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From the Team at Passion Digital

You've already seen the headlines, and you might even have joined us at one of
our Future of Search events. Al is transforming search, consumer habits are
shifting, and discovery is happening everywhere, all at once. For many brands, it's
starting to feel.. noisy.

Most 2026 reports will repeat the same five trends. We have tried to do something
more useful here.

At Passion Digital, we help our clients turn digital chaos into clarity, across SEQ,
PPC, content, CRO and strategy. We focus on what actually matters:
understanding signals, making smarter decisions and building strategies that
stand up to change. This report is a direct result of that thinking.

So, what's the edge in 2026?
Less reacting. More real strategy. Smarter signals and braver moves.

Let’'s make 2026 your smartest year yet!
— The Passion Digital Team



Introduction

2025 was a whirlwind for search: fast-moving and unpredictable for many
marketers, it wasn't just about rankings or traffic drops, but a deeper shift: search
stopped being linear. As we enter 2026, It's about applying what we've learned to
make smarter, more strategic decisions.

It's about building on what we now know, with sharper tools, better judgement,
and a clearer view of where digital is headed.

This guide brings together the most relevant data, behavioural shifts, and
platform updates that actually matter for your marketing strategy. No fluff, no
recycled talking points. Just a practical overview of what's changed, what's
coming next, and how to respond.

We've broken it down into trends, insights and actions, so whether you're leading
marketing for a high-growth brand, building out an in-house team, or advising
clients on their next move, you can focus on what counts.

Let’s get into it.

UK DIGITAL LANDSCAPE 2026
69.7M total uk population
68.1M individuals using the internet (97.8% of total population)
55.5M social media user identities (79.7% of total population)

93.25% of search referrals stil go through Google




01. The 2026 Marketing Landscape: What's
Changed

The Trust Deficit: Understanding Today's Consumer

Trust is in short supply. From the food on our plates to the information in our feeds,
UK consumers are asking one simple question: who can I really trust? This
guestion is now influencing how people shop, spend, and choose brands (Attest,
2026 UK Consumer Trends Report).

Rising costs, corporate missteps and political uncertainty have made people
more cautious. But this isn't just about tightening belts. We're seeing something
deeper take hold, a growing trust gap.

Consumers now expect more — more fairness, more transparency and more
integrity, which means brands need to show up with clarity and honesty or risk
being left behind.

Consumer Concerns for 2026

Top Concern ‘ % of Consumers
Cost of living 68%
Inflation 62%
Personal or family health 39%
Political or global instability 31%
Environmental issues 18%

Brand Switching Reaches Critical Mass

Attest research reveals a significant shift in consumer behaviour. Brand loyalty
has frayed considerably, with the proportion of people willing to switch to cheaper
brands rising to 72% in 2025, up from 68% the previous year and 61% in 2023.

YEAR-ON-YEAR GROWTH IN BRAND SWITCHING BEHAVIOUR
2023: 61%
2024: 68%
2025: 72%




02. UK Digital Behaviour 2026: Key Statistics

Understanding how UK consumers discover and engage with content is essential
for any digital marketing strategy. The We Are Social Digital 2026 report provides
comprehensive insights into current behaviours.

Weekly Media Consumption

UK internet users aged 16+ spend significant time across multiple media channels
weekly. The data shows the continuing dominance of television alongside growing
digital consumption.

Media Type Weekly Time

TV (Total) 16h 30m
Online Video (Total) 8h 29m
Social Media 7h 44m
Music Streaming 5h 37m
Radio (Broadcast) 5h 07m
Short-Form Video (e.g. TikTok) 4h 54m
Podcasts 2h 05m

Top UK Websites by Traffic

Understanding where your customers in the UK are spending their time online is
crucial for your 2026 digital marketing planning. Now Google is still the top
destination, but YouTube, Facebook, Reddit, ChatGPT and Amazon aren’t far
behind. These platforms are part of the modern search experience.

Website Monthly Visits
1 |Google.com 2.97 billion
2 |YouTube.com 1.03 billion
3 |BBC.co.uk 500 miillion
4  [Facebook.com 462 million
5 |Amazon.co.uk 322 miillion
6 |Reddit.com 295 million
7 |ChatGPT.com 247 million
8 [Instagram.com 226 million



https://wearesocial.com/uk/blog/2025/10/digital-2026-global-overview-report/

Why it’s important for search:

Search now lives across platforms. People are looking for answers, inspiration,
reviews and recommendations in-feed, not just in SERPs.

What you should be doing:
e Optimise beyond Google: YouTube SEO, Reddit visibility, Amazon product
listings, even structured content for ChatGPT citations
e Repurpose and cross-post content in platform-friendly formats (video,
Q&A, listicles)
e Monitor referral traffic and brand mentions from these sites to measure
impact beyond search rankings

Social Media Usage Statistics

The average UK user spends over 16 hours a week on social and uses 6+
platforms monthly. Social is no longer just a comms channel, it's a key search
touchpoint.

Primary Reasons for Using Social Media

1. Keeping in touch with friends and family — 58.5%

2. Filling spare time — 38.2%

3. Reading news stories — 28.8%

4. Finding content (articles, videos) — 24.1%

5. Finding inspiration for things to do and buy - 23.9%
6. Finding products to purchase —18.4%

Why it's important for search:

Social media has become a discovery engine. In the past two years, we've seen
people search TikTok for things to do, their next travel destination and what to buy
their children for Christmas, Pinterest for inspiration, Instagram for products, and
Reddit for real-life, trusted reviews.

What you should be doing:
e Treat social content as searchable content. Use searchable hashtags,
optimise captions, and create content that answers real questions
e Build your content strategy around why people use social, inspiration,
recommendations, and entertainment — not just brand updates.
e Use social signals (engagement, shares, saves) as indirect SEO boosters;
platforms and search engines alike reward helpful content



03. E-commerce and Purchase Behaviour

Buying habits are changing fast. If you're building a digital marketing strategy in
2026, you need to understand how people shop, what influences them, and where
you might be losing conversions.

UK E-COMMERCE AT A GLANCE 2026
51.9M people purchasing consumer goods online
$l31 billion in annual spend (+9.6% YoY)

p
68.1% of purchases made via mobile phones
P P

59.8% of internet users buy products/services online weekly

Online Purchase Drivers

To convert in 2026, it's not enough to have a great product; shoppers want speed,
transparency, and extra value. Here’s what drives online purchases today:

Purchase Driver % of Users

Free delivery 68.1%
Coupons and discounts 41.7%
Loyalty points 41.1%
Easy returns policy 39.4%
Customer reviews 38.1%
Next-day delivery 36.1%

Why it matters:

Incentives like free delivery, loyalty points, and clear returns policies can be the
difference between a completed sale and an abandoned basket. Shoppers don't
just want a smooth checkout; they want confidence and value.

What you should be doing:
e Highlight trust signals like reviews, returns policy and delivery options
clearly on product and checkout pages
e Use promo extensions and countdowns in your paid search ads to drive
urgency



e Personalise offers based on behavioural data and purchase history to
improve basket conversion

e Keep your shopping feed data clean and up to date, then think beyond the
basics: remarket to potential customers with targeted discounts, use
custom labels for greater campaign control, and leverage stock dynamics
strategically to maximise visibility on high-margin or high-availability
products

Ready to convert more in 2026?

Getting traffic is one thing and turning it into revenue is another. If you're seeing
drop-offs at checkout, underperforming product feeds, or campaigns that aren't
pulling their weight, we can help you figure out what's going wrong and how to fix
it.

From CRO and UX to paid media and feed optimisation, we'll work with you to
close the gap between clicks and conversions. Let's have a conversation.

04. SEO Trends for 2026

In 2026, SEO is less about playing the algorithm and more about aligning with how
real people now search and find information. Now, over 60% of Google searches
end without a click, and Al Overviews are accelerating this trend. Fighting for
clicks means finding search moments where human-created content still shines.
With search behaviour fragmented across platforms (from Google and ChatGPT
to TikTok and Perplexity), your strategy needs to be smarter, more human, and
more imaginative than ever.

‘The death of crappy content marketing is the best thing that could have
happened to SEO. We're finally moving past keyword-stuffed articles and
meaningless optimisation’ tricks. What's working now is deeply useful,
experience-led content that serves a real human need content that Al can't
replicate because it requires genuine expertise and perspective. Our focus
has shifted from chasing rankings to building true authority in our clients’
niches, and the results speak for themselves. Depth beats breadth every
single time."

— Suzannah Simpson, Head of Organic Search, Passion Digital



https://passion.digital/contact/

What's Working Now in SEO

Successful SEO in 2026 requires:

Finding content opportunities Al can't cannibalise: Focus on content
where Google doesn't serve an Al Overview, think local, timely, opinion-led
and niche. These still drive a click-through

Building genuine brand presence beyond lead generation: Create
human-first content that connects deeply and emotionally with your core
audience. This will stand out from a sea of Al-written content!

Go deep, not broad, for your niche: Diversify content formats (newsletters,
long-form, short-form videos, podcasts) rather than chasing scale

Consistency over novelty: What separates good from great in 20267? It's
not flashy content. It's consistent, useful, brand-aligned content published
with rhythm. The most successful organisations consistently create high-
quality, helpful content that adds value

Optimising for Conversational Search (not Just Keywords): Match user
intent, especially with how people naturally talk, not type and optimise for
questions, not just phrases. his matters more than ever now that Apple is
integrating Google's Gemini Al into Siri. With Gemini already on Android and
soon across every new iPhone, voice search is about to go mainstream.
Your content needs to answer questions the way people actually ask them

The End of Keyword-Based Content Tactics

Keyword-based strategies don't work anymore. Google's helpful content
algorithms negatively impact made-for-search-engines content. The alternative
is to use your expertise on what users genuinely want to know, building content
around customer understanding rather than keyword scaffolding.

10

‘Strongly focus on what a user wants and expects to see. If your reason for
doing anything is based on ‘because Google wants to see it then you can
bet that it's the wrong decision.”

— Roger Montti, News Writer, Search Engine Journal



Platform Diversification is Essential

Discovery has fragmented across multiple platforms. The SEJ report emphasises
that younger generations have reduced trust in Google SERP results, particularly
content damaged by manipulated reviews. Channels such as Reddit, Quora,
TikTok, and YouTube now directly influence purchase decisions.

Key platforms for brand discovery in 2026:

« Reddit — Users add reddit' to queries for authentic community discussions

« TikTok — Significant influence on research gathering, especially for younger
audiences

+  YouTube - Long-form content and product reviews

+ LinkedIn - Professional networking and B2B engagement

« ChatGPT and Al platforms - Increasingly used for initial brand research

Al Visibility: The New Discovery Layer

Shelley Walsh from SEJ notes there is now a new visibility layer across LLMs and
generative Al engines that is consuming top-of-funnel searches for
informational queries. Ensuring consistent brand messaging and machine-
accessible content is the new basic level of SEO.

According to We Are Social's UK data, ChatGPT now receives 247 million monthly
visits from UK users, placing it 7th among the most visited websites. However,
only 21.8% of UK internet users use ChatGPT monthly, showing significant growth
potential.

Share of Al Web Traffic Referrals (UK)

Al Platform ‘ % of Al Referrals
ChatGPT 80.55%
Microsoft Copilot 10.41%
Perplexity 5.41%
Google Gemini 2.22%
Claude 1.14%

11



05. PPC Marketing Trends for 2026

Paid search isn't what it used to be. In 2026, it's faster, smarter, and more complex,
but also full of opportunities for brands willing to adapt.

Al-Powered Campaign Management Becomes Standard

Alis now integrated into every platform, from Google Ads to Meta’s Advantage+,
powering real-time bidding, ad personalisation and performance predictions. But
while it's efficient, it's not perfect. A 2025 Outcomes Rocket survey found that
93.4% of marketers regularly encounter issues with Al-generated content,
including factual errors, bias, or results that miss the mark, which is why 71.1% say
they would never publish Al outputs without reviewing or editing them first.

The message is clear: Al accelerates production, but human oversight

remains essential.

"Al-powered automation has given us incredible speed and scale in paid
campaigns, but the real competitive advantage in 2026 comes from knowing
when to trust the machine and when to override it. We're seeing our best
results when we combine algorithmic efficiency with strategic human
insight—feeding Al better data, tighter audience signals, and creative that
actually answers the questions people are asking.”

— Chris Watson, Head of Paid Media, Passion Digital

Where Al is Taking Us: Three Shifts to Watch

Beyond efficiency gains, Al is fundamentally reshaping how paid media works
and directly impacting how you need to structure your campaigns. Here are three
shifts that will define the landscape:

1. Conversational: Discovery is moving from keywords to questions. Users are
searching the way they speak, asking detailed, specific queries rather than
typing keywords. Your ads and landing pages need to meet them in that
conversation.

2. Persondlised: Generic messaging won't cut it. Al enables hyper-relevant
ads tailored to individual user needs, contexts, and moments. The brands
that win will be those delivering the right message to the right person at
precisely the right time.

12



3. Agentic: Al agents are beginning to act on behalf of users by researching,
comparing, and even purchasing. This shift from B2C to what some are
calling A2A (Agent-to-Agent) means your brand needs to be discoverable
and trusted not just by humans, but by the Al systems helping them make
decisions.

What you should be doing:

e Audit your top-performing campaigns, are your headlines answering real
questions, or still chasing keywords?

e Review your audience segmentation and creative variations, if you're
running the same ad to everyone, you're leaving performance on the table

e Prepare for agentic search, this is new territory for most brands, and it's
exactly where we're helping clients get ahead

e Embrace Al for speed and scale, but audit regularly to catch inaccuracies
or off-brand decisions

e Feed the machine better data, Al is only as good as the inputs you give it

First-Party Data Becomes Your Greatest Asset

With third-party cookies fading out and privacy laws tightening, first-party data is
gold dust. It's how you keep targeting sharp and performance strong in a privacy-
first world.

What you should be doing:

e Build robust first-party data flows: think email sign-ups, loyalty schemes,
gated content, and app engagement

e Use tools like Funnel.io to unify and aggregate marketing data from various
platforms and make data-based decisions

e Offer real value in exchange for data, personalised content, exclusive perks,
and early access

The brands that thrive in 2026 won't be those that blindly trust Al or avoid it
altogether; they'll be the ones that combine intelligent automation with strategic
human oversight. It's a balance that requires expertise, vigilance, and a
willingness to adapt. At Passion Digital, helping clients strike that balance is what
we do. If you'd like to discuss how Al-powered PPC can work harder for your
business, we'd love to hear from you.

13
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Video and Visual Take Centre Stage

Text-based search isn't going anywhere, but video and visual search is exploding.
Users aren't just typing into search bars anymore. They're watching, scanning, and
snapping their way through the web. We Are Social data shows that 18.5% of UK
internet users use image search (e.g. Google Lens) monthly, whilst 36.1% scan QR
codes regularly.

What you should be doing:

e Run video-first campaigns, especially short-form video ads on platforms
like TikTok, YouTube Shorts and Instagram Reels

e Keep it native, fast and real, raw, authentic videos often outperform
polished studio edits

e Optimise for visual search: clear product imagery, image alt text, and QR
code usage in-store and on packaging

e Test visual placements across Google Shopping, Pinterest, and even
Amazon ads

14



06. The 2026 Strategic Pillars: What They Mean
for Your Marketing Strategy

As you already know, the way people search and how platforms surface content
is changing fast. We've broken down four core pillars that should shape your
digital strategy in 2026.

1. Generative Engine Optimisation (GEO)

Traditional SEO is no longer enough. Large Language Models (LLMs) like ChatGPT,
Perplexity, and Google’s Gemini are rewriting the rules of discovery. If your content
isn't readable by machines and valuable to humans, it won't be seen.

What you should be doing:

e Use semantic markup and structured data to help machines understand
your content

e Lead with clear, summary-first copy that answers questions fast

e Boost authority with third-party signals, think mentions, reviews, and
creator collaborations

e Optimise for multimodal formats, your content should work in text, video,
image, and audio-based search results

2. Cross-Channel Performance Integration

Your audience doesn’'t move in straight lines, and neither should your strategy.
Paid, organic, social and content all need to talk to each other if you want to
reach people where they are and drive consistent results.

What you should be doing:
e Join up teams, data and goals across SEO, PPC, paid social, and analytics
e Focus on shared insight and attribution, not channel-by-channel silos
e Use campaign learnings to inform content, creative and media spend in
real time

3. Brand-Building for Trust

In a world of Al-generated noise, real brand presence cuts through. Users trust
brands that feel human, show up consistently, and stand for something beyond
conversions.

15



What you should be doing:

e Build brand equity through distinctive storytelling and human-centred
content

¢ Investin emotional relevance, not just performance wins

e Don't chase leads at the expense of long-term trust, play the long game

4. Real-Time Measurement & Intelligence

Success in 2026 isn't just about rankings and traffic but, it's about understanding
where and how you're being discovered, in real time. From Al-generated
responses to social reach and multimodal search, visibility now spans far beyond
the traditional SERP.

At Passion Digital, now part of Stellar, we've invested in the tools and proprietary
tech to keep our clients’ tracking always-on. That means spotting trends early,
connecting the dots across channels, and building custom live dashboards that
give you a full view of performance, not just a snapshot.

What you should be doing:
e Ditch static reports, build a live dashboard culture across teams
e Track Al Overview and LLM visibility alongside traditional SEO KPIs
e Measure what's actually influencing discovery, decision-making and
conversions

This is all we're already doing for our clients, helping them turn these four pillars
into measurable growth. On the surface, they might seem straightforward, but
entering 2026 without the right guidance could cost you valuable momentum.
Don't risk your strategy starting off on the wrong foot.

We'd love to help you connect the dots across your channels, not just in silos, and
make sure your marketing is ready to perform from day one. Take a moment to
explore the checklist in the next section and see how prepared your brand really is
for the year ahead.

16
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07. 2026 Search & GEO Readiness Checklist

The search landscape is no longer just about Google rankings; it's about
discovery, wherever it happens. Use this checklist to see if your brand is set up for
success in the age of Al, multimodal search and GEO.

Search Visibility

Make sure your brand shows up where people are actually searching.

O Have you audited your visibility in Al Overviews on Google and other
engines?

O Are you appearing in multimodal results — image, video, voice and
beyond?

O Do you show up for key queries on platforms like TikTok, YouTube Shorts
and LinkedIn?

O Are you tracking how LLMs summarise your brand?

Content Architecture

Your content needs to work for both humans and machines.

O Are your pages using semantic markup and structured data?

O Do you create summary-first content blocks optimised for Al extraction?

O Are you using rich media formats? (video, carousels, interactive
elements)?

O Do you publish opinionated, experience-led content that adds real value—
backed by visible author credibility? (Think dedicated author pages
showcasing expertise and experience in the field.)

Authority Signals

You can't fake trust. Build credibility that algorithms and audiences recognise.
O Are you earning brand mentions beyond your owned channels (e.g. press,
forums, social)?

O Are you collaborating with trusted creators for third-party validation?

O Have you got a proactive E-E-A-T (Experience, Expertise, Authoritativeness,
Trust) strategy in place?

Performance Integration

17



It's not just about doing more, it's about doing it together.

O Are your SEO, content, paid and social strategies aligned with a shared vision?
O Is your budget shaped by audience intent and content format, not just
channel legacy?

O Can your team pivot strategy within 24-48 hours based on data and
performance?

How did you score?
Not quite GEO-ready? Passion Digital has the tech, the thinking and the team to
get you there. Let’s build something that lasts and performs.

18



08. Actionable Steps for 2026

Here's how to turn strategy into momentum. These are the steps we recommend
making sure your brand is not only ready for 2026 but built to thrive in it.

Immediate Actions (Q12026)

1.

Run a GEO audit

Assess content against the latest GEO standards. We can help you there! At
Passion, we use our proprietary Deep Research methodology, blending
automation with bespoke prompts, to analyse how your brand appears
across the Al ecosystem. Then we help you optimise your digital footprint
for maximum Al visibility and positioning.

Diversify traffic sources

Organic and paid search aren’t enough. In 2026, discovery is happening on
TikTok, Reddit, YouTube, LinkedIn, and even Pinterest! We're working with
clients to explore these “unexpected” channels. For example, Pinterest for
an automotive client may seem left-field, but it's delivering standout
visibility.

Build owned audiences
Prioritise email lists, CRM strategies and community platforms. It's your
safety net in a world of changing algorithms and rising ad costs.

Shift to real-time measurement

Replace static reporting with always-on dashboards. We help clients build
fully connected, custom dashboards that surface insight weekly or even
daily, so you can move faster.

Medium-Term Actions (Q2-Q3 2026)

1.

19

Develop a format-first content strategy

Allocate a portion of your content plan to video and visual formats, from
short form to Stories, product demos to explainers, depending on your
industry. Format should drive the ideq, not just wrap it.

Optimise for multimodal discovery

Make sure your content can be found through voice, visual and text
search. That means structured data, alt text, transcripts and strong UX.



3. Investin first-party data

With cookies fading, first-party data is your competitive edge. Build a
strong CDP, grow your email list, and offer real value through loyalty
programmes and gated content.

4. Prioritise user-focused content

Move beyond keyword stuffing. Create content that speaks to real
questions, real needs and real context. Your audience (and the
algorithms) will reward you for it.

Of course, there is no one-size-fits-all for digital strategy. These steps should be
tailored to your industry, audience, and goals. Not sure where to start? That's
where we come in.

At Passion Digital, we can help you plan, implement and scale every step, from
GEO audits and data infrastructure to channel strategy and content execution, so
you don't just keep up, you lead.

Let’'s make 2026 your most strategic and impactful year yet. Reach out today
and let’s turn insight into action.

20
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Conclusion: The Opportunity in Fragmentation

The search landscape in 2026 is more fragmented, Al-powered and fast-moving
than ever. The interesting thing is that within that complexity lies the real
opportunity.

For brands willing to adapt quickly, this isn't a threat but an advantage.

KEY TAKEAWAYS FOR 2026

1. Crappy content is done — Focus on genuine value, not volume

2. Super-serve your niche — Build depth rather than breadth
3. Look beyond Google — Reddit, TikTok, YouTube, and Al platforms drive discovery
4. Build owned audiences — Email lists and communities offer resilience

5.Invest in brand trust — 72% of consumers are willing to switch brands

‘'The fragmentation of search across
platforms, combined with Al reshaping
discovery, has created what feels like
chaos for many brands. But if you can cut
through the noise with clarity, consistency,
and genuine value, 2026 is full of
opportunity. The brands that will thrive
aren't necessarily those with the biggest
budgets, they're the ones brave enough to
make strategic bets, disciplined enough to
execute consistently, and smart enough to
measure what actually matters. That's the
edge we're helping our clients build, and
it's never been more important.”

— Cecilia de la Viesca, Managing Director,
Passion Digital
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The winners in 2026 won't be the ones with the biggest budgets. They’ll be the
ones with the clearest strategies, the best data, and the confidence to do things
differently.

Research Sources

« Search Engine Journal SEO Trends 2026
«  We Are Social Digital 2026 UK Report

« Attest 2026 UK Consumer Trends Report
« GWI ‘Connecting the Dots 2026’ Report

* PPC Trends 2026
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About Passion Digital

We're Passion Digital, an award winning, London-based digital marketing agency
with over 13 years of helping businesses grow online. From SEO and PPC to social
media and full-funnel strategy, we blend data, creativity and smart thinking to
deliver results you can actually measure.

We've always believed in staying ahead of the curve. That's why we've spent years
leading the conversation on Al and the future of search through our industry-
renowned Future of Search events, and why we're now recognised as pioneers in
Generative Engine Optimisation (GEO).

In October 2024, we became part of Stellar, a global network of performance
agencies built on Pixis Al. It means we can now combine our deep expertise with
world-class Al technology giving our clients the best of both worlds.

Our services span SEO, PPC, paid social, and analytics but our real edge is GEO.
With 60% of searches now ending without a click, we help brands show up where
discovery is actually happening: in Al-generated answers on ChatGPT, Google Al
Overviews, Perplexity and beyond.
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Let’'s Build Something
STS

You've made it to the end of this guide, which tells us you're
serious about getting 2026 right.

We wrote this report because we believe in sharing what we
know. But reading is just the start. The real results come from
doing, and that's where we come in.

Whether you're looking for a strategic partner, a second opinion,
or a team to help you execute, we'd love to hear from you.

No hard sell. Just a conversation about where you're headed and
how we might help you get there. Drop us a line. We're listening.

Imagine Better.

&) EMAIL

B e onti

< marketing@passiondigital.co.uk

@ WEBSITE
passion.digital

LINKEDIN : ‘ .
linkedincom/company/passion-digital

DIGITAL MARKETING AGENCY



