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The Brink of a Seismic Shift: End of Search?

The digital landscape as we know it is on the brink of a seismic shift. For Australian media
companies and advertising agencies, the era of predictable growth fueled by Google Search
is rapidly coming to an end. The rise of Artificial Intelligence is not just another trend; it's a
fundamental disruption that will dismantle the click-based economy that has dominated the
last two decades.

As Al evolves from a simple tool to an autonomous agent, the very concept of a user
“searching” for information will become obsolete. For TMT executives and investors across
Australia, understanding this transition from a “search and click” to a “prompt and
accomplish” world is no longer a strategic advantage - it’s a critical imperative for survival.

Our latest infographic, “The End of Search” provides a 10-year roadmap for this Al-driven
revolution. It visualises the journey through three distinct phases: the Conversational,
Agentic, and Proactive webs. Each state represents a radical departure from the last,
fundamentally altering how information is accessed, how consumer intent is fulfilled, and
how economic value is created and captured.

The digital information landscape, for a quarter-century dominated by the keyword-driven,
click-based model of Google Search, is on the precipice of a fundamental and irreversible
transformation. The rapid, accelerating evolution of artificial intelligence - from its current
generative state to an impending agentic paradigm and the horizon of artificial general
intelligence (AGI) - is set to dismantle the existing search ecosystem. The analysis projects
a shift from a "search and click" internet to a "prompt and accomplish” reality, culminating in
a "zero-click" environment where Al assistants and agents act as the primary intermediaries
between users and the digital world.

This transition will create clear winners and losers. Consumers stand to gain unprecedented
convenience, while the foundational business models of content publishers and traditional
advertising agencies face existential threats. Incumbents like Google and Microsoft are
engaged in a high-stakes battle of self-cannibalisation to defend their territory against a
new breed of Al-native challengers. Advertisers must pivot from persuading humans with
creative copy to persuading machines with structured data.

The value chain will be completely disrupted, moving away from attracting human eyeballs
to websites and towards providing verifiable data to Al agents. For Australian media
companies, this signals an existential threat to ad-supported content models, while for SEO
and advertising agencies, it marks the end of optimising for keywords and the beginning of
optimising for machine-led decisions.

This transformation demands more than just adaptation; it requires a complete reinvention
of digital strategy. To navigate this new terrain, Australian leaders must familiarise
themselves with emerging disciplines like Generative Engine Optimization (GEO) and the
critical importance of API Marketing.

Our infographics serve as a strategic blueprint, detailing the winners, losers, and necessary
pivots for each stage of this evolution. We invite you to explore this visual guide to
understand the actions your business must take today to secure its place in the coming
zero-click, Al-first information ecosystem.
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The End of Search As We Know It

An Expanded Analysis of the Al-Driven Revolution in Information Access

“The fundamental shift is from ing ii ion to

actions. The primary 'user' of the internet for

task-oriented queries will no longer be a human, but an autonomous software agent optimizing for efficiency,

not engagement."

The Trillion-Dollar Click: Anatomy of the Google Ecosystem Today

The Dominant Engine
Google
® 89.54% Global Market Share
© $72.46B Quarterly Ad Revenue
@ $54B from Search Ads alone

This engine's fuel is human attention, monetized through
clicks.

A Symbiotic Ecosystem

A complex network whose business models
depend on the click

@ Advertisers ($102.9B US Market)
B Content Publishers
(] SEO & PPC Agencies

a» Consumers (The Product)

The Existential Threat

58.5%

of searches are now "Zero-Click"

Gartner predicts a 25% drop in search volume by 2026.
Al Overviews alone cause a 15.5% CTRdrop. This isn't a
crack; it's an attack on the core ecenomic transaction of
the open web.

The Four States of Al Evolution

1. Generative Al
(Now) Responds & Creates

Q

Synthesizes information to generate
novel content, disrupting the
presentation layer of the web

2. Agentic Al 3. AGI 4. ASI
(Next) Plans & Accomplishes (Horizon) Reasons & (Theoretical) Surpasses &
Understands Self-Improves

&

Autonomously performs multi-step
tasks to achieve a goal, disrupting the
user layer itself.

€

An Al that can understand and learn any
intellectual task a human can. Forecasts
cluster around 2040.

An intellect that vastly surpasses the

most gifted human minds, potentially
triggering an “intelligence explosion.”



VENTURE
Insights

A 10-Year Trajectory: The Three Future States of Information

State 1: The Conversational Web @

Years 1-3: Al as Co-Pilot

The search box evolves into a continuous conversation. Al Gverviews dominate,
providing direct answers and pushing blue links down. The battle is for citation within

New Discipline: GEO

Generative Engine Optimization: A shift from ranking links to becoming a
trusted, citable source for Al models.

New Monetization

Sponsored links and native ads placed directly within Al Overviews.

Key Challenge: Cannibalization

Incumbents must sacrifice their high-margin chick business to defend against
Al-native challengers.

9 State 2: The Agentic Web

Years 4-7: Al as Proxy

Users delegate complex goals to autonomous agents. The human is disintermediated
from brands, and the agent becomes the primary “user® of the internet, interacting
with APlz, not websites.

New Paradigm: APl Marketing

AP| Marketing: Persuading machines with structured, real-time data, not
humans with creative copy.

New Monetization

API access fees, agent subscriptions, and performance-based pricing.
Publishers pivot to Data-as-a-Service (Daas).

Key Challenge: Trust & Verification

How does a user trust their agent is acting in their best interest? Brand affinity
becomes a critical tie-breaker.

State 3: The Proactive Web .

Years 8-10: Towards AGI
AG|-powered assistants anticipate needs before they are articulated. “Search®

becomes archaic as information and services are defivered ambiently and
predictively.

New Business Model: laaS

Intelligence-as-a-Service: The new utility. Monetizing access to raw cognitive
power, not search results or ads.

New Monetization

Tiered subscriptions for AGI [} become: il ing an
ACl's core world model.

Key Challenge: The AGI Divide

A new societal stratification emerges between those with access to premium
intelligence and those without.
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Winners & Losers Matrix Across the Al Transition

S Sor—

Consumers High eazed efficiency, Very Unprecedented Uncertain: -Iimate convenience vs. loss of
Positive: EnsWers. P‘nsltlve convenience. agency.
Paositive Retains uzers, faces Potentisl Ad model breaks. Must pivat to Dominant f they create the leading
Google/Incumbents -~ . . u ALY
(Defensive Win): margin pressure. Loser: agent provider. Winner: AGL
i . Major Disintermediated. Must pivot to "API .
Advertisers/Brands = Neutral: ey = Transformed
) h Loser: Marketing." ;
SEQ/PPC Agencies ™ Loser: Must master GEQ/AEQ. ~, Edstential Lore business mads!is — Miche
Threat: obsolate. Specialista:
Content Publishers Biggest Informational content is devalued —  Mixed: Generic publ — Miche
Loser: by Al summaries. " publishers thrive v Specialists:

Strategic Imperatives: An Expanded Playbook for Survival &
Dominance

&

For Brands

Your websi

is no longer your primary

storefront; your APl is. Invest in pristine,

real-time data infrastructure and build
brand love as the ultimate tie-breaker
for Al agents.

-

For Agencies

Immediately pivat from SEO to GEQ.
Build a techniczl practice around
"Agentic Optimization.” Your value is
ensuring data accuracy for machines,
not driving traffic.

For Publishers

Abandon commeodity content. Become
& source of werifizble truth in a niche.
Your future is not selling 2ds, but
licensing your unigue, structured data
te Al platforms (Data-as-a-Service).

For Incumbents

Aggressively cannibalize your legacy
click business. Your goal is to own the
underlying inteligence layer. Shift the
business maodel from selling ads to
selling cognition.

Glossary of Terms

AGI [Artificial General In An Al with human-level cognitive abilities, capable of
understanding, learmning, and applying knowledge to any intellectual task.

AS! {Artificial Superintelligence): A theorstical Al that possesses intelligence far surpassing that
of the brightest human minds in every fisld.

E-E-A-T: Coogle's quality guidelines, standing for Experience, Expertise, Authoritativeness, and
Trustworthiness.

1aas (Intelligence-as-a-Service): & business model focused on seling access to computational
intelligence and cognitive power, rather than software or ads.

AP (Application Programming Interface): A set of rules and tools for building software and
applications, allowing different systems to communicate with each other.

CTR (Click-Through Rate): The percentage of users wha click on a specific link after viewing it.

GEO (G Engine
authoritative source by Al-powered answer engines.

The practice of optimizing content to be cited as an

PPC (Pay-Per-Click): An internet advertising model where advertisers pay = fee each time one
of their ads is clicked.
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About Venture Insights

Venture Insights is an independent company providing research services to companies
across the media, telco and tech sectors in Australia, New Zealand, and Europe.

For more information go to ventureinsights.com.au or contact us at
contact@ventureinsights.com.au.
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