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New Al Overview Trends: What to Expect for Black
Friday and Cyber Monday

As we move into the final stretch of 2024, Al Overviews (AlOs) continue to evolve.
September brought significant shifts in how AlOs appear, giving us critical insights into what

might unfold as we approach the holiday season.

BrightEdge Generative Parser™ offers glimpses into what we can expect and how to prepare
for Friday and Cyber Monday. 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 seven key findings.

1. YouTube Citations Explode in Popularity

E-commerce-related YouTube citations increased by 121%

2. Shopping Queries that Show AlOs Are Gradually Stabilizing

Volatility in shopping queries is decreasing, indicating a more predictable environment
3. Collapsed Content Features on the Rise for Shopping Terms

Google leans into compact and user-friendly presentations for dense product information.
4. Larger Al Overview Panels for E-commerce

The average height of e-commerce AlOs grew by over 40% from August to September
5. AlO Presence in E-commerce Queries Drops

Google is balancing AlO and traditional organic search e-commerce content

6. Rank Overlap between Organic and AIO Citations Dropped Significantly for Shopping
Keywords

High-ranking content is increasingly likely to be featured in Al Overviews
7. Key Product Comparisons Maintain Importance

Stability shows that Google continues to value product comparisons

Key Takeaways for Marketers and the Holiday Shopping Season

AlO Insights in the BrightEdge Platform
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1: YouTube Citations Explode in Popularity

E-commerce-related YouTube citations increased by 121%

One of the most dramatic changes in September was the explosive growth in YouTube
citations within Al Overviews. Citations for general queries rose by over 300% since the
beginning of August (200% alone in September), while e-commerce-related YouTube

citations increased by 121%, highlighting the growing importance of video content in AlOs.

We’ve witnhessed numerous adjustments and fine-tuning to results, which we’ve tracked in

our Ultimate Guide to Al Overviews.

Al Overviews with at least 1 YouTube Citation
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This growth in YouTube is significant for two reasons.

1. As a user-generated content platform, it provides businesses with an additional platform
to leverage their community's voice or directly build content that could function as a
citation. This means brands have an extra resource that could function as an Al Citation. This
is particularly noteworthy since another UGC platform, Reddit, has experienced significant

declines in Al Citations since May (today, it is rarely detected).

2. Sourcing YouTube is a clear demonstration of Google Gemini's (the Al powering AlOs)
multi-modal capabilities. Videos have been part of search results for years, but in these
instances, text such as descriptions or transcripts, if available, are used to rank the video.

Now, with Gemini, we're seeing that actual content in the video can be cited to help
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generate an answer to a query. This means that details in the video product review that may

not be available via text can be used to create an answer.

In the examples below, the content cited is spoken in the video instead of printed in the

descriptions.

Google

what does a data analyst do X & @

Al Videos Images News Shopping forums Web i More

4a Search Labs | Al Overview

Data analysts collect, analyze, and interpret data to help businesses make
decisions. Their responsibilities include: ¢
Data collection

Data analysts gather data from a variety of sources, such as surveys, databases, and
APls. »

Data cleaning
Data analysts clean and transform raw data to remove errors and redundancies. ¢

Data modeling

Data analysts use statistical methods to create models that can predict outcomes and
identify trends. @

Data visualization

Data analysts create charts, graphs, dashboards, and reports to visualize data for
stakeholders. #

Data insights

Data analysts extract insights from the data and present them in a business

context. &

Collaboration

Data analysts work with programmers, engineers, and leacers to identify opportunities
for imp: 1t and devel ici 4

Documentation

Data analysts create documentation to help stakeholders understand the data analysis
process. #

Key performance indicators

Data analysts may help design and track key performance indicators (KPis) to measure
performance. ¢

PP

Data analysts are in high demand across many industries. They need to have a

deep knowledge of math and prog g skills, and
experience with mathematical modeling tocls. «
Generative Al is experimental. 0 Sove a o =)

Tools

Learnmore }

What Does a Data Analyst Actually Do?
whon are you gotting this cata whoro is it coming from whero
are you putting the data. and what are the time stream f0...

@ AiexTre Anolyst - YouTube - 4y 1

What Does a Data Analyst De? Your 2024 Career Guide
- Coursera

Apr 1, 2024 — A data analyst is & person whose job s 1o gather
and interpret data in order to solve a epecific prodlem. The rol...
@ Counenn 1

What Does a Data Analyst Dc? An In-Depth Look at
This Exciting Career

Data analysts gather, cleanse, analyze hislorical data, and
uncover business indghts. They tell us what happened and w...

) Jessup Unhoraty

Below: E-commerce AlO with YouTube Cited as a source, including content sourced from

within the video.
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dash mini dog treat maker X & @ Q

Al Shopping Videos Images Forums Web News  : More Tools
@ Amazon  Reviews Welmart  © Nearby ~ Getitfast ~ Onsadle  Recipe  Under$ls @ Terget @ eBay P >
L SearchLabs | Al Overview Leammore

The Dash Mini Dog Treat Maker is a plastic device that can make up to eight
bone-shaped dog treats in minutes. It ick plates that heat evenly and
are easy to wipe down. The Dash Mini Dog Treat Maker comes with a recipe
quide that contains easy-to-make treats using ingredients from the home
kitchen. Here are some insights from user and expert reviews: &

Mini Dog Treat Maker - Dash
Sweet and savory treat recipes and ideas your canine
companion wil ovel Recipes use simple & whole..

Dash
Pros ¢ Cons
« Biscuits turn out near perfect « Difficult to clean Dash Dog Treat Maker - Target
« Easytouse « Have to wipe off burnt cooking spray EN TG CTE S
.+ Dogslove the reats from around the edges drook-worthy dog treats in 1o time! * Dimensions.

@ Torget
« Recipes are helpful
Dash Dog Treat Maker | Williams Sonoma
Greate scrumptious, wholesome dog trats that will
have your canine companion begging for more. This.

@ Witiams Sonoma

Rise By Dash Dog Treat Maker, Makes 6 Bones -
Walmart.com

The Rise by Dash Dog Treat Maker's nonstick plates
heat evenly to cook fresh treats in mintes, and the.

price Reviews. Stores e
Typically $17-$18 46 % a1 Dash, 414
DASH Mini Dog Treat Maker Review
Pros: + Biscuits tumed out near perfect
Stores @ youtbecom
Dash $1699 @ Amazon.com $16.99 Dash Dog Treat Maker Review
CELERESS (5 RN (5 Gons: - Diffcult o clean - Have to wipe offburt cooking
spray from around the edgos
B Petco.com $16.99 Walmart - JX goods & Co  $34.99 3 houstondogmom.com
DASH Mini Dog Treat Maker,.. 423 Dash Mini Dog Treat Maker. .

For brands, this means that, more than ever, video needs to be part of a comprehensive SEO

strategy.
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Not only is YouTube already the second largest search engine, but its content was cited as a
source at least once in as much as 60% of the AlOs tracked by BrightEdge Generative
Parser™ in September.

This represents a significant opportunity for brands to orient their video strategies around
the areas where AlOs are present in their space to influence how AlOs are generated and

provide an additional referral source.

e YouTube citations for all queries increased by 310% between August and September.
e Video is becoming a dominant medium in Al-generated results. While e-commerce
hasn't fully caught up, the rise in video content overall suggests that brands should

prioritize optimizing video assets for YouTube to capitalize on this trend.

2: Shopping Queries that Show AlOs Are Gradually Stabilizing

Volatility in shopping queries decreased from 37% (early August) to 26% (late September),

indicating a more predictable environment

As the holiday shopping season approaches, one of the most striking trends is the stabilizing
nature of shopping-related queries with AlOs. BrightEdge Generative Parser™ tracks the
coefficient of variation (CV) across all data points. This is a statistical measurement that

describes the variability of the data point over time.

AlO Presence in Shopping is Stabilizing

Shopping Query Volatlity Score
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In other words, since we're tracking data daily, we can see how much the data varies. If a CV

is high, it indicates that there was higher variability in the data during that time period.

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



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

With this in mind, we observed that the CV for shopping queries with AlOs dropped from
37% in early August to just 26% by the end of September.

For marketers who are planning, this is encouraging because as the presence of AlOs
becomes less volatile, there's less chance conditions will change. For example, today, an AlO
appears for the query "46-inch outdoor smart TV". The lower volatility scores for such

queries suggest a greater likelihood that this query will consistently show an AlO.

46 inch outdoor smart tv X & & Q

Al Shopping Images Forums Videos Web News i More Tools

3 Onsale  Under$1000  Wi-Fi  LED 4K  Reviews  Anti-glare  Price  HDMI  HighDefinition  22.6 - 491inwide >

La Search Labs | Al Overview Learnmore }

Outdoor TVs are designed to withstand extreme conditions, such as rain,
humidity, and extreme temperatures. They also feature higher brightness
levels and anti-glare technology, allowing for clear and vivid images even in
bright sunlight. &

~ © Amicks Superstore

Here are some 46 inch outdoor smart TVs: &

SunBrite 4670HD 46" Outdoor TV - Amick's Superstore
Color * Extra Bright 46" LCD Screen, HD-Ready. * All-weather
exterior protects interal components from rain, dir insects...

Indoor vs Outdoor TVs - Is There Really a Difference? -

This TV has a 1080p ful Paradyme

powder-coated aluminy r.and

Sunbrite 46" Signature
Series True Outdoor All-... Apr 23,2024 — What makes an outdoor TV different from an

@l  Urban signature Appliances b indoor TV? Outdoor TVs are specifically designed to withstand.
$2,695.00 N emosn :

This TV has a brightness of 3,500 nits
‘and advanced color accuracy. It has

Samsung OH468

—

v Samsung 46" OHB-S Full

HD LED-LCD Outdoor...
v Connection
$3,873.95

Show more v

This TV has a display resolution of 1920 x
1080. o

If a brand implements structured data to address the questions related to the needs of an
outdoor TV, it will not only have a chance of being cited by this AlO for the answer, and there

is less of a chance of that AlO going away for that query.

Marketers can be more confident these traits today will be consistent by Cyber Monday or

Black Friday.

e Volatility in shopping queries decreased from 37% (early August) to 26% (late
September), indicating a more predictable environment

e This suggests that Google's AlO algorithms are stabilizing, providing marketers with a
more consistent landscape for optimization. Expect fewer fluctuations in AlIO

appearances as we get closer to Black Friday and Cyber Monday.

3: Collapsed Content Features on the Rise for Shopping Terms

Google leans into more compact and user-friendly presentations for dense product

information.

Our data at BrightEdge reveals a series of significant adjustments between July and August,

which is particularly relevant for marketers optimizing content related to products.
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A growing trend in AlOs is the use of collapsed unordered lists, which saw a sharp rise of
14.6 percentage points between mid-August and the end of September, indicating a shift
toward more concise, expandable content formats. This format refers to lists that require the
user to click on them to expand but provides visuals and guidance on what to consider when
buying products.

gifts for infants X

-
r.)
0

Al Shopping Images Forums News Videos Web i More Tools

© Nearby Get it fast Onsale Books Toys Online Gift Bask )

A Search Labs | Al Overview Learnmore }

Here are some ideas to get you started: o
The best gifts for babies, according to child

development experts
@ Developmental toys

v Aug 19, 2024 — “Infants are really leaming about their place in
Consider rattles, stacking rings, push-and-pull toys, or activity cubes. These toy... the world, so the best toys give them some sense of feedbac...

@ Today Show
Sensory toys
uJ‘ v

Explore soft blocks, touch-and-feel books, water play toys, or sensory balls....

The MOST Important Toy for Newborns - Great Kids,
Inc.
Comforting companions

Show more v

e Unordered Collapsed lists for shopping queries grew from 1.3% (August 16) to 15.9%
(September 30).

e Google seems to be leaning toward more compact, user-friendly presentations for
dense product information. This could benefit shoppers during Black Friday, where

quick, expandable comparisons are crucial to decision-making.
4: Larger Al Overview Panels for E-commerce

The average height of e-commerce AlOs grew by over 40% from August to September

Despite the drop in overall presence, e-commerce AlOs that do appear are getting larger. The
average height of e-commerce AlOs grew by over 40% from August to September, signalling
that Google is allocating more space for product details and comparisons when an AlO is

warranted.

e E-commerce AlO height increased from 651 pixels (August) to 914 pixels
(September).

e This trend highlights the need for more detailed product content as users approach
high-intent shopping periods like Black Friday. More visual content, especially

product carousels, and comparisons, will likely play a critical role.
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E-commerce AlO height increase 40%
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5: AlO Presence in E-commerce Queries Drops

Google is balancing AlO and traditional organic search e-commerce content

E-commerce AlO appearances dropped by 36.6% between August and September. This is a
significant decrease, indicating that Google is pulling back on AlOs for e-commerce queries
in favor of more traditional search results, likely due to the high stakes of holiday shopping
decisions. As mentioned last month, we observed a parallel trend where product grids have

grown significantly for E-commerce queries.

e E-commerce AlOs decreased from 12.04% (August 1) to 7.63% (September 30)
e While AlOs remain a crucial part of the user journey for informational queries, e-
commerce content may rely more heavily on traditional organic search in the

upcoming months.

For e-commerce marketers, this signals the importance of also focusing on traditional SEO
optimization as holiday shopping ramps up.
Areas where we’ve seen fewer AlOs for shopping queries in the past month.

e Queries for Specific Products: -7.2%

e Furniture and Home Décor: -2.7%

e Clothing and Fashion: - 2.2%

e Searches for ‘best’: - 1.7%

e How-to and Instructional Shopping Searches: -1.6%
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6: Rank Overlap between Organic and AlO Citations Dropped Significantly for Shopping

Keywords
High-ranking content is increasingly likely to be featured in Al Overviews

In September, a notable shift occurred in the relationship between Al Overviews (AlOs) and
traditional search rankings, particularly within the top 10 results. This change illustrates a
broader adaptation by Google to align AlO content with the highest-ranking search results
more closely. However, we saw the opposite trend when we isolated the e-commerce-
oriented keywords. Suggesting Google is looking for more ancillary content and things that

may answer additional queries that aren't directly related to the initial search.

e The percentage of overall keywords ranked in the top 10 increased from 21.6% in July
to 24.5% in September. However, for e-commerce keywords, there was a decline,

with the top 10 percent decreasing from 12.4% in July to 7.0% in September.

This trend highlights a divergence in content strategy between general and e-commerce
searches. For general queries, the increased integration with top-ranking results underscores
the importance of optimizing content to appear not just anywhere but among the top
results.

e |t suggests that high-ranking content is increasingly likely to be featured in Al

Overviews, reinforcing the need for robust SEO practices.
7: Product Comparisons Maintain Importance

Stability shows that Google continues to value product comparisons

Comparison-based content, particularly in the form of pros and cons, remains an integral
part of Al Overviews. While these features saw only a slight increase (1.3% to 1.6%) from
August to the end of September, their stability shows that Google continues to value product
comparisons.

Comparison features like the comparison tables grew marginally from 1.3% (August 1) to

1.6% (October 5).

Clear and concise product comparisons will remain vital as we near Black Friday. Marketers
should ensure their content includes easy-to-read comparisons that can be pulled into AlOs

to influence shopper decisions.
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Key Takeaways for Marketers and the Holiday Shopping Season

1. Leverage Stabilization: With shopping queries becoming more stable, now is the time
to fine-tune your content for long-term results. Expect more consistent AlO
appearances leading up to the holidays. Tracking the presence of Al overviews is vital
so that marketers are prepared for AlOs during the holiday season.

2. Optimize for Visual Richness: With e-commerce AlOs getting larger, especially for
product details and comparisons, ensure your visual content (e.g., product images,
videos, comparison charts) is ready to stand out.

3. Don't Rely Solely on AlOs for E-commerce: Traditional search is still crucial. With
fewer e-commerce AlOs, ensure your pages are well-optimized for traditional
rankings. Pinpoint precisely where AlOs will be present this year.

4. Prepare for a Video-First Environment: The explosion of YouTube citations means
video content is more important than ever. The Al powering Al Overviews, Gemini, is
multi-modal, meaning it can generate content regardless of whether it is sourced
from a video or text. We're seeing the effect of this with the explosion of YouTube
citations. Focus on creating engaging, AlO-friendly video content for product demos,

reviews, and comparisons.

Al Overviews are evolving rapidly as we approach the holiday season. Marketers should
closely monitor these trends to ensure they're prepared for the shifts coming during Black

Friday and Cyber Monday.
Staying Ahead of Al Overviews Directly in the BrightEdge Platform

Since September, marketers have seen AlO Overviews evolve directly in real-time on our
platform. BrightEdge offers multiple ways to track Al Overviews, so marketers are equipped

to navigate the landscape and drive holiday season success.

AlO Presence | Citations Presence |Rank Changes
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Pre-Planning

Data Cube X provides the most
comprehensive keyword set of
any platform. Plan your
strategies by seeing which
keywords have AlO’s present

During a Campaign
Once tracking keywords, keyword
reporting monitors for when
AlO’s appear. Use anomaly
detection to alert you when an
AlO is detected on keywords you
are targeting!

In Real-Time

BrightEdge Instant’s Real-Time
Rankings allow you to investigate
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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