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New Behaviour Analysis Reveals Deep Intent
Differences Between ChatGPT Users and
Google Searchers
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Digital, an Australian digital :::: BFJ Dlgltql
transformation and performance

analytics firm, has released a strategic BFJ Digital

behavioural report analysing consumer

interaction patterns across artificial

intelligence interfaces and traditional search networks. The study challenges the widespread

industry assumption that conversational Al tools can replace search engines, identifying distinct
operational variances in how audiences use each platform to make purchasing decisions.

The Separation of Research and Transactional Intent

As generative tools become deeply integrated into everyday consumer habits, distinct
behavioural pathways have emerged. Data indicates that platforms like ChatGPT are heavily
utilised during the exploratory and synthesis stages of a buyer journey. Users rely on
conversational Al to evaluate complex criteria, summarise product specifications, and compare
technical attributes across entire industries. This behaviour shifts the interface’s role from a
navigation utility to an active research partner.

Conversely, traditional search engines maintain a clear, uncompromised dominance over
immediate transactional intent. When a consumer transitions from product analysis to a buy-
now stage, they consistently return to standard search bars. This behaviour is driven by low-
friction design elements, immediate geographical relevance, and direct pathways to merchant
checkout systems that conversational engines currently lack.

The Search Marketing Paradox

This shift in user behaviour creates a direct dilemma for corporate marketing budgets. When
companies assume that all digital traffic carries the same intent to buy, their customer
acquisition costs inevitably rise. Competing solely in traditional search auctions for high-intent
keywords has become both crowded and expensive. Conversely, ignoring the deeper research
conversations happening on Al platforms means brands risk becoming invisible at the exact
moment a buyer is making a decision.
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The behavioural report outlines three operational shifts required to balance visibility across both
traditional search and Al platforms:

* Optimising for Al Context: Corporate websites must structure data in great detail so
conversational Al models can accurately synthesise and recommend their brands during a
buyer’s research phase.

* Splitting Budgets by Intent: High-intent search campaigns should focus strictly on transactional,
immediate keywords. Meanwhile, top-of-funnel marketing must pivot toward building the
brand'’s presence within the datasets that train Al models.

« Updating Attribution Models: Analytics systems need to track the full customer
journey—specifically mapping users who do their deep research via an Al interface before
jumping to a traditional search engine to make the final purchase.

Adapting Corporate Strategy to Evolving User Behaviours

This divide between research and buying channels points to a broader need for updated data
strategies across businesses. To stay competitive, companies must understand exactly why users
choose specific platforms at different stages of the buying journey. Treating all digital traffic as
uniform creates immediate risks to brand visibility and market share.

For businesses running complex or multi-step sales cycles, this requires a complete update to
how they track digital touchpoints. Relying on outdated conversion models is no longer viable for
companies looking to sustain long-term commercial growth.

For more information on user intent frameworks or to request a digital maturity audit, visit
https://bfj.digital/.

About BFJ Digital

BF) Digital is a data-led digital marketing and transformation agency based in Brisbane, Australia.
For over 16 years, the agency has been trusted to connect complex technical infrastructure to
measurable commercial results across multi-location businesses, healthcare networks, and
global enterprises. As a verified partner for Google, HubSpot, and Salesforce, BF) Digital provides
the strategic and operational oversight required to eliminate structural waste and optimise
brand performance across evolving digital landscapes.
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