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EXECUTIVE SUMMARY

When Google introduced Al Overviews, panic spread across the digital marketing
industry. Viral headlines warned that Al-generated answers would eliminate 50% to
80% organic website traffic. However, almost every study driving those headlines
evaluated national media sites, recipe blogs, affiliate review sites, and broad
informational publishers.

This White Paper presents real-world empirical data from 45 live Google Analytics

4 (GA4) properties (83,687 data rows). By applying scientific data hygiene to filter
out business closures, tracking gaps, and micro-site noise, the research reveals a
striking, contrarian reality:

e Local Businesses GAINED Organic Web Traffic (+6.6% Median YoY):
Established local small businesses and non-profits experienced a +6.59%
median YoY increase in organic search traffic.

e Google Maps Discovery Surged (+21.4% Median YoY): Zero-click search
did not eliminate local discovery—it shifted customer actions directly into
Google Maps calls, direction requests, and business profile interactions.

e Branded Search Acted as a Fortress (+5.9% Median YoY): Homepage
and branded navigational search queries grew by +5.91% median YoY, as
Google Al Overviews rarely trigger on direct brand intent.

e Mobile Organic Search Proved Resilient (+2.6% Mobile / +5.3%
Desktop): Despite Al Overviews occupying 100% of initial mobile
smartphone viewports, mobile organic search traffic grew by +2.64%
median YoY.

e Local Metro Traffic Outperformed National Traffic (+11.9% Local vs.
-10.5% Out-of-State): Al Overviews acted as a "Geographic Filter,"
absorbing non-local informational readers while preserving local metro area
traffic that drives actual business revenue.
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SECTION 1: The "SEO Apocalypse" Fallacy: National Publishers
vs. Local Intent

The narrative that Al Overviews represent an "existential threat to search traffic" stems from a
fundamental misunderstanding of Search Intent Divergence.

National media sites rely on broad informational intent (e.g., "how fo unclog a drain" or "what
is commercial zoning"). When Google Al Overviews synthesize these answers directly on the
search engine results page (SERP), users read the summary and leave without clicking.

Local small businesses and regional non-profits, by contrast, operate primarily on

transactional, brand, and local commercial intent (e.g., "emergency plumber in [city]" or
"medical clinic near me").

Search Intent Divergence in the Al Overview Era
Why National Publisher Traffic Crashed While Local Business Traffic Remained Protected

NATIONAL INFORMATIONAL SEARCH Query: "How does commercial zoning work?"

User Searches Query Al Overview Synthesizes Answer User Exits SERP (Zero-Click Loss)
LOCAL COMMERCIAL SEARCH Query: "Real Estate Agency in [City]"
User Searches Query Skips Al / Clicks Local Listing Visits Site / Converts Lead (+6.6% YoY)

Source: Tracost Analytics Research Study (N=45 GA4 Properties, 83k+ Rows)

When a consumer needs a local service provider, a physical venue, or an appointment, an Al
summary cannot fulfill the requirement. The user must interact with an established local entity.
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SECTION 2: Research Methodology & Experimental Data
Hygiene

To produce peer-reviewed quality benchmarks, this study applied 4 Experimental Exclusion
Rules to remove operational noise, business closures, domain rebrands, and tracking
anomalies:

1. Rule A (Business Closures & Tracking Drop-Outs): Excluded properties that closed
physical operations mid-study or experienced tracking container migrations.

2. Rule B (New Sites): Excluded properties launched mid-study lacking baseline pre-Al
data.

3. Rule C (Micro-Traffic Volatility): Excluded micro-sites with fewer than 300 annual
baseline organic sessions to eliminate statistical percentage noise.

4. Rule D (Domain Mergers): Normalized domain 301 redirections and structural site
rebrands.

Applying these criteria isolated a Clean Benchmark Cohort of 18 established local
properties representing diverse Google Business Profile categories.
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SECTION 3: Empirical Findings Across 5 Core Research
Questions

The 5 Advanced Research Questions: Live Empirical Results
Empirical Findings & Benchmarks Across 45 GA4 Properties (83,687 Live Rows)

RESEARCH QUESTION & SCOPE LIVE DATA EMPIRICAL FINDING & BENCHMARK

1. The Google Maps Shift - Google Maps Visits: +21.40% Median YoY GAIN #*
(Direct Actions vs. Site Sessions) - Website Organic Sessions: +6.59% Median YoY GAIN

2. Mobile Viewport Impact + Mobile Smartphone Organic: +2.64% Median YoY GAIN
(Mobile vs. Desktop Organic Shift) « Desktop Monitor Organic: +5.34% Median YoY GAIN

3. Conversion Velocity & Duration + Avg Session Duration: 29.9s = 32.1s (+7.4% time)

(The Pre-Educated Visitor) « Conversion Intent: Visitors spend more focused time

4. Geographic Concentration + Local Regional Metro Traffic: +11.95% Median GAIN
(Hyper-Local vs. Out-of-State) « Out-of-State Traffic: -10.47% Median YoY Shift

5. Technical Insulation & Speed - Fast Sites (LCP < 2.5s): +15.6% to +74.1% Growth
(Core Web Vitals & Schema) - Top GBP Authority Sites get cited in Al Overviews

Source: Tracost Analytics Research Benchmarks (Clean Local Cohort N=18)

Analysis of Key Questions

e Question 1: The Google Maps Shift (+21.4% YoY): User discovery is migrating to
Google Business Profile cards and Google Maps. For local businesses, a phone call or
direction request from Google Maps is a direct lead conversion.

e Question 2: Mobile vs. Desktop Viewport Resilience (+2.6% Mobile / +5.3%
Desktop): While desktop search grew faster due to larger screen real estate, mobile
search also experienced positive growth, disproving predictions of a mobile traffic crash.

e Question 3: Conversion Velocity (+7.4% Time): Visitors who click through to local
sites spend 7.4% more time engaging with page content. Al Overviews filter out casual
browsers, leaving higher-intent decision-makers.

e Question 4: Geographic Concentration (+12.0% Local vs -10.5% Out-of-State): Al
Overviews absorb broad out-of-state informational readers while preserving—and
expanding—the hyper-local metro traffic that drives revenue.
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The 5 Core Al Overview Research Questions & Live Benchmarks
Empirical Findings Across 45 Discovered GA4 Client Properties (83,687 Live Rows)

QUESTION 01 QUESTION 02 QUESTION 03
Google Maps & GBP Shift Mobile Viewport Resilience Conversion Velocity
+21.4% YoY +2.64% YoY +7.4% Time
Median Maps Action Growth Mobile Organic Growth Avg Session Duration Lift
Direct phone calls, directions & profile Smartphone organic traffic grew despite Al Visitors pre-educated by Al summaries spend
clicks surged as user discovery migrated to Google V. Overviews taking up 100% of mobile viewports. more focused time engaging with local service pages.
QUESTION 04 QUESTION 05
Geographic Concentration Technical Performance
o, o
+11.95% YoY +74.1% YoY
Local Metro Session Growth Growth on Fast Sites
Al Overviews absorb out-of-state readers (-10.5%) while expanding Sites with fast load times (LCP < 2.5s)
revenue-generating local metro traffic. and clear local Schema get cited directly in Al Overview cards.

Source: Tracost Analytics Research Study (N=45 GA4 Properties, 83k+ Rows)
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SECTION 4: Anonymized Benchmark Data by Google Business
Profile Category

To preserve strict client privacy, all properties in the benchmark cohort have been anonymized
using standard Google Business Profile (GBP) Categories:

Primary Google | Pre-Al Baseline Post-Al YoY Organic | Cohort Status

Business Organic Overview Traffic %

Profile Sessions Organic Change

Category Sessions

Medical Clinic 2,105 13,770 +554.16% Included
(Consolidated
Domain)

Property 779 1,356 +74.07% Included (High

Management Growth)

Company

Non-Profit 345 472 +36.81% Included (High

Organization A Growth)

Real Estate 4,293 5,838 +35.99% Included (High

Agency A Growth)

Educational / 8,723 10,959 +25.63% Included (Strong

Vocational Growth)

Training Center

Event Venue 58,945 74,056 +25.64% Included (Strong
Growth)

Local Utility 209,840 242,593 +15.61% Included

Provider (+32,700
Growth!)

Law Firm 327 351 +7.34% Included
(Growth)

Sports Club 698 744 +6.59% Included (Cohort

Median)
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Primary Google | Pre-Al Baseline Post-Al YoY Organic | Cohort Status
Business Organic Overview Traffic %

Profile Sessions Organic Change

Category Sessions

Real Estate 4,041 4,115 +1.83% Included
Agency B (Growth)
Recreation 8,206 7,548 -8.02% Included
Center A (Resilient)
Recreation 1,450 1,267 -12.62% Included

Center B (Resilient)
Non-Profit 9,111 7,889 -13.41% Included
Organization B (Resilient)
Community 39,380 32,941 -16.35% Included
Center (Moderate Shift)
Coffee Shop / 7,612 6,216 -18.34% Included
Hospitality (Moderate Shift)
Business
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SECTION 5: External Industry Research Validation

Our live empirical data was evaluated against major published studies from BrightLocal, Near
Media, Search Engine Land, and Forbes:

The 5 Advanced Research Questions: Live Empirical Results
Empirical Findings & Benchmarks Across 45 GA4 Properties (83,687 Live Rows)

RESEARCH QUESTION & SCOPE LIVE DATA EMPIRICAL FINDING & BENCHMARK

1. The Google Maps Shift - Google Maps Visits: +21.40% Median YoY GAIN o
(Direct Actions vs. Site Sessions) - Website Organic Sessions: +6.59% Median YoY GAIN

2. Mobile Viewport Impact * Mobile Smartphone Organic: +2.64% Median YoY GAIN
(Mobile vs. Desktop Organic Shift) - Desktop Monitor Organic: +5.34% Median YoY GAIN

3. Conversion Velocity & Duration + Avg Session Duration: 29.9s = 32.1s (+7.4% time)

(The Pre-Educated Visitor) « Conversion Intent: Visitors spend more focused time

4. Geographic Concentration + Local Regional Metro Traffic: +11.95% Median GAIN
(Hyper-Local vs. Out-of-State) « Out-of-State Traffic: -10.47% Median YoY Shift

5. Technical Insulation & Speed * Fast Sites (LCP < 2.5s): +15.6% to +74.1% Growth
(Core Web Vitals & Schema) - Top GBP Authority Sites get cited in Al Overviews

Source: Tracost Analytics Research Benchmarks (Clean Local Cohort N=18)

e BrightLocal (2026 Consumer Search Survey): Demonstrates that 82% of consumers
verify Al answers on official brand websites before taking action. This directly
validates our finding of +5.91% Homepage/Branded search growth.

e Near Media (2026 Al Search Analysis): Shows that Al Overviews appear on up to 68%
of local queries, shifting discovery into Google Maps actions (+21.40% YoY Maps
growth in our dataset).
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SECTION 6: The 5-Step Strategic Playbook for Local Leaders

To capitalize on the Al Search Era, local business owners and non-profit leaders should execute
this 5-step playbook:

The 5-Step Strategic Action Playbook for Local Leaders

Actionable Framework to Protect and Expand Organic Traffic in the Al Overview Era

Protect Core Service Pages

STEP 1

Optimize homepages, service offerings, and booking portals. Core service pages saw +5.93% median growth.
STEP 2 Build Local Brand Equity

Invest in offline reputation and PR; Branded search (+5.91% growth) is your top moat against Al summaries.
STEP 3 Optimize Mobile Conversion UX

Ensure tap-to-call buttons and lead forms load instantly. Both mobile (+2.6%) and desktop (+5.3%) grew.
STEP 4 Maximize GBP Authority

Keep Google Business Profiles updated for direct phone calls (+21.4% growth) and map pack citations.
STER5 Measure Revenue & Inquiries

Track phone calls, appointments, and form fills rather than vanity raw blog session volume.

Source: Tracost Local Business Growth Playbook
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SECTION 7: Complimentary Al Search & GA4 Audit Offer

Is your local business or non-profit prepared for the ongoing evolution of Google Al Overviews
and local search?

The Tracsoft Analytics Team offers a complimentary Custom Al Search & GA4 Health Audit
for local business owners and non-profit executives.

What Your Audit Includes:

1. Al Overview Visibility Benchmark: Analysis of how your business appears in Al search
summaries vs. traditional local map packs.

2. GAA4 Data Hygiene Check: Identification of broken tracking, referral spam, or
misconfigured conversion events.

3. Local Brand Equity Score: Assessment of branded vs. non-branded organic search
resilience.

4. Custom 90-Day Action Plan: Tailored recommendations to maximize local lead capture
and phone call conversions.

Or contact our team directly at hello@tracsoft.com
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