
Is SEO Dead?
Understanding the
Future of Search in
2025
Are you one of those marketers wondering, “Is SEO Dead”? In 2025,

we’ll be experiencing large searching algorithm and user behaviour

changes from search engines that will result in a major shift in

attracting online traffic for your business. In this blog, we will be

discussing the changes and providing advice on how to adjust

accordingly.
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Conclusion and Call to Action

Introduction to the Death of SEO
Why is it that so many people now ask, ‘Is SEO Dead?’ As 2024 looms

on the horizon, much of what we consider typical SEO may soon be

gone. Search technology advancements and changes in information-

seeking behaviour are killing the old way of ranking. Companies that

depended on search engine optimisation to drive traffic and sales are

converting or becoming obsolete.

A Brief History of SEO

SEO has changed a lot since it first emerged. Initially, good search

engine optimisation was all about keyword-stuffing: site-owners

would jampack their content with certain terms, hoping their pages

would rank well in a search results page. This algorithm was easy to

game, and irrelevant; it didn’t care about user intent or the quality of

the site’s content.

Eventually, better search engines started rewarding context, and then

user experience, rather than just keyword frequency. This led to the

evolution of semantic search, where the algorithms try to divine what

a user is really searching for, and then return more semantically

useful results.



Photo by Merakist on Unsplash

The Shift from Keywords to Semantic Search

The shift from keyword-based SEO to semantic search reflects better

how people actually use the web, and reflects a maturity for search

results that focus more on intent than a mere list of pages. Here,

search uses natural language processing to understand the context

of the words in your query and deliver results more in line with how

you actually want it to.

The shift to the way we search now means that you as a creator need

to be addressing a question (there’s no such thing as ‘fishing’
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anymore). Your old keyword focus has to transition to quality and

careful attention to question-answering. This means that the way

business creates content must evolve too.
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The Role of SEO Gurus and Income School

Over time, as SEO evolved, new experts have taught us how to do it,

with Income School being one of the prominent voices. In Income

School, along with many other places, you’ll find insights into

optimising for search engines such as: ‘If you understand the

motivation behind Google’s business model, then you can better

understand why their algorithm update is finally able to gut

webspam.’
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In spite of all this information at our fingertips, it’s likely that a lot of

people will continue to rely on antiquated SEO ‘best practices’ in the

hopes that it will continue working – a situation that can’t help but

end very badly as search technology progresses.

Photo by Vitaly Gariev on Unsplash

Understanding Google's Business Model

What can be said for certain is this: at the very least, the need to

maximise advertising revenue — to keep users ‘on the page’, looking

at ads — underlies much of what takes places at the search giant.

This is why every bullet point above can be translated into the maxim

that determines how results are ranked and displayed: ‘It’s about the

money.
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As AI becomes a bigger component of what Google does, that

company will increasingly answer the query directly on the search

results page, making it less and less necessary to click through to

anyone else’s site. That’s a direct threat to many businesses that rely

on organic search traffic for both visibility and revenue.

Photo by Andrew Neel on Unsplash

The Emergence of Snippets in SEO

Another significant innovation in SEO has been snippets: answers

that appear boxed on top of the search results. Snippets attempt to

serve immediate answers to user queries that, once again, bring

users back to the search engine without visiting an external website.
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Bites might be good for the purpose of providing answers in the blink

of an eye, but they are bad for traffic and revenue. The more people

find answers on the results page, the less appealing a click into a

business’s site becomes.
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The Impact of AI on SEO

New AI-based engines, such as ChatGPT and Google’s Gemini, do not

have slow crawlers but can create content and answer users’ queries

with high accuracy. Because of the speed and convenience of AI-

based information sources, more users are following the AI-first

paradigm in their online behaviour.
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This shift sets up the big question about SEO’s future: if an AI can

deliver relevant results, what can businesses do to be competitive as

digital businesses evolve?
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The Mistake of Relying on AI for SEO
One of the worst sins in business today is focusing too hard on using

AI for SEO. You can have an AI-powered content creator churn out

thousands of words per day, it can analyse keyword strategies until

they become a complex web spinning out of control, but it will not

replace the understanding of your audience and, specifically, what

value you offer them, that underpins successful SEO. It is a great sin

to believe SEO lives and dies by AI.
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Sure, this might be more efficient than spending time creating

engaging original content, but more often, these AI-generated posts

are just low-quality garbage, and that’s not a good long-term strategy

for making connections with users, which is ultimately the entire goal

of SEO anyway.
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Current State of Search Engine
Results Pages (SERPs)
What might a Google search results page (SERP) from 2005 look

like? Lowest on the page are knitted queries that vary a bit with each
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search Run that search today, and the landscape is rearranged.

Featured snippets, knowledge panels, local listings crowd out links to

external sites. Your goal with search results has become to keep

them on the results page.

With the appearance of these ads, organic rankings are becoming

increasingly less prominent. As a result, businesses and brands need

to reevaluate their marketing strategies and embrace the new SERP

environment. Visibility on Google and other search engines no longer

lies solely in organic search traffic.

Google's Shift Towards AI-Generated
Content
The seismic shift that Google’s newfound obsession with AI-

generated answers signals is towards the creation of search results

by AI that answer your question in the search results page, obviating

the need to click through. In other words, for a lot of businesses at

the very top of the funnel, organic traffic has turned obsolete.

With every upgrade, AI from Google is going to get better and better.

Before long it’s going to take real effort to compete with Google’s

own content, not just with content on other websites. Brands that

want to stay ahead of the game will need to be on top of

technological changes as they happen.
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User Behavior Trends Towards AI for
Search
There are clear indications that user behaviour will soon be more

focused on AI than traditional search. We see a growing preference

for asking quick questions using AI tools like ChatGPT instead of

sifting through multiple search results. People seem to have started

to embrace AI as a source of information.

As consumers get used to conversational AI interfaces, businesses

realise that their SEO playbooks won’t speak to users the same way

as they have in the past. At the same time, these companies need to

consider how they can deploy AI to power their own services to meet

this new need.
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The Risks of Content Suppression
Content that is incongruent with prevailing social reverence might be

pushed further down the search list. Clearly anyone with a small

business selling to a specific ethnic or religious niche, or anyone who

holds any position outside of the mainstream, would find this

devastating.

For example, firearm and faith-themed brands will likely be at a

disadvantage as a landscape emerges that privileges agnostic

mainstream narratives and the fact that in most developed countries,

firearms are uncommon. All of these emerging factors must be

considered in developing any future content strategy.
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The Final Nail in the SEO Coffin
Combined with changing consumer behaviour, the advent of AI may

end up being the nail in SEO-as-we-know-it’s coffin. As search

engines get better at answering people’s questions in a zero-click

environment, businesses that relied heavily on SEO to drive traffic to

their websites will be increasingly vulnerable.

So this is a fundamental shift in how one can achieve online

presence as opposed to, I don’t know – to say ‘We have to change

because of that’, because that makes it sound like a very minor

adjustment. But this is now a fundamental way in which you can

achieve that kind of presence. I think brands need to get savvy to that
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quite quickly if they decide that they want to survive in this new, post-

Y2KWII world.
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Strategies for Businesses Moving
Forward
In light of the evolving landscape (which is ever-changing),

businesses must adapt their strategies (1) to remain competitive.

However, there are several actionable steps to consider; this is crucial

because the market demands flexibility. Although some companies

resist change, they risk falling behind. But, embracing new

approaches can lead to significant advantages, especially when

executed thoughtfully.
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Build Your Own Audience: Focus on creating a loyal audience

through various channels. Utilize social media, podcasts, and

email marketing to establish direct relationships with your

consumers.

Invest in Outbound Marketing: Explore paid advertising options

to ensure your message reaches your target audience. This

includes both digital and traditional marketing methods.

Diversify Your Channels: Don't put all your eggs in one basket.

Utilize multiple platforms to reach potential customers, reducing

reliance on any single source of traffic.

Own Your Relationships: Collect email addresses and build a

database of customers. This allows you to communicate directly

without relying on third-party platforms.

By implementing (1) these strategies, businesses can regain control

over their online presence and thrive in an increasingly competitive

market; however, this requires diligent effort. Although many

companies struggle with digital visibility, they must adapt quickly.

Because of the rapid changes in technology, businesses find it

essential to stay ahead. This is not just about survival, but about

flourishing in a challenging environment.
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Building Your Own Audience
And if you think these SEO dynamics are going to swing back in the

direction of paying attention to authoritative voices and compelling

content, you’re sadly mistaken. The secret is building your own

audience – and that means building a base of people who like what

you do, whether it’s writing, selling widgets or running a restaurant –

people who care about your content and are happy to hear from you.

Rather than persuading Google to send people to your website,

persuade people directly.

Use social media platforms, podcasts and video content to curate an

audience. You can provide free and valuable content, and have a
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relationship with them that doesn’t rely on a search engine to find

you.
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Strategies for Audience Engagement

Content Creation: Regularly produce high-quality content that

resonates with your target audience. This could be blog posts,

videos, or podcasts that provide solutions to their problems.

Social Media Interaction: Engage with followers on platforms like

Instagram, Twitter, and Facebook. Respond to comments and

participate in discussions to build community.
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Email Marketing: Create a newsletter to keep your audience

updated. This allows you to communicate directly without the

interference of search algorithms.
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Embracing Outbound Marketing
In the wake of traditional SEO becoming less effective, it is

imperative that businesses get into outbound marketing. Outbound

marketing, in a nutshell, is to connect you, proactively, with potential

customers before they ever think of your business.

This may include pay-per-click advertising, direct-mail campaigns and

special promotional events. You pay for that message to get in front
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of your audience, and the search-engine algorithms that come and go

won’t affect it.
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Types of Outbound Marketing

Paid Advertising: Utilize platforms like Google Ads, Facebook

Ads, or Instagram Ads to promote your products or services

directly to your target audience.

Direct Mail: Send postcards or brochures to potential customers,

providing them with information and offers that encourage

immediate action.

Networking Events: Attend industry-related events to connect

with potential customers face-to-face, fostering personal
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relationships that can lead to sales.
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Diversifying Marketing Strategies
To survive this change, companies need to look at the bigger picture

by increasing their marketing efforts across several channels. Relying

only on one is a big mistake, especially as the SEO algorithms are

constantly changing.

Find more places and ways to connect with customers, even offline.

Centralise your effort. Pick a core message and spread it across

several channels (social media, email, print, out-of-home, etc). By

taking this approach, not only will you increase your odds of standing
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out, you’ll also protect yourself from the risk of being

disproportionately affected by any one change in the social ecology.
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Benefits of Diversification

Risk Mitigation: By not putting all your resources into one

strategy, you protect your business from potential losses if that

strategy fails.

Increased Reach: Different platforms attract different audiences.

By diversifying, you expand your reach and potential customer

base.

Enhanced Brand Recognition: A presence across various

channels reinforces your brand message and increases visibility.
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Owning Your Relationships with
Customers
In a world where the platform owns the customer, ownership of a

database and email list brings back some of your corporate power By

owning a database or email list, you can overcome the absence of

reliable capital by developing a direct relationship with your audience.

Developing these relationships enables you to communicate with

your customers on your own terms, personalising content and offers

to them in a direct way, which builds loyalty and repeat business.
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Steps to Own Your Relationships

Build an Email List: Create a subscription option on your website

to capture email addresses. Regularly send valuable content to

keep your audience engaged.

Personalize Communication: Use customer data to tailor your

messages. Personalized emails are more likely to resonate and

drive action.

Encourage Feedback: Solicit opinions from your audience to

understand their needs better and refine your offerings

accordingly.
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Conclusion...
Instead, you will have to build your own audiences, engage in

outbound marketing, find ways to diversify your traffic streams, and

make sure you have full ownership over the customer relationship.

That’s what it will mean to succeed as a marketer in the digital

economy of the future.

Start taking back the controls today – try out these tactics.To get

more like this delivered to your inbox every week, subscribe to my

newsletter.
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