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CTR CRISIS: WHY SITES ARE SEEING 26% LESS
ORGANIC TRAFFIC

Indago has reviewed 11,000 million
keywords in Australia since 2020 to
understand why Australian websites are
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Over the years, we've seen Click
Through Rates (CTR) from organic
searches steadily decrease.

Basically, even if your rankings stay the
same and the number of people searching for you hasn't changed — your Google traffic (and
therefore conversions) just isn't what it used to be.

Click through rates have dropped 24 to 30% for
results in the top 10 of a google results page.

With the rise of revolutionary tech like ChatGPT and BARD,
“ we believe this trend is likely to not only continue but

Over the past three years, accelerate.

CTR from the first page of
Google's organic results
have dropped by 26%.

With the marriage of Search
and Al this is likely to not
only continue but
accelerate.”

Let's look at what the impact has been to date.

At Indago, we've been collecting Australian client data on
over 11 million keywords since 2020.

As an SEO company, we've used that data to calculate CTR

Gary Nissim drops across every |n<?|ustry Wg service and analysed what
that means for your site’s traffic.

In this article, we explore, why these decreases are occurring and what you can do to optimise

your chances of conversions.

WHAT IS THE CTR DROP?


http://www.einpresswire.com

Indago'’s dataset shows that there’s
been an average drop in CTR of 26%

DESKTOP MOBILE

across all ten positions on page one of 1 EEETEETY
. 2 11.9% 8.7% -27% 13.0% 11.9% -8%
Google AUStralla 3 6.6% 3.7% -43% 5.7% 5.7% 0%
4 3.2% 2.3% -28% 4.1% 3.0% -26%
What this means for you: Despite your - il b
6 1.0% 1.2% 20% 1.8% 1.4% -21%
best SEO efforts — your site is driving A 06%  07%  16% 13% 10%  -24%
. . 8 0.4% 0.5% 11% 0.9% 0.7% -19%
less Google traffic and conversions .. i .
compared to three years ago but it's T 04%  0s% 7% 0.6% 05%  -17%

for reasons outside of your control. _
The top 5 results on desktop have been hit much
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within the SEO community like a recent
study conducted by AWR, which also calculates a CTR drop year-over-year.

IS THE DROP DEVICE SPECIFIC?
Interestingly, the only winners where click-through rates have increased are the lower ranks
(positions 6 to 10) on desktop devices.

However, the highest losses have been on desktop devices in the higher ranks (positions 1 to 5).

Most of our client’s traffic is on mobile and the drop in CTR has been seen across all positions
barring one.

WHY IS THIS DROP HAPPENING?
There are a broad number of influences that need to be considered (particularly COVID) but here
are the three main factors driving the drop.

1. ZERO CLICK SEARCHES

Google is frequently updating the way their search results work to deliver a more user-friendly
experience.

The biggest example of this is increasingly popular search features that keep users on the results
page and reduce their need to click.

Think about how many times you've ended your search after seeing the following;:

+ People Also Asked - Can provide immediate answers to multiple questions.

« Maps - Offers opening hours, location, reviews and phone numbers at a glance.

+ Knowledge Graph - Often sits in the top right hand of the search results and delivers factual
information on your search.



While these features make searching easier for users, it discourages them from visiting your site,
leaving you with fewer CTRs (and therefore lower conversation rates).

2. VOICE SEARCH AND VIRTUAL ASSISTANTS

Whether you're using Alexa or Siri — Voicebot.ai's report affirms virtual assistants are on the rise
and reshaping the way we search.

Their ability to provide direct, auditory answers can decrease user interaction with traditional
search results, and yep, reduce clicks.

3. EVOLVING USER BEHAVIOUR

Consumers today are undoubtedly more proficient at searching online.

A study from The Nielsen Norman Group found that users have become more skilled at scanning
SERPs.

They want to click on results that quickly address their search, which would lead to decreased
CTRs as they make better decisions and click through to fewer websites.

WHAT CAN | DO TO COUNTERACT THIS?

Other than increasing the volume of keywords your site ranks for there’s little you can do to
counteract this drop in traffic and conversions.

With the arrival of Al in search, we're going to continue to see this drop in CTR and as an industry,
we need to adapt by:

1. Targeting Zero Click traffic
2. Leveraging different SEO monitoring tools

1. TARGET ZERO CLICK TRAFFIC
If you can't beat em’, join em".

Because of their popularity, it's safe to assume these no-click features are only going to increase
and so we need to produce content in formats that allow us to control these results.

Let's be the brand people see straight away and deem the authority in our respective spaces.

2. LEVERAGE DIFFERENT SEO MONITORING TOOLS

While we're not at the point where we can't measure SEQ's effectiveness by using traffic and
conversions, we need to branch out by placing more value on impressions and the branding
element SEO provides.


https://voicebot.ai/voice-assistant-consumer-adoption-report-2018/
https://www.nngroup.com/reports/how-people-read-web-eyetracking-evidence/

How often does a potential customer conduct a ‘brand’ search and simply scan Google to
validate using us?

Think positive reviews, PR initiatives or a Wiki page. The value here is huge.

Is there a difference in answering a potential customer’s questions within Google or on your
website?

When users visit your site, we have the ability to cookie them and capture their details if they
decide to fill in a form so we'd lose that but the brand value is surely comparable. We need to
both measure that result and assign a value to it.

At Indago, we're big believers in the longstanding power of SEO and continuously update our
suite of services to remain ahead of the pack.
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