
BILLBOARD SEO
How to win Google’s visual real estate



ARE YOUR
RANKINGS VISIBLE?
SERP Data, Dominance &
Opportunities in 2026



ON THE AGENDA:
● The great scroll

● Opportunities

● Maximizing your presence

● The new organic rank

● What does this mean for SEO?



@tcapper.co.uk

I WORK FOR A RANK TRACKING 
PROVIDER.



@tcapper.co.uk

I WORK FOR A RANK TRACKING 
PROVIDER.
But I am here to tell you that “rank” is not enough.



WE’RE ALL DOOMED



MORE OFTEN THAN NOT,
POSITION 1 IS NOT TRADITIONAL ORGANIC.



AI OVERVIEW SHARE OF #1 IS GROWING.



@tcapper.co.uk

THE GREAT DECOUPLING IS ABOUT 
CHANGES ON THE SERP.



@tcapper.co.uk

IT’S ALSO ABOUT AN EROSION OF 
THE SEO FUNNEL.



@tcapper.co.uk

THERE WAS A TIME WHEN YOUR 
WHOLE FUNNEL COULD BE SEO.



THE BAR FOR CONTENT WORTH CLICKING 
GROWS EVER HIGHER.
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“How old is Vin Diesel?” Featured snippets

Weather, conversions, etc. Knowledge graph results

“Explain this concept” AI Overviews

THE BAR FOR CONTENT WORTH CLICKING 
GROWS EVER HIGHER.



@tcapper.co.uk

THE NEW REALITY IS THAT EVEN IF 
YOU RANK FIRST, YOU MAY NOT GET 
A CLICK.



THE METHODOLOGY:
● 46,000 terms, made up of:

○ 11,500 head terms
■ 21 topics * 500 terms
■ + 1k “modifier” terms

○ Smartphone + desktop
○ US + UK suburban 

locations
● June 2026



PIXEL
POSITION

PIXEL
HEIGHT



@tcapper.co.uk

LET’S START WITH DESKTOP.
(Brace yourself, smartphone is worse.)



THE MEDIAN #1 ORGANIC DESKTOP 
RESULT’S POSITION IS 1,017 PIXELS.



THE MEDIAN #2 ORGANIC DESKTOP 
RESULT’S POSITION IS 1,294 PIXELS.



THE MEDIAN #1 RESULT IS 
ALREADY WELL BELOW THE FOLD.



IT TAKES 5+ “SCREENS” OF 
SCROLLING TO HIT #10 ORGANIC.



ONLY 39% OF ORGANIC #1 RESULTS 
ARE ABOVE A TYPICAL LAPTOP FOLD.



THE TOP 10% OF #2 ORGANIC 
RESULTS MAKE IT ABOVE THE FOLD.



IN THE BOTTOM 10%, EVEN #1 
ORGANIC IS TWO “SCREENS” DOWN.



20% OF 
DESKTOP SERPS 
LOOK LIKE THIS, 
OR WORSE.



AS A REMINDER, THIS IS WHAT MEDIAN 
DESKTOP ORGANIC LOOKS LIKE.



SMARTPHONE RESULTS ARE LOWER 
THAN DESKTOP AT EVERY RANK.



FAR MORE SCROLLING IS NEEDED ON 
SMARTPHONE THAN DESKTOP.



ON DESKTOP, ORGANIC PIXEL POSITION HAS 
GOTTEN WORSE SINCE GOOGLE I/O.



ORGANIC PIXEL POSITION IS GETTING 
WORSE ON SMARTPHONE, TOO.



WE’RE NOT DOOMED



WE’RE SO BACK.



WE’RE SO BACK.



AND GOOGLE’S COMPETITORS STILL 
PALE IN COMPARISON.



THIS IS NOT A NEW STORY.



THIS IS NOT A NEW STORY.



@tcapper.co.uk

PIXEL POSITION AS A METRIC 
ALLOWS US TO MAKE SENSE OF 
CONTRADICTORY SEARCH TRENDS.



@tcapper.co.uk

AI MODE IS NOT THE ANSWER TO 
ALL OF THESE USE CASES.
● Know → AI Overview

● Go → Web Search

● Do → AI Mode

● Buy → Universal Commerce Protocol?



@tcapper.co.uk

WHAT ALL OF THESE SOLUTIONS 
SHARE — IS FEWER CLICKS.



@tcapper.co.uk

WITH FEWER CLICKS, THE FOCUS 
TURNS TO BRAND MENTIONS.



THE RISE OF BRAND IN 
GOOGLE SEARCH



WE SHOULD CARE ABOUT 
IMPRESSIONS IN SEO.



@tcapper.co.uk

TOP-OF-FUNNEL DOES NOT HAVE 
TO INVOLVE A CLICK.
Think billboards, TV, and print advertising.



@tcapper.co.uk

OTHER CHANNELS HAVE HUGE 
BUDGETS, JUST TO ACHIEVE 
IMPRESSIONS.



“…either people 
convert later in the 
customer journey, 
without search 
involved … no search 
click, but still a 
conversion…”

Photo credit: Robert Nowaczyk

- Martin Splitt, on a LinkedIn post



@tcapper.co.uk

IMPRESSIONS, INDIRECTLY, ARE 
GOOD FOR RANKINGS.



IN 2017, BRAND WAS BECOMING MORE 
IMPORTANT THAN LINKS.



IN 2025, IT’S A SLAM DUNK



WHERE DO THE
PIXELS GO?



THESE RESULTS ARE BOTH 
ORGANIC #1.



DOES THE ANSWER LIE IN THE
SEARCH INTENT FUNNEL?



AT FIRST GLANCE, ORGANIC DEPTH 
IS NOT TIED TO SEARCH INTENT.



AI OVERVIEWS DOMINATE 
INFORMATIONAL SERPS.



INFORMATIONAL SERPS — 
SHARE OF REAL ESTATE ABOVE THE FOLD.



AI
OVERVIEWS



FEATURED 
SNIPPETS

AI
OVERVIEWS



AI
OVERVIEWS

ORGANIC #1
RESULTS

FEATURED 
SNIPPETS



COMMERCIAL SERPS ARE DOMINATED BY
PAID RESULTS & PRODUCT FEATURES.



COMMERCIAL SERPS — 
SHARE OF REAL ESTATE ABOVE THE FOLD.



@tcapper.co.uk

FEATURE SIZE GOES A LONG WAY 
TO EXPLAINING THE DOMINANCE 
OF SHOPPING AND AI OVERVIEWS.



SHOPPING & PRODUCT FEATURES 
ARE CONSISTENTLY TALL.



OPPORTUNITIES



IT’S NOT ALL BAD FOR ORGANIC.



THE POSITION OF ORGANIC
VARIES DRAMATICALLY BY VERTICAL.



THE VERTICALS WITH THE
LOWEST ORGANIC VISIBILITY.



THE FEATURES SUPPRESSING 
ORGANIC VARY BY VERTICAL.



SEO STRATEGY BY PIXELS



@tcapper.co.uk

WHAT IF WE PRIORITIZED BY SIZE?



THE GOOD NEWS:
5 OF THE 7 BIGGEST FEATURES ARE WINNABLE.



ORGANIC CAN BE BIG, TOO.



RICH SNIPPETS MAXIMIZE
ORGANIC REAL ESTATE.



@tcapper.co.uk

WHEN YOU START THINKING IN 
PIXELS, YOU PRIORITIZE 
DIFFERENTLY.



WHAT IF GIMLI WAS WRONG?



UNIFYING PAID & 
ORGANIC



PRIORITIZATION:
 THESE SERPS ARE NOT EQUIVALENT!



COMPARE POSITIONS FOR
ROYAL CARIBBEAN.

#2

#1



THE NEXT LOGICAL STEP



WE SHOULD CARE ABOUT 
IMPRESSIONS IN SEO.



@tcapper.co.uk

TOP-OF-FUNNEL DOES NOT HAVE 
TO INVOLVE A CLICK.
Think billboards, TV, and print advertising.



@tcapper.co.uk

OTHER CHANNELS HAVE HUGE 
BUDGETS, JUST TO ACHIEVE 
IMPRESSIONS.



THESE DON’T GENERATE 
ATTRIBUTABLE CLICKS EITHER.



“…either people 
convert later in the 
customer journey, 
without search 
involved … no search 
click, but still a 
conversion…”

Photo credit: Robert Nowaczyk

- Martin Splitt, on a LinkedIn post



@tcapper.co.uk

IMPRESSIONS, INDIRECTLY, ARE 
GOOD FOR RANKINGS.



IN 2017, BRAND WAS BECOMING MORE 
IMPORTANT THAN LINKS.



IN 2025, IT’S A SLAM DUNK



THE CONVERGENCE OF AI 
AND SERP TRACKING



@tcapper.co.uk

VISIBILITY IS THE NEW STANDARD.



@tcapper.co.uk

NOT CITATIONS.
This is critical tactical information, but not a KPI.



CRITICAL DISTINCTION:
MENTION VS. CITATION



@tcapper.co.uk

REFERRAL TRAFFIC FROM CHATGPT 
& FRIENDS IS STILL TINY.









@tcapper.co.uk

EVEN NOW, CHATGPT USUALLY 
DELIVERS A LOW SINGLE DIGIT % OF 
SITE TRAFFIC.



CITATIONS ARE 
CORRELATED WITH 
GEO TACTICS.
They are not your end goal.



@tcapper.co.uk

PRESENCE IS THE NEW
BREAD AND BUTTER METRIC.



SENTIMENT IS 
GOOD, BUT IT 
NEEDS TO BE 
QUALITATIVE.
You can measure 
subjective qualities. But AI 
delivers neutral sentiment 
unless pushed.



@tcapper.co.uk

YOU CARE ABOUT CUSTOMERS 
FINDING YOU.



@tcapper.co.uk

YOU CARE ABOUT CUSTOMERS 
FINDING YOU.
In AI, this is about mentions. Not citations.



@tcapper.co.uk

YOU CARE ABOUT CUSTOMERS 
FINDING YOU.
In organic, this is about real estate.
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SHARE OF VISIBILITY IS HOW YOU 
RECONCILE THE TWO.



TAKEAWAYS:
THE FUTURE ROLE
OF SEO
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THE SERP HAS CHANGED FOREVER.
Therefore SEO has changed.



@tcapper.co.uk

YOU CARE ABOUT VISIBILITY AND 
PRESENCE.
And you can measure these things.



@tcapper.co.uk

YOU, TOO, CAN SEO IN PIXELS.



Get in touch:
tom.capper@moz.com

See it in action: 
getstat.com/demo 

mailto:tom.capper@moz.com
http://getstat.com/demo

