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“If Google owns the question, @
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Therise of Alin search:
Complex, personalized,
and zero-click

The way people search online is changing — fast. With therise of
Al-powered experiences like Google Al Overviews (formerly SGE)
and AlMode — now rolled outto allU.S. searchers whether signedin
ornot and expanding globally — the results page is shifting fromlists

of links to Al-generated answers and conversational exploration.

ForBing Copilot, and ChatGPT, we're witnessing a seismic shiftin
how informationisretrieved, interpreted, and delivered. Traditional
search, once built around keyword queries and ranked links, is giving
way to a model that's conversational, contextual, and increasingly

closed-loop.

Unlike conventional search engines that return a page of links for
usersto explore, Al-powered search engines synthesize information
from awide range of sources and present answers directly within
theresults page. These answers are not static or universal — they're
tailored to the user’sintent, prior behavior, location, and even
browsing history. In otherwords, two people asking the same health-
related question might receive completely different responses,

depending onwhat the systeminfers about them.
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This personalization means:

Alunderstands nuance. Instead of returning 10 blue links, it
analyzes the intent behind a query and delivers a synthesized,
often multi-layered answer.

Search expands dimensionally. Al tools explore related
topics, sub-questions, and follow-up prompts — often before
users even ask them — mimicking the flow of a

natural conversation.

Immediate answers dominate. Factual or transactional
queries (“urgent care nearme,” “is RSV contagious?”)
are answered instantly on the results page, bypassing

websites altogether.

Source transparency is limited. Al draws from hundreds
orthousands of data points — some verified, some
crowdsourced — making it harder for users to distinguish

between clinical accuracy and algorithmic assumption.
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How do we stay visible
when we’re no longer
\_ the destination?

This leads to the growing reality of the zero-click experience —
where users get what they need without ever visiting a
third-party website. Forhealthcare organizations that have long
depended on organic traffic to fuel awareness, guide individuals
to services, and fillappointment pipelines, thisrepresents a
profound disruption.

Inthe traditionalmodel, Google acted as a gateway — queries
like “signs of a stroke” directed users to third-party sites with
detailedinformation.Inthe Al era, that pathway isintercepted:
the answeris delivered directly in the results, and the click to an

external pagerarely happens.

Formarketers, content strategists, and digital leadersin
healthcare, thisraises urgent questions: How do we stay visible
when we're nolonger the destination? How do we earn trust
when the Al controls the conversation? And how do we re-
engineer our digital presence to not only survive in a zero-click
world — but thrive init?
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Navigating the zero-click challenge — ®
and reclaiming the role of your
healthcare website

Al-generated answers may be convenient for consumers, but they're creating a

profound challenge for healthcare marketers: fewer clicks, less traffic, o C o e Lage
o . Your website is mission-critical
and diminished control over the health journey:.

infrastructure for access, trust,
Studies show that when AlOs appear at the top of search engine results pages and navigation

(SERPs), organic click-throughrates (CTRs) can drop by as much as 80%. For

healthcare organizations, this decline is especially evidentin upper-funnel,
informational searches — the very queries health consumers rely onwhenresearching
symptoms, exploring potential diagnoses, or considering care options. These early
interactions are critical touchpoints forbrand awareness and service discovery,
andthey’reincreasingly beingintercepted by Al

The implications are clear: if consumers no longer need to click through to your
website to get answers, your digital presence must work harder in the moments
when they do (“I wantto go”). It's nolonger enough to focus on driving traffic.
Successnow requires abroader set of metrics — like brand visibility within
Al-generatedresults, onsite engagement, downstream conversion, and the

ability to deliver value even before avisit occurs.

But with this disruption comes opportunity.
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As third-party traffic becomes less predictable, your owned digital properties
take on even greater strategicimportance. Your website — once a static catalog
of services and locations — must now operate as a dynamic, end-to-end care
experience platform. It’s no longerjust a marketing asset. It's mission-critical

infrastructure foraccess, trust, and navigation.
Inthis new environment, your website becomes:

« Atrusted source of truth for your brand and services — ensuring
consumersreceive accurate, locally relevant information that Al may

be summarizing from elsewhere.

o Afrontdoorandafrontline — shaping firstimpressions before an

individual ever sees a provider or calls a contact center.

« Anorchestrator of care journeys — connecting prospective health

consumers to theright services, specialists, and content at theright time.

» Areflection of brand credibility — where user experience (UX), content

clarity, and performance directly influence perceptions of clinical quality.

» The fastest path to Al discoverability and brand control — a direct
pipeline to publish andinstruct large language models (LLMs) and search
engines onwhat to crawl, with quality structured data about your services
and answers for all things related to your brand.

To meet thismoment, healthcare organizations must rethink not only what their
websites say — but what they do. This means shifting from a marketing-only mindset

to one grounded in service delivery, user experience, and digital performance.



In a zero-click world, your website

might not be the first touch — but it
can still be the most powerful one.
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Google’s

shift and new
imperative:
Becoming the
source of truth
in an Al-driven

search world

Ratherthan sending users away, Google now aims to keep them within its own
ecosystem, delivering direct answers via Al-generated summaries, knowledge
panels, local maps, appointment scheduling widgets, and more. This keeps users
engaged, protects advertising revenue, and positions Google as an end-to-end

assistant — notjust asearch engine.
Some of the most notable developmentsinclude:

« Al-powered, agentic search experiences that remember preferences,

behaviors, and context to offer highly personalized results.

« Cautiousrollout of Al summaries in areas with fewer ads, minimizing disruption

toits ad-drivenrevenue model while slowly changing user behavior.

» More dataintegration for health-related queries, such as factoring
inuserlocation, insurance plans, and past searches to shape provider

recommendations.

« Decreased organic CTRs, especially oninformational orupper-funnel
queries, further elevating the role of paid search — and decreasing the reach
of SEO alone.

Why this matters for healthcare organizations and providers

For healthcare marketers and digital leaders, these shifts represent more than just
adropinweb traffic. They signal a fundamental need to reclaim control of how your
organizationisrepresented online — by becoming the authoritative, Al-friendly

source of truth.
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Evenas Alreduces clicks, healthcare organizations remain highly trusted institutions.

It's nolonger about ranking for keywords alone. It’s about being selected by Al engines as
acredible, structured source of information. By leaning into that trust — and ensuring your
datais structured, accurate, and easily digestible by machines — you can still shape how

your organization shows up across Al-powered platforms.
The content and technical integrity of your website matters more than ever. That means:

« Implementing structured data across all key entities, for example providers, services,

events, locations, and frequently asked questions.

« Maintaining real-time dataintegrity, including provider availability, ratings,

and health consumer access workflows.

« Building deep content pathways that mirror the full healthjourney:

symptom > condition > service - provider - action.

» Leveraging turnkey solutions such as partner-built microsites, landing pages,
and structured content collections to scale health education without

overburdeninginternal teams.

In this new model, authority is earned through clarity, structure, and accuracy. The more
machine-readable and semantically rich your contentis, the more likely itis to appearin

Al-generatedresponses — and drive action, evenin azero-click environment.

By embracing this shift and investing in the technical underpinnings of Al visibility, you
can protect your brand presence, enhance discoverability, and continue guiding health
consumers throughincreasingly complex digital journeys — even when the search engine

no longer sends them directly to your door.
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Whatis
structured data?

Structured datais a way of tagging
website content so search engines
can betterinterpretit. By organizing
contentin away machines can easily
interpret, healthcare providers
increase the chances their services
and expertise surface in Al-generated
answers — improving visibility,

credibility, and access.
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From discoverability to destination:
Optimizing for Al and building
high-impact digital experiences

Intoday’s Al-powered search environment, visibility is only the beginning. Healthcare
organizations must not only make their content discoverable to machines — they must also
transform their websites into compelling digital destinations that keep health consumers
engaged, informed, and ready to take action. Thisrequires a dual focus: technical structure

for Al discoverability and experience design (XD) for human usability.

Structuring for Al: Speak machine, win search

To show up — and stand out — in zero-click, Al-driven search experiences, your content must
be both semantically rich and machine-readable. Search engineslike Google, aswell as
conversational platforms like ChatGPT and Gemini, increasingly rely on structured data to
interpret, extract, and summarize information. If your site isn’'t built with this in mind, it risks

beinginvisible to the systems shaping digital discovery.




— —

Implement detailed
schema markup

using schema.org for all
key entities — providers,

Maintain clean, modular
page structures

with clear headlines,

, , scannable subheadings,
services, locations, events, .
, and predictable layouts
FAQs, andreviews —to .
, that support parsing by
help machines understand
, , crawlersand LLMs.
context and relationships.

Focus on clarity
and consistency

inmetadata, URL naming,
andinternal linking to

help Altools make logical
associations between

content elements.

Use Al tools within
your CMS

to generate, translate, and

optimize content at scale

current language, clinical

— especially for multisite

accuracy, and consumer

systems or high-volume

expectations.

servicelines.

Routinely audit
content

to ensure pages reflect

Add suggestive
next best actions

toyourcontent to promote
frictionless paths to care,
easingusernavigation
onhow to enter the care

environment.

Use analytics to
identify common
questions

andhave Al assistyouin
generating answers about

your services.
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https://schema.org

Your website should function
as more than a digital brochure.

Building for humans: Your website as a digital care destination

While machines may help health consumers find Leading healthcare organizations and providers are achieving this by:

your site, the experience they encounter once o . o ,
, « Redesigning high-traffic pages with intent-based architecture that
they arrive must meet — orexceed — modern , .
, mirrors how consumers think and search — not how org charts
expectations. Today’s health consumers, shaped
. o , are structured.
by retail, hospitality, and fintech experiences,

demand intuitive navigation, personalized  Embeddinglicensed, clinically vetted contentinto servicelinesto

pathways, and frictionless access to care. create trustworthy, condition-specific hubs that educate and guide.

, . » Activating conversion-first UX, from persistent scheduling
Your website should functionas more than a o
o o buttons and digital front desks to smart search, chatbot support,
digitalbrochure. It must become a destination- -
and multilingual features.
level platform — one that reflects your brand

promise, facilitates meaningful engagement « Programmatically retargeting users via CRM-integrated campaigns

and supports care conversion. thatre-engage prospective members or patients with timely, relevant

messages across channels.

« Leveraging partner-built microsites and turnkey landing pages
to fast-track growthin strategic service lines without overloading

internal teams.
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Discoverability and

destination are two
sides of the same coin.

These digitalinvestments don’t just help your patients and members — they help
your organization differentiate in a competitive, Al-filtered landscape. The more
your site feelslike a destination, the more likely itis that consumers will choose

your system or plan, return to your content, and trust your brand.

The bottom line: Discoverability and destination are two sides of the same coin.
Structured data and semantic optimization help yourise to the top of Al-powered
search. Experience design and conversion-focused content keep consumers
there —and move themto action.

By combining technical rigor with human-centered design, you can future-proof
your web presence, extend brand trust across digital touchpoints, and thrive in the

new era of Al-driven consumerjourneys.
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Why Digital
Experience
(DX) matters

DXis how consumers interact with

your healthcare organization online —
through your website, patient portal,
and digital touchpoints. The hallmarks
of a strong DX provide clear navigation,
accessible content, fastload times,
and seamless scheduling. In healthcare,
thisisn’tjust convenience — it’s critical.
When health consumers can easily find
what they need, they’'re more likely to
stay engaged, follow through on care,

and trust your organization.
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Redefining success:

From clicks to conversions

and visibilit

y
As Al-driven search continues to reshape how consumers
discover and engage with healthcare organizations,
traditional performance metrics are no longer enough.
Website traffic — once the dominant marker of digital
success —isbecoming alessreliable indicator, where
answers are surfaced directly within search results and
consumers make decisions without ever visiting your

homepage.

Forhealthcare organizations, this demands a fundamental
shiftinhow digital performance is measured,

communicated, and acted upon.

Measuring what matters (for now)

With organic traffic expected to decline — especially from upper-
funnelinformational queries — healthcare marketers must expand
their measurement frameworks to reflect the new digital reality.

That means:

« Educatingleadership on evolving KPlIs, highlighting why clicks

alone nolongertell the full story of digitalimpact.

« Monitoring brand visibility across Al platforms and
conversational agents, using tools that track how your
organizationis being cited or summarized within generative

searchresults.

« Tracking direct business outcomes, including online
appointment bookings, form submissions, call volume, and

revenue attribution.

« Integrating UTMs and advanced analytics, to identify new
referral sources — including from Al tools like ChatGPT —

and understand how consumers are entering the funnel.

« Investingin full-funnel brand campaigns that drive visibility
andrecall across all stages of the healthjourney, not just the

click moment.

The end goalisn'tjustto be seen. It's to be chosen. Traffic still
matters — but visibility, engagement, and conversion are the

new cornerstones of digital success.
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Inan environment where fewer consumers arrive through traditional paths, healthcare organizations and providers
must make every digital touchpoint count. That means optimizing notjust for discoverability — but for frictionless,

conversion-ready experiences that move health consumers from curiosity (“l want to know”) to care (“lwant to go”).

The most effective organizations treat digital engagement as a continuum — not a series of disconnected clicks.
They weave content, experience, and activation togetherinto a cohesive conversion strategy, supported by
seamless technology integrations and measurable ROI.

So fornow, the click is nolonger the moment of truth. Success is measured by your ability to be found, trusted, and
chosen — evenwhen the journey starts somewhere other than your website. By shifting focus from traffic to visibility,
engagement, and conversion, you can build a modern digital strategy that meets consumers where they are, guides
them withrelevance, and leads them to care with confidence. When executed well, your website content can still

deliver the answer, but on many destinations beyond just yourdomain.

Choosing platforms and partners that design systems that are flexible,

connected, and machine-readable is no longer optional. IC’s essential.
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Building the foundation
for a future-ready
healthcare CMS

Therise of Al, zero-click search, and changing consumer expectations
is forcing healthcare organizations to reevaluate notjust their content
— but the entire infrastructure behind it. To stay competitive in this
new digital era, healthcare leaders must take bold, coordinated
actionto modernize their platforms, processes, and partnerships.

This transformation can’t be incremental — it requires a strategic,
systemwide shiftin how digital is approached, measured,

and executed.

An action plan for digital leaders

To turnyour website and broader digital presence into a true

competitive advantage,focus on three foundational pillars:

@ Assessment
@ Investment

@ Governance
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@

Conducta
comprehensive
digital audit

Before you can move forward, youneed a

clearunderstanding of where you stand.

o |dentify content gaps that limit

discoverability orengagement.

« Evaluate technical SEO and schema
implementation to assess machine-
readiness.

« Map consumerjourney flows across your
digital ecosystem to uncover drop-offs,

dead ends, and friction points.
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Modular, API-driven architecture (REST, GraphQL)
that supports omnichannel content delivery across
websites, microsites, apps, and Al surfaces.

Enhance your quality and depth of content

and data models. Shallow content easily found
elsewhereisnot good enough. Add depthinthe
data structure and uniqueness to your brand,
services, and market.

Built-in Al capabilities to assist with content
generation, personalization, localization, and

optimization at scale.

Advanced taxonomy and schema management,
enabling structured data thatimproves

discoverability across Al platforms.

andAl-ready experiences across every digital channel.
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Prioritize strategic web and platforminvestments

Choosing theright technology foundationis critical — particularly as Albecomes central to both search

and service delivery. When evaluating a new CMS or digital experience platform, prioritize:

Scalability and extensibility, allowing you to
integrate future innovations — like conversational
booking, virtual assistants, and agent-to-agent
communication.

Robust compliance and privacy protections
tailored forhealthcare (e.g., HIPAA-ready,
SOC 2-compliant).

Native integrations with patient portals, EHRSs,
provider finders, appointment scheduling,
CRMs, and marketing automation to streamline

the end-to-end carejourney.

Your CMS should notjust publish content — it should power personalized, data-connected,
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Establish a governance model that enables agility

Eventhe most advancedtech stack can’t deliverimpact without the right operating model behindiit.

» Create cross-functional governance that brings
togetherMarketing, IT, Clinical, and Access teams

around a shared digital strategy.

» Designate web product owners forkey service
lines to ensure content, experience, and

conversion goals are met.

« Considerforming a Center of Excellence for
digital content, experience design, analytics,
and optimization — especially across a multi-site,

multi-brand system.

This may not be an easy task. Executing this vision can
be complex —andit’'s not something eventhe largest

healthcare organizations and providers cando alone.

Working with a unified partner allows you to accelerate
transformation without starting from scratch. Consider
partners that offer a full-stack, enabling areductionin your
internal lift, minimizing time to impact, and helping you
scale digital transformation across the entire enterprise.

Look for:
« Aproven CMS and contentinfrastructure specifically
built for healthcare

o Al-optimized content collections and schema-ready

frameworks
o« CRMandschedulingintegrations

« Custom microsite development and turnkey

experience tools

« Data-driven campaignandretargeting engines

By aligning leadership, investing in the right tools, and embracing a modern governance approach,

your organization can evolve from a digital presence into a digital performance engine — one that

meets consumers where they are, and guides them where they need to go.
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Final thought (Tornow)

Al-powered searchis fundamentally reshaping how health consumers seek, evaluate, and engage with care. Traditional
models built around keyword rankings and referral traffic are giving way to a new digital reality — one where answers are
synthesized, clicks are optional, and visibility depends on structured, machine-readable content.

Inthis evolving environment, the healthcare website isnolonger just a marketing asset — it’s a digital care platform,
abrand proxy, and a strategic differentiator. [t must serve not only as a trusted source of truth for Al platforms,

but as a seamless destination for consumers navigating complex decisions with limited time and attention.
If Google owns the question, yourjob is to own the answer — clearly, confidently, and on your own terms. That means:

« Structuring your content and data for discoverability across Al-powered ecosystems.

Delivering experiences that don’tjustinform, but convert — with intuitive pathways from search to scheduling.

Reframing measurement models to focus onvisibility, engagement, and outcomes — notjust traffic.

Adopting Al-enhanced tools and governance models that scale content, connect systems, and empower teams.
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Thisis not a future problem — it’s a present imperative.

ModeraSEOMWeDsitesTemapvotgmostpowerttltoolforbroadcontentreacy
WitiiadvancedicrawlcontrolSthathaveonlyexpandedinotdiminiShediblealtacare
Organizationsand providersthatactpowssinvesting intheled g italinfrastricture
rethinKinatheigendagementsirategiestandbuildingARresdVeXperiences
willnotonlykeeppacewitiichandeaiievalleadit

loeconstmernealibjolrneynasalreadyichangedileqiestionls
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