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Thereʼs a reason weʼre focusing on retail
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If weʼre talking about AI-powered marketing channels…



We need to experiment to find 
out what the machines are going 
to prefer.



Our “AI search” plan should start with our Google plan



Monitor them all: usage and as a channel

👀



Test for Google#1



Monitor LLMs#2
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Remain visible: #1 robots.txt

For ecommerce my view is that you want product content to be 
consumed from your site.

I would consider aligning LLM bot crawling permissions with 
googlebot.

ACTION: check for googlebot user-agent directives.



Remain visible: #2 Donʼt require JS for rendering content

Vercel study shows major LLM crawlers donʼt use JS:

● OpenAI (OAI-SearchBot, ChatGPT-User, GPTBot)
● Anthropic (ClaudeBot)
● Meta (Meta-ExternalAgent)
● ByteDance (Bytespider)
● Perplexity (PerplexityBot)

https://vercel.com/blog/the-rise-of-the-ai-crawler


Remain visible: #3 (re-)consider registration walls



Remain visible: #4 applies to media coverage too

NOTE: The game theory is is more 
complicated for media companies.

AND: Some of them have partnerships 
despite blocking external crawling!

https://www.washingtonpost.com/robots.txt

User-agent: anthropic-ai
Disallow: /
User-agent: ChatGPT-User
Disallow: /
User-agent: Claude-Web
Disallow: /
User-agent: ClaudeBot
Disallow: /
User-agent: FacebookBot
Disallow: /
User-agent: Google-Extended
Disallow: /
User-agent: GPTBot
Disallow: /
User-agent: OAI-SearchBot
Disallow: /
User-agent: PerplexityBot
Disallow: /
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Only when the traffic justifies it…

This would be difficult to do today, because there isnʼt enough FRESHNESS in the AI 
results. Iʼm going to argue that by the time we need to, however, itʼll be possible.

1. Include LLM traffic in 
experiment 
measurement

2. Eventually: run 
dedicated AI 
experiments



Some theory to 
support our tactics

Letʼs back up
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Agents The return of 
competition



Google became dominant on an engine they understood

Information 
retrievalPageRank Original research TWEAKS



[ Image here ]

Amit Singhal left Google in 2016…

… and the idea that core ranking 
should be understandable (and 
hence couldnʼt be deep 
learning-powered) left with him.

The years that followed saw ML come 
to organic search in a big way.



Leading to a vision of a 
more personalised, 
intelligent and 
sophisticated product
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how the algo 

works
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Clayton Christensenʼs model of INNOVATION

SUSTAINING innovations improve existing 
products to make them better and more 
valuable

DISRUPTIVE innovations create “good enough” 
products that are more affordable and 
accessible



Combine AI expertsʼ views with studies of tech take-up

https://www.youtube.com/watch?v=GT_sXIUJPUo


“If I look at it year on year, the 
traffic we send outside has only 
grown. That's what we have 
accomplished as a company.”

– Sundar Pichai, Google CEO speaking on Hard Fork



“... we see that the links included 
in AI Overviews get more clicks 
than if the page had appeared as 
a traditional web listing for that 
query”

– Liz Reid, Head of Google Search in a Google post

https://blog.google/products/search/generative-ai-google-search-may-2024/


Google ecommerce

🤝
Liking high commercial intent 

organic clicks



ChatGPT (or even 
Google) wonʼt ship 
people things

I said earlier:



Users are going to 
continue to want to 
reach PDPs at least.

This implies:



I said earlier that we needed freshness in order to test

Ranking
(Google Dance)

Indexing 
(Caffeine)

Quality 
(Panda) ML / AI



“we know that 
customers want low 
prices, and I know 
that's going to be true 
10 years from now. 
They want fast 
delivery; they want 
vast selection.”



I think the equivalent 
for Google would 
emphasise:

1. Freshness
2. Completeness
3. Relevance



Sustaining 
innovation

#1

Traffic to 
PDPs

#2

Importance 
of freshness

#3



Prediction:

AI recommendations will continue to send people 
to product pages, and by the time this is a 
significant fraction of search traffic, the need for 
freshness will mean we will be able to test to learn 
what works best.
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Want more?









https://bit.ly/searchpilot-flight-log 

https://bit.ly/searchpilot-flight-log


Want EVEN more?

Finally…



https://bit.ly/searchpilot-demo 

https://bit.ly/searchpilot-demo




Thanks!

Sign up to emails at www.searchpilot.com/flight-log 

@willcritchlow / @SearchPilot

https://www.searchpilot.com/flight-log


Get the recording 
and slides
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pre-register)
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