or simple explanations, AlOs
began handling more specific, complex questions that require detailed, structured
responses. By November, educational AlOs were increasingly focused on nuanced queries

related to career pathways, certification requirements, and comparative program details.

e Early October: Dominated by simple definitional queries like “what is an MBA” or
“DNP program requirements.”
e Late October to November: Shifted to more in-depth, decision-oriented queries, such

” u

as “cybersecurity certification prerequisites,” “career options with a psychology

degree,” and “psyd vs phd comparison.”
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psyd vs phd comparison X
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A Doctor of Psychology (PsyD) degree focuses more on clinical training and
practice, while a Doctor of Philosophy (PhD) degree focuses more on
research and academia: ¢

Focus

A PsyD prepares students for careers in clinical psychology, such as providing

P Py, it, and ion. A PhD prepares students for careers in
research and academia. ¢

Curriculum

APsyD curriculum includes fewer research and statistics courses, and takes less time
to complete than a PhD. (@

Leanmore  }

PsyD vs. PhD Programs (Differences & Similarities)
Funding. Financial aid can be an incredibly important part of
selecting the program and school you attend. Most PhD...
@ AllPsychology Schools

What's the Difference Between a PhD in Psychology
and a PsyD?

PsyD (Doctor of Psychology) Developed in the late 1960s as an
alternative to PhD psychology programs, a PsyD is typically.

@ Walden University

Funding
The Difference Between PsyD and PhD

When deciding between a PsyD (Doctor of Psychology) degree
and a PhD (Doctor of Philosophy) degree in psychology, its...

Most PhD programs waive tuition and provide a stipend, so students may graduate
without deb. PsyD programs typically don't offer the same level of financial aid, so
are more likely to h dent debt. &

© Kansas City University (KCU)
Career paths
PsyD graduates may pursue leadership roles in clinical settings, or start their own
private practices. PhD may pursue i ive careers, or move into Show all

policy-making roles. @

Advancement

Both PsyD and PhD graduates can enhance their careers by earning additional
certifications. ¢

When choosing between a PsyD or PhD, it's important to consider your
desired career path and the research focus of the program. ¢

Generative Al is experimental.

This trend suggests that educational content targeting complex and specific searches is
more likely to be featured in AlOs. Queries that address detailed career information,
skills needed for specific industries, or comparative analysis between degrees and

certifications align well with this new focus.

e Educational institutions and content creators should ensure their content thoroughly
covers these more sophisticated topics, incorporating structured information that
addresses the user's decision-making process, such as job prospects, salary

expectations, and program requirements.

8: The B2B Tech Sector Shows Moderate Stability and Growth
B2B tech brands can rely on this stability to build long-lasting, authoritative content

The B2B tech industry showed consistent AlO presence, with a slight 2% growth over
September. AlO coverage in this sector stayed around 45-50% of relevant keywords, with less

volatility compared to the prior month.
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Keywords Featuring Al Overviews in B2B Tech
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Data Points: B2B tech AlO presence rose slightly (~¥2%) and held at around 45-50% of total
keywords. Insight: B2B tech brands can rely on this stability as they build long-lasting,

authoritative content.

microsservices java X 4 @ Q

Al Videos Images Forums News Shopping Web i More Tools

Bamples  Tutorisl  Course  SpringBoot  Jobs | Interviewquestions  Waschools  Pattems  Framework

& Search Labs | Al Overview Leammore 1
Ive buidi cati flecti f small Best Practices: Creating Repository Interfz iith JPA
independent services, each focused on a specific business capability. Here's a | bjau’;f ices: Creating itory Interfaces wit
breakdown of the key aspects: Spring Data JPA provides a convenient way to define repository
methods by ollowing a naming convention. This approach,
Benefits: v folewingnaming i
@ mediumcom
de \d, optimizing
resource usage.
if different services as.
needed.
*+ Resilience: Failure of i i lire applicati

« Agility: Faster development and deployment cycles due to smaller, independent
services.

Popular Frameworks:
+ Spring Boot: ) jices. It

provides a
interactions, and integrating with other services.

* Quarkus:A ive Java for fast

memory usage.

features.

Key Considerations:

+ Service ¥
services.

REST AP gRPC.
« Data i i i

Docker)

consistently.

logging to track
service health and troubleshoot issues.
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9: The Healthcare Sector Remains the Most Stable with Slight Growth
This consistency makes healthcare one of the most reliable sectors in AlO visibility.

Healthcare AlOs held the highest overall presence, covering 73-75% of relevant keywords
with minimal fluctuation, and grew slightly by around 1% in October. This consistency makes

healthcare one of the most reliable sectors in AlO visibility.

Keywords Featuring Al Overviews in Healthcare
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Data Points: Healthcare AlOs maintained 73-75% presence, with a slight ~1% increase in
October.

Insight: Healthcare brands should prioritize producing high-quality, authoritative content
that remains relevant over time. Stability in healthcare-related AlOs highlights the

importance of reliable information for searchers seeking medical guidance.
10: The E-commerce Sector Sees a 15% Decrease but Stabilizes

Content should be tailored to support AlOs when present but optimized for organic search

results when they don’t

E-commerce-related AlOs decreased by 15% in October, dropping from around 12% to 8% of
keywords. Despite this decline, e-commerce AlOs stabilized at this lower level, suggesting a

shift in Google’s approach to e-commerce content in AlOs.
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Keywords Featuring Al Overviews in Ecommerce
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Data Points: E-commerce AlO presence decreased by ~15%, leveling out at 8%.

Insight: As e-commerce AlO presence decreases, brands should emphasize traditional SEO,
organic search optimization, and product grid optimizations. Content should be tailored to
support AlOs when present but optimized for organic search results where AlOs are less

likely to appear.

Key Takeaways for the rest of Q4

1. Prioritize Video Content on YouTube: With YouTube citations now stabilized at 115-120%
above where they were in August, YouTube remains a vital component for brands looking to
influence AlOs.

Brands can increase their chances of being cited by AlOs by producing high-quality,
informative videos that target popular queries. Focus on creating detailed product reviews,
unboxing videos, and how-to guides that align with high-intent keywords.

2. Optimize for Stability in Key Sectors: Certain sectors like travel, education, and healthcare
demonstrated significant stability in October, with reduced volatility and consistent AlIO
presence.

Investing in reliable, high-quality content optimized to meet user intent over time is crucial
for brands in these industries. In travel, for example, brands should focus on comprehensive
guides for specific destinations, particularly those less prominent yet popular for local or
regional tourism (e.g., “hidden holiday destinations in the Midwest”).

In education, content on professional certifications, degree requirements, and career
pathways should be structured to address in-depth queries.
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For healthcare, providing clear, authoritative information on treatment options and wellness
advice can help maintain a strong presence in AlOs. Consistent, well-researched content will
increase the likelihood of long-term visibility as AlOs continue to prioritize credible sources.

3. Focus on Detailed, Authoritative Content: The October data shows a clear trend away
from user-generated content and toward authoritative, professional sources.

For marketers, this shift means that high-quality, authoritative content is more valuable than
ever for AlO visibility. In sectors where expertise and trust are essential—such as healthcare,
finance, and education—brands should prioritize publishing well-researched content with
citations from credible sources.

Consider collaborating with industry experts, incorporating scientific data, and ensuring
content is aligned with industry best practices. For instance, a healthcare brand might
publish guides on “how to prepare for cold and flu season” with medical expert insights. At
the same time, a financial services provider could offer in-depth analyses of “retirement
planning options” supported by industry research.

Staying Ahead of Al Overviews Directly in the BrightEdge Platform

BrightEdge offers multiple ways to track Al Overviews, so marketers are equipped to navigate
the landscape and drive holiday season success.

Pre-Planning

BRIGHTEDGE [ g [ Data Cube X provides the most
DATA CUBE X 8 i |—u -] comprehensive keyword set of
' = : any platform. Plan your

- B strategies by seeing which
keywords have AlO'’s present

During a Campaign

Once tracking keywords, keyword
reporting monitors for when

J:I_ﬂ_ﬂ L(E,YOVXP,% = - _.__. | AIO's appear. Use anomaly

detection to alert you when an

S—— | AlOisdetected on keywords you

S are targeting!

In Real-Time

se—— T | BrightEdge Instant's Real-Time
E ; -1 Rankings allow you to investigate
TANT S == citations and see how AIO
: citations are changing in real
time. Useful for critical times
such as Cyber Monday or Black

Friday!
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View all our recent findings and stay current on how to succeed with Al Overviews in the
BrightEdge Ultimate Guide to Al Overviews.

The Ultimate Guide to Google Al Overviews *

Last updated July 10, 2024
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