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The Marketing School Podcast

3,020+ | ‘ 140M+
Episodes: Downloads:

Since 2017, Neil & Eric have
delivered daily marketing
insights that cover everything
from SEO to Al to growth
strategies and industry
trends.

The show continues to
worldwide, reflecting its

it's built over the years.

| World-renowned marketing podcast:

Consistently ranked among the best globally, Marketing
School is recognized for its high-value, no-fluff
marketing advice.
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attract a massive audience
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~10 minutes a day:

Episodes are short, focused,
and packed with actionable
tips that marketers,
entrepreneurs, and business
leaders can apply right away.
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Why Traditional SEO Is Broken —
And What To Do About It

The search landscape has evolved to the point where old SEO playbooks no longer
deliver consistent growth.
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Search & Al Insights
Search Trends Shaped By Generative Al

AN

72% 54% 76% 68%

Adapting To
An Al-First
Search
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Conversational Personalized
| Want Search Search Journeys
Al-Driven Search's Ability Multiple Formats: Text, Search Interactions Feel Search Paths Based On
To Deliver Precision Images, Videos, Audio Intuitive And Human-Like. Preferences And History

Source: NP Digital - 2025 survey of 3,850

. . wharto  Focus on creating content Al loves: visual, practical, and easy to find. Embrace Al-driven
people measuring engagement with DONEXT:  search and lead the shift by meeting users where discovery happens.
Al-driven search features.
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Consumer Behavior Insights

How Al And Traditional Search Affect Decision Making

|l Al-Driven Insights || Traditional Search Methods

I
4min 65% 23min 61% 33% 25% 74%
15min 35% 49min 53% 30% 38% 60%

The New
Search Entry
Points

Values For % Or Minutes

Source: NP Digital — We surveyed 3,742
consumers comparing Al-driven insights
and traditional search methods.
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Being Everywhere
People Ask Questions

Search today starts in countless places, from TikTok to Reddit to
Al chats, making visibility a multi-channel game.
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Artificial Intelligence Insights

Al Platform Trust

Why You e s e o s o
Should Think

Beyond
ChatGPT ;

Trust Score (%)

/] o} R + ) %*

o ] Copilot Grok Perplexity ~ Gemini ChatGPT Claude
Source: NP Digital — 2,108 people ranking
trust levels across major Al platforms.
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Why You Should Think Beyond ChatGPT

The big headline for marketers about Al e traffic coming from these assistants converts WAY better
than Google search. But it means there's a big shift we need to make to our marketing playbooks.

Here are some top-line data points:

ahrefs <O SEMRUSH Seer interactive
Al search visitors convert Al search visitors are ChatGPT traffic converts at
v/
| 23x ' 4.4x 115.9%
better than traditional organic - more valuable on average than vs. Google organic's 1.76%
Google organic. (~9x better).

What's happening?

Source: Ahrefs, SEMrush, Seer
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Our
Thoughts
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& SINGLE GRAIN s

CASE STUDY The Numbers

How we helped
Winedeals improve blog
performance by 268% with

Al.

G

Started

How We’re Using
AI to D rive ! Clicks increase by 268% —
Real-World e S s

Our roadmap to improve the UTl.com technical site health included strategies designed to improve Core
Web Vitals, influence the number of results that included featured snippets and “People are also asking”

Results Now

+411%
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How We’re Using Al to Drive
Real-World Business Results Now




m Marketing School

Appearing on Al Surfaces

g SINGLE GRAIN

Key Factors Influencing Al Overview Inclusion

Organic Ranking Position
Topic Coverage
Direct Question Answering
Content Quality & Structured Data
E-E-A-T Implementation

Source: Single Grain — Visual framework outlining the key factors that increase
a page's chances of being included in Al Overviews.
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Winning at Social
in an Al-Driven
World

Social is becoming a critical signal
for authority and brand trust in
Al-driven search.




Social Browsers are Brand-Engaged

54% of Social Browsers
O\ use social media to
research products

[ ]
o C I a a s a rt % of Social Browsers who have done the following in the last month

Index
[) = Visited a brand's social media page
of the Buyin '
Liked/followed a brand on social media
36%
Used a social media "share" button on a website
ourney
Clicked on a promoted/sponsored post on social media
24%
Asked a question to a brand on social media
19%
Shared a brand's post on social media
Source: S|ng|e Grain — Data Sho\/\/ing social @ Uploaded a photo/video to a brand's social media page
—— 15%

touchpoints that lead to conversions.
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Old Marketing That Still Works Today

Average ROI Multiplier Comparison: Old vs. New Marketing Channels (2025)

I Old Channels
I New Channels

401 38x

ROI Multiplier (x)
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Where Al Gets Its Info:
Top Sources 2025

Top 10 web domains cited by large language models (LLMs)
in June 2025"(in %)

by —————— Community as

3 YouTube FE 2355
Google NG 233 t h e N ew
yelps I 21.0
facebook NN 20.0 g I A t h ° t S ° I
amazon DN 137 MRS u OI’I y Igna
@ Tripadvisor [ 12.5 @ I
© mapbox [N 11.3 —_EEQ
25 o= I 11.3
;a‘ssgzggisg)r\t/‘ho;jues'a/:doéez;iignwss'fr?:wa\lsG,ggoa:adnzzrnall;xstlyected keywords from Semrush database. Source: Single Grain — Analyzing the impact of
SOLTCE GRMILEN user-generated content, with most people on
Stat|Sta E social media and high trust in peer

recommendations over brand messaging.
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What Traffic Sources Make Up A Website's Traffic?

iy

02023 12024 W 2025

48% 46% 41% 4% 3% 2% 27% 32% 30% 9% 1% 15% 6% 5% 8% 6% 3% 4%

2025
Community
Traffic Trends .
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Organic Organic Direct Referral Paid Other
Search Social Traffic Traffic Ads
Source: NP Digital — We reviewed 12,005 waie  Diversify your traffic sources, never rely on just 1 platform or channel.

analytics accounts showing how traffic
sources have shifted from 2023 to 2025.

Source: NP Digital — Apr/2025. Data aggregated from 12,005 analytics accounts.
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Al Platform Growth Overtime

L ChatGPT . Gemini [ Claude Perplexity W Deepseek
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WHAT TO

DO NEXT: Focus on the platforms that control the majority of the mindshare like Gemini and ChatGPT.

m Marketing School

Staying
Ahead of the
Al Curve

Source: NP Digital — Google Trends data
(last 5 years) showing the rise in search
interest for major Al platforms.
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Predictions For
The Next 18
Months

The next phase of marketing will
reward those who combine Al
innovation with human strategy.




Marketing Will Become A Video Game
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The Top 1% Of o
Marketers Will
Do This ”

Al AGENT

N~
Human Al Operator i %




What’s old becomes new again (Snap 3.87 ROAS)

Ad Metrics - Benchmarks & Last 30 Days v Previous period = @ P 2 L
Ad Channel Rollup
@ Ad Channel B Total Spend ¥ B Share Of B Conversion Value B Median ROAS B Impressions @ Clicks B # Orders B Median CPA B Median CPM @ Median AOV
00 Meta $1,021,185,452.6 * 72.46% v « $2,498,152,834.87 187 ™32 78,618,446,6569 T 114 1,484,316,046 * 27,193,735 * a: 381 vems 14.04 v 095% $72.05 ¥ 029%
A Google Ads $306,328,133.59 * 21.74% * o $1,222,549,545.64 3.01 v 212% 26,371,237,475 * 278 366,370,792 * 5.2 20,853,238.08 * 28.77 * 236 13.95 ¥ 0.14% $84.19 ¥ 0.05%
‘r TikTok $42,190,880.73 * ¢ 299% * s $107,084,451.29 * 153 * 8,089,407,495 * 105 152,483,966 * 12 5,722,962 * 259 20.53 ¥ 8.37% 452 v1a79% $48.8 1
I {1 Snapchat $5,906,756.81 * & 0.42% * $41,567,143.74 * 6. 3.87 * 28 1,394,373,624 * 1269 10,682,535 v 457 409,674 1 33.45% 2177 * 5% 4.84 T ass $84.23 1 266 I
=" Microsoft Ads $5,440,833.44 * 0.39% * 0 $14,867,729.06 + a0 1.83 v 13.39% 284,469,820 * 508 5,121,761 * a4 177,966 * 246 3218 ™ 126 22,66 ¥ 596% $76.59 v 743%
Q0 Taboola $2,653,196.91 ¥ 22 0.19% ¥ 22 $2,580,242.63 v 216 0.57 ¥ 21.98% 1,500,997,218 * 1.3 9,154,954 v 12777 49,800 + 71.08% 46.9 ™ 638 1.89 ¥ 2062% $33.32 ¥ 105%
M Mountain $1,219,940.4 ¥ 204 0.09% ¥ 20 $5,480,525.54 ¥ 378 2.88 v 2988% 53,683,243 ¥ 3an% 0 44,033 v 397% 46.15 " asa9 25.49 18 $99.98 v 364%
. Twitter $901,376.19 7 3482 0.06% * 33 $1,163,216.92 * 2714 0.4 307,051,968 * s208 1,063,113 * 4661% 10,511 * 29 30.01 3.22 ¥ 3199% $47
@ Criteo $719,380.16 ¥ 8567 0.05% ¥ @1 $3,017,156.42 v 1437 196 v 21.21% 383,118,559 v 15.2% 1,784,381 ¥ 16.43% 25,866  13.79% 4065 & 3.2 * 167% $89.18 v 351%
Q StackAdapt $548,979.6 ¥ 18.14% 0.04% + 8 $1,813,111 ¥ 27.39% 4.38 v 1.31% 75,543,147 * 112 130,236 + 19.84% 187,576 + 57.08% 11.59 ¥ 26.26% 6.61 v nas% $100.87 ¥ 1.02%
@ Outbrain $489,138.14 ¥ 36.8¢ 0.03% + 37 $205,407.96 ¢ 6468y 0 + o¥ 1,074,100,504  2384% 1,865,441 ¥ a75% 21,511 13984 84.39 ™ 1375 0.49 + 13.39% $0
= Yotpo SMS anc $326,905.92 ¥ 28.¢ 0.02% v 28 $4,582,455.29 + 23 11.66 * 328 0 113,702 ¥ 15.42% 42,663 v 26% 8.24 718 0 $90.94 *
@ Reddit $326,013.27 * 29 0.02% * 2: $529,980.83 * 515 0.08 89,246,215 * 674 563,163 * s.08 2,806 T 29.26 32.75 * s9.a8 44 oo $23.07
@ Linkedin $127,578.77 * 7479 0.01% * 73 $0 0 11,033,010 * 2759 376,072 * 183.88" o 0 26 t1s2 $0
D Adroll $97,669.36 ¥ 1.3% 0.01% ¥ 19 $704,717.88 ¥ 1.26% 3.84 v 2733% 18,682,985 * 2456 18,881 v 15.38% 7,754 * 378 2888 * 24 6.85 1 58 $113.05 v 171%
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Questions






Please Rate Our Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile app
to provide your feedback.

Thank you!



