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Abstract

Forecasts of AI search adoption often rely on linear projections that emphasize query volume,
positioning Google's 14 billion daily searches as an unassailable benchmark. Such models understate the
disruptive potential of generative AI assistants by neglecting how measurement, attribution, and agentic
shopping capabilities interact. This article argues that recent and unexpected developments in AI
visibility tracking, attribution methodologies, and shopping automation produce a compounding effect
that accelerates adoption beyond conventional projections. First, the emergence of visibility metrics
such as the Prompt-Space Occupancy Score (PSOS) renders AI search auditable, shifting it from
experimental novelty to a governance concern for boards and investors. Second, advances in attribution
challenge the reliability of legacy dashboards: as referrals disappear in AI-mediated environments,
brands may discover sudden visibility gaps that were previously hidden. Third, the integration of agentic
shopping bots compresses the decision funnel, reducing multi-link exploration to binary shortlist
outcomes and reshaping competition dynamics. Together, these forces reinforce one another: visibility
metrics drive accountability, attribution exposes urgency, and shopping bots operationalize adoption.
We conclude that AI search should not be modeled as a linear substitute for conventional search, but as a
compounding system whose tipping points may arrive far sooner than current industry assumptions
suggest.

1. Introduction

Google's share of global search remains dominant, with over 14 billion queries processed daily. By
comparison, ChatGPT processes roughly 2.5 billion prompts per day, of which only ̃30-40% are
search-like in nature. On raw volume alone, AI search appears to trail Google by an order of magnitude.
However, focusing on query count obscures the underlying dynamics. Most Google queries are
navigational or low-value informational lookups. AI queries, by contrast, tend to be richer in intent,
compressing multi-step searches into decision-ready prompts.

2. Literature Review

Prior research distinguishes between high- and low-value queries, showing uneven commercial
significance across categories. Traditional attribution frameworks rely on clickstream data and referral
sources. These are unreliable in AI-mediated environments where answers may bypass links altogether.
Work on e-commerce recommender engines provides precedent for how algorithmic mediation reshapes
funnels. Emerging frameworks like the AIVO Standard and PSOS attempt to quantify brand persistence
inside AI assistants.

3. Methodology

We compare two adoption models: (1) Linear Model: assumes steady CAGR in AI search query volume,
tracking historical digital adoption patterns. (2) Compounding Model: introduces accelerants - visibility
metrics (2025), attribution breakthroughs (2026), and agentic shopping bots (2027) - which reinforce
adoption in non-linear ways. PSOS is introduced as a governance metric to measure breadth, depth,
decay, cross-model resilience, and sentiment overlay.

Methods Note

The linear and compounding adoption values presented in Figure 1 and Table 1 are illustrative scenario
models, not empirical forecasts. The linear model assumes a steady annual increase based on historical
digital adoption rates, while the compounding model applies a quadratic growth function with inflection



points aligned to expected accelerants (visibility tracking in 2025, attribution breakthroughs in 2026, and
shopping bots in 2027). These values highlight adoption trajectory shapes rather than predict precise
market shares.

4. Analysis

The absence of metrics has enabled complacency. The introduction of PSOS changes AI visibility from
anecdotal to auditable. Legacy dashboards misclassify AI-origin traffic as 'direct.' Once attribution
frameworks catch up - through log analysis, AI-native pixels, or PSOS-based inference - CMOs will see
sudden and unexplained visibility gaps. Shopping bots compress the funnel further, shifting competition
from gradual erosion to binary outcomes.

5. Results: Linear vs. Compounding Adoption

Figure 1. Linear vs. Compounding AI Search Adoption Models.
The linear model assumes steady year-on-year growth in adoption. The compounding model accelerates
once visibility tracking (2025), attribution breakthroughs (2026), and shopping bots (2027) interact.
Values are illustrative scenarios designed to show trajectory shapes, not precise forecasts.

Table 1. Illustrative Adoption Estimates Under Linear and Compounding Models.
Year Linear Adoption (%) Compounding Adoption (%) Key Accelerants

2024 2 2 Baseline

2025 6 4 Visibility Tracking

2026 10 9 Attribution Breakthroughs

2027 14 17 Shopping Bots Scale

2028 18 29 Acceleration Phase



2029 22 44 Mainstream Adoption

2030 26 62 Consolidation

2031 30 83 Widespread Adoption

Note: Values are scenario outputs intended to highlight possible dynamics, not measured adoption rates.

6. Implications

For marketers: Treat AI search not as an experiment but as a channel requiring dedicated visibility
budgets and governance oversight. For boards and investors: Require reporting on AI visibility metrics
such as PSOS to ensure brand resilience across assistants. For researchers: Explore bias, fairness, and
long-tail representation in AI-mediated visibility. Attribution models for AI search remain an open
methodological frontier.

7. Conclusion

Linear adoption models understate the speed of AI search integration into consumer behavior. Once
visibility tracking, attribution, and agentic shopping bots compound, adoption curves bend upward, with
tipping points potentially arriving years earlier than expected. The key lesson: AI search is not simply a
smaller version of Google search. It is a qualitatively different system in which visibility is binary,
attribution is broken, and query value is disproportionately high. Governance metrics like PSOS will be
central in navigating this shift.
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