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Al Recommendation Algorithms To
Fuel the Next Frontier in SEO and Ad
Monetization

Al is on the brink of revolutionizing how consumers
discover and engage with products, reshaping SEO and
advertising strategies in the process. We predict that
consumers will become heavily reliant on Al for product
research, compressing the timeline from product
discovery to decision.

This evolution demands a recalibration of strategies.
Al-specific SEO will become a critical focus, requiring
marketers to optimize content for emerging algorithms
that prioritize conversational, data-rich, and
contextually relevant information.

At the same time, Al platforms will unlock a lucrative
frontier for ad monetization. Businesses will have the
opportunity to invest in ad placements directly within Al
generative experiences, akin to today's search engine
ads but with a sharper focus on intent and
personalization.
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The War on Al in Search: Why Brands
Must Embrace Zero-Click Marketing

In 2025, the dynamics of search marketing will face a
paradigm shift as brands grapple with the increasing
dominance of Google's Search Generative Experience
(SGE). By monopolizing prime real estate at the top of
search results, SGE is displacing traditional organic and
paid listings further down the page, making it harder for
businesses to capture visibility in the competitive search
landscape.

This change, powered by Al's ability to deliver instant
answers, means consumers are receiving their desired
information without needing to scroll or click—dramatically
reducing opportunities for brands to drive traffic to their
websites.

To compete with SGE, brands must pivot toward zero-click
marketing-crafting content that is not just optimized for
clicks but strategically designed to deliver value directly
within the search result itself. Featured snippets,
knowledge panels, and even creative use of schema
markup can position a brand as the authoritative source,
capturing consumer attention without requiring a click.
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Brands That Rely Too Heavily on Al
Automation in Campaign Planning Will
Fail To Reach Marketing Objectives

Al tools like Meta's Advantage+ and TikTok's Smart+
represent the forefront of automation in ad campaign
planning, promising to simplify complex processes by
using advanced algorithms to optimize targeting and
placements. But it's not without its faults. Recent reports of
misfires—such as excessive budget spend with Meta's
Advantage+ or inconsistent performance with TikTok's
Smart+—highlight the growing pains of integrating Al into
marketing strategies. While these tools offer remarkable
efficiency and scalability, they also underscore the
importance of balance: the future of Al in campaign
planning will hinge not on full automation, but on
human-guided precision.

Marketers must approach Al with strategic foresight rather
than a fascination with their novelty. While the allure of
these "shiny toys" lies in their automation and precision,
they are not substitutes for well-crafted strategies.
Success in this evolving landscape will require a clear
understanding of how to integrate these platforms into a
broader marketing framework, balancing automation with
sreativity and control.
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A Diminishing Middle-Market
Economy Will Force Brands To Choose:
Budget-Friendly or Premium Prices

2025 will be a year of economic volatility, causing
consumers to gravitate towards either value or premium
products. Middling brands and retailers face challenges as
consumers either trade up for quality or trade down for
affordability. Brands will need to choose a side—to either
fight for the attention of value-conscious consumers or
carve out their niche in the premium space.

Those targeting value-conscious shoppers will need to
streamline their operations, embrace cost-effective
solutions, and highlight affordability without sacrificing
quality. Meanwhile, premium brands must double down on
storytelling, personalization, and unique offerings that
justify their price point. Both sides will require strategic
investments in customer experience, digital transformation,
and brand loyalty to ensure long-term relevance.

This polarization is not just a challenge—it's an opportunity.
Brands that can redefine their identity, sharpen their value
propositions, and authentically connect with their chosen
audience will emerge stronger.
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How Price Sensitivity Will Challenge
Leading Brands' Hold on Market Share
in 2025

According to the 2025 DISQO Consumer Report, 63% of
people are concerned about inflation, and 52% are worried
about a potential recession. These economic anxieties are
driving heightened price sensitivity among consumers,
fundamentally altering the competitive landscape. Even
established brands with strong market positions will face
increased challenges as budget-conscious shoppers look
for better value, often switching to less expensive
alternatives or emerging competitors.

This shift in consumer behavior is eroding traditional brand
loyalty, as affordability becomes a deciding factor in
purchasing decisions. Challenger brands are poised to
capitalize on this trend by leveraging price advantages and
innovative marketing strategies to attract disenchanted
shoppers. Expect major shifts in market share as some
leading brands fail to adapt to these circumstances.
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A Wave of Layoffs Will Hit Retail in 2025,
Giving Rise To a Workforce that Shrinks
in Numbers but Expands in Skills

As automation tightens its grip, e-commerce continues its
rapid evolution, and economic strain prods for leaner
operations, traditional retail jobs will feel the pinch. With
consumers increasingly favoring the convenience of online
shopping, retailers are compelled to adapt or risk
obsolescence.

Layoffs will loom over the sector, as long standing roles
once central to the retail experience—such as cashiers,
stock clerks, and floor associates—are increasingly
replaced by tech-driven and streamlined solutions.
Automation, self-checkout systems, and Al-powered
inventory management are cutting costs while increasing
efficiency.

This shift not only reduces the number of traditional roles
available but also redefines what it means to work in retail.
With fewer employees needed for hands-on tasks, more
focus will be placed on tech management, data analysis,
and customer service. The retail workforce may shrink in
number but expand in skill, setting up the industry for
enhanced innovative output despite layoffs.
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“Social Media Wars" on the Horizon as
Big Tech Companies Race for the
Monopolization of Consumer Attention

In 2025, the competition among Big Tech companies to
dominate consumer attention will intensify, sparking a
"Social Media War." Platforms like Threads, Instagram’s bid
to rival X, exemplify the lengths to which companies will go
to capture disenchanted audiences. The year ahead will
likely see new platforms or extensions emerging from tech
giants like Google, Microsoft, and Meta, each vying to carve
out market share and engagement dominance.

This battle isn't just about user numbers—it's about
acquiring valuable behavioral data and achieving market
control. Competition will push companies to explore new
social media modalities centered in gaming, augmented
reality, virtual reality, or generative artificial intelligence.

However, this race will not be without casualties; many new
platforms will generate initial excitement but falter due to
short-term engagement tactics that fail to sustain user
interest. The future of social media lies not in fleeting
gimmicks but in fostering authentic, lasting connections.
Companies that prioritize innovation and value over hype
will be crowned the victors of the “Social Media Wars."
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A Wave of "Streaming Fatigue” To Hit
Consumers in 2025, Causing Them To
Reduce or Aggregate Their Streaming
Platforms

In 2025, the oversaturation of streaming options will drive
a phenomenon known as “streaming fatigue.” Households
that currently subscribe to an average of four streaming
video-on-demand services will cut back to just one or
two. Price sensitivity and the abundance of competing
platforms will push consumers to prioritize their
“streaming champions,” investing their time and money in
services that offer the most value or exclusive content.

This shift will challenge the streaming industry as
platforms compete to become a household's primary
choice. Services with broad content libraries, hit originals,
or bundling options will likely dominate, while smaller or
niche platforms may struggle to retain subscribers.

For brands and advertisers, this consolidation presents
both a challenge and an opportunity. As audiences
concentrate on fewer platforms, reaching them will
require more targeted strategies, partnerships with
dominant players, and creative content integration.
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Brands Will Become Partners in Life's
Biggest Moments with Hyper-
Personalization as a Top Trend

In 2025, hyper-personalization will emerge as a defining
trend, transforming how brands connect with consumers.
Beyond targeting interests and attitudes, companies will
tailor experiences around life stages, values, and
emotional connections. By understanding key life
milestones—such as moving to a new home, welcoming a
family member, or pursuing personal growth—brands will
position themselves as trusted partners rather than
traditional marketers.

To effectively target the niche circumstances of
individuals, brands may turn to Al-powered predictive
algorithms that anticipate life milestones and then initiate
the delivery of hyper-personalized content. This will allow
for timely media placements that cement the value of a
brand in consumer mindshare.
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