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About this report

A year ago, we published the first edition of this report. At the time, Google’s AI
Overviews had recently expanded to the UK and covered searches relevant to
the cultural sector. We wanted to gauge the impact.

Our data showed a noticeable shift: organic search traffic to cultural
organisations was falling, and most of the organisations we looked at were
affected.

We said that this was unlikely to be a short-lived change, that it would impact
how cultural organisations show up online, and that such a decline in search
traffic was too important for the sector to ignore.

Since that first report, Google has continued to expand AI Overviews. These AI-
generated summaries now appear across more of the searches that matter to
cultural organisations, often giving users an answer directly on the results page
and reducing the need to click through to the source website.

A year on, we wanted to check in on the situation, so we repeated our study.
We analysed search traffic from the same 100 UK cultural organisations,
comparing January to July 2026 with the same period in 2025.

The results suggest that the change has settled in. AI Overviews are now a
permanent feature of how people find cultural organisations online, and we
need to respond deliberately rather than wait for the old times to return.

In this report, we lay out the current situation, highlight the organisations that
are doing better than most, and point to some ways forward

I’d like to thank Beth Downs and Louise Cohen for gathering and analysing the
data and pulling together this report.

Finally, if this is something you’re grappling with in your organisation, drop us a
line at One Further. We can help.

Chris Unitt
One Further
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What we found
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Main findings

Organic traffic fell by 18% year on year

This is a second year of decline, falling further from an already-reduced 2025
level. It’s also a steeper drop than the decline we reported last year, confirming
that the changes we saw last time weren't a temporary blip. Cultural websites
have continued to receive less traffic from search engines. 

79 of the 100 organisations saw their traffic decline

That’s almost identical to the proportion affected last year, so the breadth of
the impact has held steady even as the depth has increased. This isn't
happening to a handful of unfortunate organisations - it's sector-wide.

Organisations appear in more AI Overviews than before

A rare bit of good news. On average, organisations now show up in around 16%
of the AI Overviews relevant to them. That’s up from 6% a year ago.

That's a good increase, and it suggests that Google is finding their content
relevant. Although whether this is by accident or design, we couldn't say.

There is still a wide spread, with the strongest performer appearing in nearly
28%, so there remains plenty of room for most organisations to improve their
visibility.

A minority are growing, but often for specific reasons

21 organisations saw a year on year increase in traffic from Google.

However, as with last year's outperformers, several of these can be explained
by particular circumstances such as website relaunches or standout individual
events, rather than a broad reversal of the trend.



6

In more detail
In 2025, as the months went by (and especially post-March), the number of
organisations receiving less traffic from Google compared to the previous year
ticked up as AI Overviews rolled out more widely.

In 2026, traffic was already significantly down for most organisations and
stayed roughly at that level. The gap in the chart below narrows towards July
2026 because the decline is decelerating, not that things are recovering.

Total monthly search traffic for the first half of 2026 also paints a sobering
picture about what the “new normal” looks like.

Traffic fell consistently in the first half of 2025. By early 2026, traffic had fallen
further and stayed at that lower level. 

% of orgs with lower traffic than the same month a year before
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% change in search traffic from 2025 to 2026, by organisation
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Each bar below is one organisation, ranked from the biggest fall in traffic to the
biggest rise year on year. 79 of the 100 organisations saw their traffic decline
which is the same number as last year.

A minority saw more traffic from search, but many of these cases are explained
by specific circumstances, such as site relaunches or standout events.

The good news is that visibility within AI Overviews appears to have grown.

On average, organisations now appear in around 16% of the AI Overviews
relevant to them, up from about 6% a year ago. Organisations with stronger
foundational SEO, and those amending their content strategies for the what
large language models require, are likely seeing the benefit.

We have to caveat this by saying it’s unclear how reliable this particular dataset
is. And the increased visibility doesn’t seem to be translating to significantly
increased traffic.

Strong performers in our dataset include Opera North, English National
Opera, Rambert, Royal Museums Greenwich, Natural History Museum, National
Museums Scotland, Philharmonia, English National Ballet, Historic Royal
Palaces and Yorkshire Sculpture Park.
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What you 
should do
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What you should do

This change is likely to impact some organisations more than others. While
nobody likes a downward-pointing line, it’s worth thinking about how strong
the link is between less organic search traffic and your bottom line.

The only real reason for chasing page views for page views’ sake is if:

Your website generates money from ads or sponsorship
Your content is supported by funding or donations, where the amount
given is related to the visibility of that content.
You’re very good at converting traffic from non-brand search terms into a
signup, purchase or clicks on affiliate links.

If that’s not you, then the problem is less likely to be existential If your biggest
issue is that the LLMs sometimes serve up inaccurate info, you can reassure
yourself that things could be worse.

1. Consider: Is this a problem you need to fix?

Å small industry has sprung up around ‘AEO’ and ‘GEO’, along with a steady
churn of techniques/hacks for showing up in AI Overviews.

Helpfully, Google has now published its own guide to optimising for AI features,
along with busting some of the myths. It boils down to this:

Good SEO fundamentals. Make sure pages are crawlable and indexable,
technically sound, and load quickly.
Create ‘non-commodity content’. Content that’s unremarkable and just
rehashes what's already out there has little value. They want to see some
effort being expended - expertise, original research, and a perspective only
you can offer.
Structure your content for humans. Clear headings and sections, well-
written prose, and good images and video. Write for a real audience, and
not for robots.

If it’s been a while since your last SEO audit, put it to the top of your list.

2. Optimise your content for AI Overviews
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3. Diversify your visibility
You can’t take distribution for granted anymore. Arguably, nobody ever should,
but without Google doing the job anymore, the onus is on organisations to put
their content in front of audiences, wherever they may be.

For instance: 

Be findable in other places: as well as maintaining your search visibility,
consider how discoverable you are on YouTube, social media platforms, and
large language models (LLMs) such as ChatGPT too.

Use your Google Ad Grant: If eligible, the £8,000/month free advertising
can help offset declines in organic visibility. AI Max for Search campaigns are
becoming available to Ad Grant accounts and are worth setting up to
capture the new types of queries Google is seeing.

4. Re-examine your overall strategy

Organic traffic is unlikely to return to 2024 levels. But when one door closes,
another often opens. Which means that now may be the time to consider your
wider content/digital strategy.

Here are some questions you might want to explore:

What are you hoping your content will achieve for the organisation? Has
that changed? 

How can you use your owned platforms (e.g. email) more effectively?

What content types are likely to be found via search, and what is likely to be
encountered in other ways?

Which platforms are your target audiences most likely to search on? What
sort of thing will they search for?

How can collaboration with partners extend your reach?

How can content’s value evolve beyond visibility? Could it become an asset
that drives revenue, for example?
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About the data
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About the data
We examined data from 100 UK cultural organisations.

These included museums, theatres, heritage sites, galleries, and arts venues.
They were drawn from Arts Council England's National Portfolio, DCMS-funded
museums, and other notable organisations with significant organic search
profiles.

Data collection

We used Semrush, a popular search engine marketing tool, as our primary
source of data. Specifically, we gathered:

Monthly organic search traffic: estimates for January 2025 -July 2026.

AI Overview presence: the number of keywords triggering AI Overviews
where an organisation’s domain does, or does not, appear as a source.

Search keyword intent: an estimate per organisation of the percentage of
keywords that could be described as either informational, commercial,
navigational, or transactional. This data wasn’t used in the report but has
helped to inform our thinking.

Limitations and caveats

Semrush provides modelled estimates, not actual analytics data. However,
we know from cross-referencing with data from Google Analytics that it’s
usually in the right ballpark and, in this case, it’s the overall trend that we’re
interested in.

This analysis represents a snapshot of a dynamic situation. Things are in a
state of flux at the moment.

Attribution is complex. Various factors affect organic search performance
and could explain fluctuations on a case-by-case basis.
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Full organisation list
We gathered publicly available data for the following organisations.

Almeida Theatre, Amgueddfa Cymru-Museum Wales, Ashmolean Museum,
Baltic Centre for Contemporary Art, Barbican Centre, Belgrade Theatre,
Birmingham Hippodrome, Birmingham Museums, Birmingham Repertory
Theatre, Birmingham Royal Ballet, BookTrust, Brighton Dome & Festival, Bristol
Museums, Bristol Old Vic, British Film Institute, British Museum, Britten Pears
Arts, Chichester Festival Theatre, City of Birmingham Symphony Orchestra,
Contact, Courtauld Institute of Art, Curve Theatre, Derby Theatre, Donmar
Warehouse, English National Ballet, English National Opera, Everyman &
Playhouse, FACT, Factory International, Halle Concerts Society, Hay Festivals,
Historic Royal Palaces, HOME, Imperial War Museums, Kiln Theatre, London
Museum, London Symphony Orchestra, Manchester Art Gallery, Mayflower
Theatre, Museum of the Home, National Galleries of Scotland, National Gallery,
National Museums Liverpool, National Museums Scotland, National Portrait
Gallery, National Theatre, Natural History Museum, New Adventures, New Vic
Theatre, New Wolsey Theatre, Northern Ballet, Northern Stage, Nottingham
Contemporary, Nottingham Playhouse, Opera North, Philharmonia, Rambert,
RGB Kew, Royal & Derngate, Royal Academy of Arts, Royal Albert Hall, Royal
Armouries, Royal Ballet & Opera, Royal Collections Trust, Royal Court Theatre,
Royal Exchange Theatre, Royal Liverpool Philharmonic, Royal Mint Museum,
Royal Museums Greenwich, Royal Philharmonic Orchestra, Royal Shakespeare
Company, Sadler's Wells, Science Museum Group, Shakespeare Birthplace
Trust, Shakespeare's Globe, Sheffield Museums, Sheffield Theatres, Somerset
House, Southbank Centre, Tate, The Box, The Glasshouse, The Hepworth
Wakefield, The Lowry, The Lyric Theatre Hammersmith, The O2, The
Photographers' Gallery, The Place, The Roundhouse, The Tank Museum, The
Wallace Collection, Theatre Royal Stratford East, Theatre Royal Plymouth,
Unicorn Theatre, Victoria and Albert Museum, We The Curious, Welsh National
Opera, Whitechapel Gallery, Yorkshire Sculpture Park, and The Young Vic.

A note on attribution: The organisations listed above were included in our
dataset for the purpose of analysis. They were not directly involved in, nor do
they necessarily endorse, the findings of this report.



One Further is a digital consultancy that
helps cultural organisations understand
and better serve the needs of their online
audiences.

We take the guesswork out of digital. 

We do that using website analytics,
usability research, search engine
optimisation, Google Ad Grant
management and content strategy. 
 

Our clients include the British Museum,
Royal Academy of Arts, Royal Museums
Greenwich, Royal Shakespeare Company,
Tate and the V&A. 

If you think we might be able to help
you, get in touch at onefurther.com.

Find us on LinkedIn

Subscribe to our newsletter for
more insights.

Cover photo by Hulki Okan Tabak on Unsplash

https://www.linkedin.com/company/one-further/
https://onefurther.com/services/newsletters
https://unsplash.com/@hulkiokantabak
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