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CAVEAT: WE SHOULD CARE ABOUT

IMPRESSIONS.

Posts

Tom Capper
Search Science @ Moz

“Impressions” is an Undervalued SEO
KPI

"IMPRESSIONS™ IS AN
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TOP OF FUNNEL DOES NOT HAVE TO
INVOLVE A CLICK.

Think billboards, TV, and print advertising.
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OTHER CHANNELS HAVE HUGE
BUDGETS, JUST TO ACHIEVE
IMPRESSIONS.
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IMPRESSIONS, IN SEO, ARE HIGHLY
MEASURABLE.

Unlike billboards.

(@tcapper.co.uk ¢



IMPRESSIONS, INDIRECTLY, ARE
GOOD FOR RANKINGS.
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Photo credit Robert Nowaczyk

“..either people
convert later in the
customer journey,
without search
involved ... no search
click but still a
conversion...”

- Martin Splitt, on a LinkedIn post



THIS IS UNREALISTIC FOR MANY
BUSINESSES.

Publishers, affiliates, marketplaces... basically anyone
who isn't an OEM.
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FOR MANY SITES, THE CLICKS ARE
THE CONVERSION.

And these sites are important to the web, and to society.
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= CLICKS = IMPRESSIONS = MOZCAST AIO COUNT
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% prevalence of SERPs

Al OVERVIEW PREVALENCE BY MARKET.
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THE GREAT DECOUPLING IS ABOUT
CHANGES ON THE SERP.
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ON THE AGENDA:

e SERP changesin 2025
¢ |sanywhere safe?
e How to appear in new features

e \What happens next

e/ What to do next
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SPOILER: TOP OF FUNNEL HAS
CHANGED FOREVER.
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AT A GLANCE, 2025 IS JUST MORE OF THE SAME.
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THE ELEPHANT IN THE ROOM IS
POSITION 1.
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Percent share of top 10

ORGANIC SHARE OF TOP 10 HAS BARELY MOVED.
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Percent share of rank 1

RANK1HAS SEEN MUCH MORE MOVEMENT.
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Percent share of rank 1
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BUT THE PICTURE IS EVEN WORSE
THAN THIS.
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REMINDER: THE SEARCH INTENT FUNNEL.

LIKELIHOOD OF
CONVERSION

LOW-MEDIUM

'/ MEDIUM-HIGH

LOCAL
The searcher plans to do or buy locally.

NAVIGATIONAL

The searcher wants a
specific website.

Marketing funnel: VERY HIGH
Advocacy
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THE MOZ SEARCH INTENT MODEL.
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Percent share of rank 1 — informational SERPs
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Al OVERVIEWS HAVE OVERTAKEN ORGANIC
FOR INFORMATIONAL SERPS.
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6 MONTHS!

January share of p1 results - Informational intent - US+UK July share of p1 results - Informational intent - US+UK
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