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What you’ll be hearing today

0 O

Why you should
care about Al
search/GEO

<

—7T

What do the
‘machines’ like and
dislike and how can
you be best placed
to succeed

©)

Why this isn’t just
about short-term
optimisation, but
integral to brand
building in the
long-term
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The only industry
not transformed
by Al will probably
be hairdressing.

Professor Andrew Ng

Co-founder of Google Brain and Founder of Coursera
Chief Scientist Baidu




The new jobs to be done
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Are you still looking at
clicks and likes only?

Where should you place
your bets in the battle for
digital attention in Al
discovery?




What is the
best everyday
Shampoo -

brand”? | 4
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LLMs don't care if you're a category leader! .-
V' 4 ' "
s
| P . B ’ -
‘What is the best everyday Shampoo? (asked in AU).. s g g .
| Wherte is
Hair type/concern Best brand (Gemini) Head & Shoulders
Budget-Friendly Daily Wash OC Naturals Alberto, TREsemmé ,
Fine to Medium Hair Aveda Shampure Pantene and or

Dry, Colour-Treated Hair Pureology Hydrate GCI n |er?




There is no

sing

le source

of truth, Al

stitches one
together
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Exploratory: ‘What is the best long-haul airline’

A ad

=

Forum
0%

Info Provider
20%

Lifestyle
‘ Publisher
5%

News Publisher
« 3%
\ Retailer
10
Other %
4%

Travel brand
55%

Social Network
12%

Has a leaning towards travel
brands like Tripadvisor, Qantas

Forum = Info Provider = Lifestyle Publisher

. ChatGPT

Forum
1%

Info Provider
26%

Travel brand
42%

Lifestyle
Publisher
§
News Publisher
/’ 70/0
Social Network ‘ Other

1% Retailer 10%
5%
Information sources led by timeout
and yahoo, with news publishers are
notably more present

/) perplexity

Forum
0%

Info Provider
16%

Lifestyle Publisher
8%

News Publisher

Travel brand 3%
55%
Other
\ 8%
Retailer
2%

Social Network
8%

Travel brands like Bookings.com,
Kayak, Skyscanner

News Publisher = Other = Retailer = Social Network = Travel brand

ICANTAR
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Defining: Specific sources for airline prompts relating to ‘flying with kids’

G [G) chatepT (1) perplexity

skyscanner.ae familyvacationist.com flyfrontier.com

travelo nline.com

gantas.com visitbroome.com.au | travelo...

skyscanner.ca

alternativeairlines.com

emirate...
virginaustralia.com

klm CO...
evaair.
gantas.c.. -
altern...
.

Iuggago com

alternativeairlines.com P idsholi... afar.com
asiafamilytraveller...
delta.com

Popular airlines dominate Skyscanner and travel advice sites are Is reliant on fewer sites
most prominent

l(ANTAR Machine data: Al search analytics © Kantar 2026 | 11



LLMs can represent a blind spot for brands

Fashion brand share rankings

HUMAN METRICS MACHINE METRICS
Established metric ranking Generative share of model ranking
Brand Positive Google Google Al ChatGPT
Power Share Search social : Al Mode Overviews Search Perplexity Grok ChatGPT Gemini Copilot

B

l(ANTAR Source: Analysis of fashion brand ranking across survey, search, social and LLMs



The way we discover

- - - is changing

Does airline “A”
fly to Bali? Q

to

What is the best
airline for families
= NG e = flying to Bali in
_— N ——— | peak season?

- . W X -
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-
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#TASK
Let’s ge

Turn to you
Use an LLM
Gemini) o
shows up in

lllustrative

1 Yy . TR’/ 4 s
F A -} { § , / ‘f
J ’,' 4 N4 A 4 " ’
! y / J ' ‘;"' "v' A ¢
iy / ' S
[; A

@ ' ‘_‘/‘- :
. ; P /

"‘" ‘.‘n
.
AT

Q Best brand of high fibre

r.myctrip to Japan

Q Best travel insurance fo




Al isn’t winning yet but we live in a
world of lots of littles

‘Al search’ contributes 4.6% of
touchpoint predisposition within

travel

= 5th on the leaderboard

l(AN TAR Human data: UK Connect Study, Travel Category, December 2025

The top five touchpoints

TV

Social media
Brand website
Online booking site

Al search

7.3%

65% I

ca% N

5.0%

4.6%
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And we see Reddit is
loved by LLMs. So are
brand websites.




Fandom and authenticity are at the heart of winning in Reddit

gt e B aedeaesne = Mok mres.
We put our most awa air 2
rep:air mask® 1o the test of 3 > What's your take?
the most honest community: ¢ reddit L et 20000 o Rl el ey
This mask smells so good Verylmgsﬂ:ri;ir:jg ET(d
: . and leaves my hair very smells hella bad. Like,
Their rBVleWS.. soft. It honestly feels like not a good .fresh cleaner
That's ourcampaign. a high end product but is smell, but like that old
No edits. very affordable! aldehyde kinda smell.

"

i."“"'si\i"rik

JUnsenpled. Ushillersa
Becouse realmarners,
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Fandom and authenticity are at the heart of winning in Reddit

The world’s
first car built

by a Reddit
community

I.(ANTAR © Kantar 2026 | 18



Starting with the basics — how do you show up on Reddit?

rd
i
i/

\ Q source: aussiebroadband.com.au X & Ask
L ‘\‘,_ [1]
reddit ~ 5 oo
/=) & @ New question
I:D Home I"\:/"I

@ Popular .
Source: aussiebroadband.com.au

News )

aC@ Sources: r/faustralian, r/AskAnAustralian, r/nbn +3 more >

o°o Explore
Aussie Broadband is a popular choice among Australian internet providers, and here's a succinct guide based on Redditor
experiences to help you decide if it's the right fit for you:

RESOURCES hd

Customer Service

<9 About Reddit , o , ,
e Excellent Support: Many Redditors highlight Aussie Broadband's excellent customer service. They are known for

quick response times and effective problem-solving. "Their customer support has always resolved my issues, and
I've never had an outage, or one that | noticed." >

e Australian-Based: The customer service is Australian-based, which is a significant plus for many users. "l gladly pay
the 'on shore call center' tax. Any rare issues | have had, have felt significantly easier." >

ﬂ:] Advertise

Developer Platform

Reddit Pro BETA

©@ ¢ ©

Help Ask a followup >

3

Lo ] J—
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Brand websites are

But at an
Travel Brand
NO.3 in terms of

aggregate level,

: websites represent
brand websites po + touchpoints affecting
‘ 9 o positive predisposition
influence for LLMs citations
amongst humans
travel.

I(ANTAR © Kantar 2026 | 20



Each Al platform
rewrites the category
differently

How do you influence these
new machine stakeholders?




People tend to ask Al two types of questions — resulting
in two very different types of responses

What is the best/cheapest/worst (long/short)
Exploratory/ airline/all inclusive/luxury resort } More subjective based on

individual LLM interpretation of

inspiration for... BEST

Adults only/families/pets/ honeymoon ‘

Which airlines fly from... to.... ‘ = FESe el Ll guEsiiors

Defining Canllbingin e > Definitive answers

questions More likely to impact

Is there wheelchair access? ) 7'
final decision

I.(ANTAR © Kantar 2026 | 22




Make your website ‘answer ready’ for
machines: ACCE

Authoritative: Expert contributors, the go to source for information
Concise: Clear, bitesize content chunked up into sections
Conversational: written for humans not for keyword optimisation

Evidence based: credible, up to date data

I(AN TAR Machine data: Al search analytics, Jan 2026 © Kantar 2026 | 23

Human data: Connect Study, Travel Category, Dec 2025




Being big doesn’t make
you safe

Meaningful difference
matters: and must be
machine readable




25%

Fame doesn’t -~
protect you in
Al search
NREL o . Jetstar
N Virgin Australia
©
c
O oy
m

_ Air New Zealand Emirates

AirAsih a'}@& { Cothan Paci  Sing?
i rWavs athay Pacgific
S A

Singapore Airlines

Qantas

Airlines .
Un?ted Qatar Airways
0% China Southern
0% Airlines 5% 10% 15%

Share of Engine (branded mentions)

25%

l(ANTAR Human Data: Kantar BrandZ airlines Australia
Machine data: Al search analytics airlines Australia
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What is the

most cited
mobile phone
brand in US?

ICANTAR

Rank  Website

1 vertu.com

2 samsung.com
3 t-mobile.com
4 verizon.com
5 apple.com

© Kantar 2026 | 26



If you are not distinct, Al collapses you into the category average

So make sure you:

Delivering exceptional
experiences that get talked about

Have social currency/
part of culture

Fulfil a specific/
more niche need

I(ANTAR © Kantar 2026 | 27



Al doesn’t just optimise the market, it rewrites it

Google Al overviews

o Resonates with a1 Jet2..com Resonates
S 06 Humans Emiraf®s with human
S ® and machine
= 05 . ®
- ®
O 04 (]
2 ° o
® 03 ' :
= e
o °
k= 0.2 )
£ °®
s °®
2 o1
()
S 00 Lack ith o J

: acks resonance wi .
g machines and humans ; Resonates with
S 01 machines
g 0% 10% 20% 30% 40% 50% 60%
T

Machine: LLM sentiment towards brand

Y- axis human data: Connect Study, Travel Category, Dec 2025
I.(ANTAR x-axis machine data: Al search analytics, Jan 2026 © Kantar 2026 | 28



Salience alone
Isn't enough: =
Meaningful
difference is vital =~ .
in avoiding a A"
Zero-sum game N

KANTAR ‘




BRAND MATTERS MORE THAN EVER: Meaningful Brand Difference
has a sirong correlation with high Gen Al presence

150
140 ®
130 -

120
110 .

100 ® ¢

Meaningful Difference

90 . ° .
80 ®

70

60
0% 1% 2% 3% 4% 5% 6% 7%

Gen Al reach



HUMAN MACHINE

meaningful difference meaningful difference
Emotive clarity and Clear product superiority
consistency, Distinctive assets Consistent human perceptions
Meets range of needs Unique/Niche offering

(emotional and functional)

LLMs to batile to read
emolive differences

.},%
.'Q
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Are you set up for the

future of Al search?
Al search must sit with brand
owners, not digital teams only




Who looks
after GEO
‘search’ for
your
organisation?

SEQO/digital content teams
Specialist digital marketing team
An external agency

Insights teams

Marketing/Brand team

MD/business leader

IKANTAR



AEO and GEO are not search

tactics. They are brand strategy Google Al overviews (AEO)
tests. Selects the right source

Brands/businesses need to be the
most trusted, authoritative verifiable
source and content must be presented
in a structured way

Generative Al (GEO)
Predicts the correct or
~ best answer

Brands need to be coming
across in a consistent meaningfully

WCRLICT AT ifforent way agrose in

as many of third-party sources that

for the future™ LLMs prefer

I(ANTAR © Kantar 2026 | 34




As Al search responses become more normalised

On the plus side

Positive presence in Al responses will
validate and amplify inherent
predisposition... -

... and potentially accelerate a sale

Conversely

Lack of brand visibility or negative mentions
within Al responses will start to erode that hard
fought human predisposition

I(ANTAR © Kantar 2026 | 35



Measure impact of Al search in your sector, category
and brands and establish who is winning and losing in
your category and why?

Explore how meaningfully different you are to LLMs vs
humans and the extent to which this is hindering your
visibility and impact across the different Al platforms

| L \
Th ree th N gs Review your content and media strategy to ensure

there is synergy between marketing to humans and to
you can do machines eg Website content and comms align
right now

I(ANTAR © Kantar 2026 | 36




Thank- you and all t
your Al growth j.our

Karin.DuChenne@ke

} © Kantar 2026 | 37
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