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THE DRAMATIC SHIFT IN SEARCH
FROM GOOGLE TO LLMS

IS YOUR BRANDING
LEADING OR LOST?

Search is evolving from traditional engines to
Alpowered LLM assistants, reshaping how
brands are discovered and ranked
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WELCOME TO THE
ERA OF PROBABILITY

@ Al AGENTS

Al determines what users see — based on patterns, not just
keywords.

LLMs don’t just retrieve results; they calculate the most
probable answer based on vast datasets.

With Al Everything is probability-driven.Your brand'’s visibility
now depends on how Al models interpret, connect, and
predict information.

Hence, the future of your sales and customer service
depends on Al-driven intelligence.

Brands may experience a 50% reduction in organic search
traffic over the next three years due to the rise of Al-driven
sedrch capabilities.
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| Gartner_

By 2028, it's anticipated that 70% of customer
journeys will begin and end with conversational
Al-driven insights will separate brands that stay
relevant from those that fade into the background.

Marc Pritchard

CMO, Procter & Gamble

WHAT DOES THIS MEAN FOR ME AS AN
INSURANCE COMPANY?

Understand: How do LLMs impact brand visibility, perception, and customer interactions?

Act: What strategies should you implement to stay relevant and competitive in an
Al-driven market?
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DIFFERENT MODELS, DIFFERENT
SHARE OF VOICE (1/2)

Share of Voice
Model: GPT-4

#1 HUK-Coburg

#2 Allianz

#3 HUK24

#4 Haftpflichtkasse

#5 AXA

#6 Degenia

#7 ERGO

#8 Friday

Share of Voice

Model: Sonar Small

#1 Haftpflichtkasse

#2 Degenia

#3 Friday

#4 AXA

#5 HUK-Coburg
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#6 Allianz

#7 HUK24

#38 ERGO a.0%

Share of Voice
Model: Claude Sonnet

#1 HUK-Coburg 32.6%

#2 Allianz 25.6%

#3 HUK24 25.6%

#1 ERGO 20.9%

#5 AXA 2.3%
—

#6 Haftpflichtkasse 0%

#7 Degenia 6.6%

#8 Friday 0.0%
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DIFFERENT MODELS, DIFFERENT
SHARE OF VOICE (2/2)

| Buying persona: wale, single, Germany

Share of Voice
Model: GPT-4

#1 Allianz

|- CosmosDirekt
o
() Swiss Life
e}

©
L HUK-Coburg

-
LV 1871

#7 Continentale

#8 Wiirttembergische

Share of Voice
Model: Sonar Small

#1 LV 1871 51.2%

#2 HUK-Coburg 23.

#3 CosmosDirekt 18.6%

#4 Wiirttembergische

@

#5 Swiss Life

IS

) perplexity

#6 Allianz 2.3%

#7 Continentale

#2 AXA 8.e%

Share of Voice
Model: Claude Sonnet

#1 Allianz 39.5%
#2 Continentale 18.6%
#3 AXA 14.0%
#4 Swiss Life 9.3%

#5 HUK-Coburg 2.3%
—

#6 LV 1871 8.0%
#7 CosmosDirekt 0.0%

#8 Wirttembergische 0.0%
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THE POWER OF SOURGES — SHAPING
BRAND PERCEPTION

#1 https:/fwww.huk24.de (100.0%)
2 hitps://www.huk.de/privathaftpflichtversicherung (52.8%)
3 https:/fwww.allianz.de (471%)
#4 https:/fwww.allianz i ichtversicherung (235%)
5 https:/fwww.allianz pri i (17.6%)
#6 https:/fww direkt.de/ I ersicherung/ (17.6%)
#7 https:/fwww.huk.de/privathaftpflichtversicherung.html (17.6%)
8 https:/fwww.haftpflichtkasse.de/ (17.6%)
#9 https://www.huk.de/privathaftpflicht/ (7.6%)
#10 https://www.axa.de/privathaftpflicht (11.8%)
Sonar Small Source Distribution
#1 https://www.fi ip.di i i ung/pri i 100.0%)
#2 https://www.fi ip.di i i g/ icht-test/ (61.9%)
https://www.c il icherung i ung/pri 0 |
" . . (28.6%)
privathaftpflicht-fuer-singles/ >
O e}
—
#4 https://www.check24.de/ i i ioren/ (14.3%) x
— (O]
#5 finanztip.de {9.5%) Q_
| -
#6 finanzen.net (8.5%) GJ
— o
47 hitps://www. il i icherung/pri i (9.5%)
%
#8 https://www.verivox.de/privathaftpflicht/ (9.5%)
L]
#9 Finanztip[1] (9.5%)
L]
https://www.versi g-onlil /t i i g i 755/, https://
#10 www.verivox.de/privathaftpflicht/, https://www.cosmosdirekt.de/private- (4.8%)
: 3 . icherung i
-
Claude Sonnet Source Distribution
#1 https:/fwwr il i i icherung/ (100.0%)
#2 https://www.check24.de/privathaftpflicht/ (64.3%)
#3 https:/fwan ip.de/h i ersi / (571%)
#4 https:/fwww.verivox.de/pri i i g/ (28.6%)
L]
#5 https://www.test. i ichtversicherung/ (14.3%)
EEE—
#6 https://www.test.de/Privathaftpflichtversicherung-im-Test-5195654-0/ (71%)
L]
#7 https:/fwww.test. i i i g-im-Test: o/ (71%)
L]
#8 https:/fwww.test. 0 ichtversicherung-im-Test-5205654-0/ (71%)
L]
#9 https://www.test.de/Haftpflichtversicherung-Die-besten-im-Test-5201495-0/ (71%)
——
#1@ https://www.allianz.di i dukte/pri icht/ (71%)
L]
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THE POWER OF SOURGES — SHAPING
BRAND PERCEPTION

#1 https://www.allianz. it i i i (100.0%)

#2 https://www.allianz.de (41.7%)

#3 https:/fww irekt.de/berufs: igkei i (20.8%)

#4 https:/fwww.allianz i g igkei i / (8.3%)

#5 https:/fww kur.d igkei sicherung (8.3%)

#6 https:/fww isslif igkeit.html| (8.2%)

#7 https://www.finanzen, igkei i ung (4.2%)

#8 https:/fwww.check24.de/ber igkei i ung/ (4.2%)

#9 https://www.huk. versi i i i html (4.2%)

- li i i
10 hnps.flwww.gen(%rnl / ung/vorsorge/ (a.2%)
berufsunfaehigkeitsversicherung/ Sonar Small Source Distribution
#1 hitps://www.lv1871.de/ber igkei i frauen/ (100.0%)
4 hupsi/fwrww.huk.d L i ge- g i i g ©25%)
berufsunfaehigkeitsversicherung.html|
43 https://www. gepl 4.de/p/e/einsteigerbuversicherungi php (56.3%)
# https://ww Eosm i . 'qlluue.n:'aul|=,Ivu|ukll’diﬂ’ s 0%
/
N
< (Tder - iakeil 5 = bei-dar-
45 Mttps://der-buprofi.de/be herung/was-fr der- fons
g
O
#6 https://www.Iv1871.de/ber igkei i (18.8%)
=
#7 https:// clark. ligkei i g) i (18.8%)
L
#8 hitps://www.lv1871.de/ber igkei i g lich/ (12.5%)
oa—
#9 https://www. i igkeit i ung/ (12.5%)
L}
#10 https://www.swisslife. icherung igkeit icherung.html (12.5%)
. " . e
Claude Sonnet Source Distribution

#1 hitps:/fwwn i igkei i g/ (100.0%)
#2 https://ww { le.de/s i /b igkei icherung/ (7.4%)
L]
hitps:/fwww.test Ber igkeil i ung-Junge-Fi -besonderen- ;
#3 (3.7%)
Schutz-5227313-0/
L]
#4 https://www.test.de/Ber igkeit icherung-Die-besten-Tarife-5208789-0/ (3.7%)
-
#5 hitps://www.test. Ber igkeit icherung-im-Test-5379297-0/ (3.7%)
-
#6 hitps:/fwww.test.de/Ber igkei i ung-Die-besten-Anbieter-5219594-0/
-
#7 https://www.test.de/Ber igke ich g-im-Test-5207701-0/ (3.7%)
-
#8 https://www.test.de/Ber igkei i g-im-Test-5216126-0/ (3.7%)
-
9 https://www.test.de/Ber igkeit i ung-Die-besten-Poli a7
Test-5211976-0/
-
e hitps://www.test i i sicherung-Die-besten-Tarife-im- 7%

Test-5232385-0/
-
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HIDDEN CONNECTIONS — BRANDS &
KEYWORDS IN Al CONTEXTS

‘ Brand Co-occurrence Mtrix

The Co-occurrence Mtrix reveals how frequntly brands are mentioned together,
highlighting potential market associations, competitive dynamics, and brand clustering
patterns across different contexts.

w

g

2 S

g g i 3 s 3 -

y 2 7 T a i Z
AXA 1 1 1 1 (1] 0
Die Bayerische o i} Li] (1] (1] (1] 0
CosmosDirekt 2 i} 1 (1] (1] (1] 0
HUK-Coburg ) _ 0 1 0 4 1
HUK24 0 [ ] 0 2 o 5 1
Haftpflichtkasse 1 0 2 0 _ 0 1
Degenia 0 0 0 _ 0 0 1
Friday o 0 0 4 5 1] 1
Fairfekt o 0 0 1 1 0 1]
Die Haftpflichtkasse i) i} [i] (1] 1 0 (1]
Feather 0 0 1] 1] 1} 1} 1
ERGO 4 5 5 0 0 0 o
Continentale 0 0 1 1] 1} 1} 1
Check24 o 0 0 0 0 0 o
Barmenia 0 0 1 1] 1} 1} 0

Disclaimer: All data in this model is illustrative and based on approximately 50 runs. For
higher accuracy, additional runs are required.
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YOUR LLM PROFILE: STRENGTHS, WEAKNESSES
@ LLM EXPOSURE

MarktfUhrer Wenig flexibel,
Kra rli)lgr?\fgrsic SEEL?L? reer: CEBlENE: 100.0%
, g andigkei o 85.2% (35784
Dﬂ&éa Debeka herung, hohe eingeschrdnkt Bestandlg"kelt, (36000) ( )
. . Kundenndhe
Kundenzufrie far
denheit Selbststandige
Spezialist fUr
Reise- & Eingeschrdnkte Reisen
i ! 96.3%
g‘ﬂ Hanse Krankenversic Produktpolette, e e 79.49% (30408)
HanseMerkur Merkur herung, weniger Gesundhett (34668)
gunstige bekannt
Tarife
Stark in Umstrukturieru
G I Lebensversich ngen, teils Zukunft,
N 5 ?nerZIGI 4| erungen gute schwache Struktur, 018% (33048) | 94.6% (39732)
. Sheeinieln digitale Kundenbetreu Wandel
Angebote ung
Markauhrer Fokus auf Kfz, . .
Kfz, gunstige Preisdruck Preis-Leistung, 100.0%
HUK-Coburg Tarife, hohe o Verl@sslichkeit, | 915% (32940) o
) Service . (42000)
Kundenzufrie . Nahe
. Uberlastet
denheit
Solide
Thismendsen | yeneer | wastona
@uthug’r Gothaer 9 P Tradition, 86.4% (31104) | 65.8% (27636)
gute digitale Sicherheit
Firmenversicher Schwdéchen
ungen
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YOUR LLM PROFILE: STRENGTHS, WEAKNESSES
@ LLM EXPOSURE

Starke
. Marktposition in Regionale
Versicherun Suddgutschlon Be ?enzun Bayern,
ISl gskammer o %Vemg 9 | verlasslichkeit | 83.8% (30168) | 58.3% (24486)
Boyem Schadenmana Innovation , Sleeloilizet
gement
Starke
Beratung, Nicht die . e
i Wuarttember solide gunstigsten Regionalitdt, ( ) ( )
wiistenrot 9 9
it : . 77.6% (27935 52.7% (22134
wirttembergische gische Absicherung | Tarife, weniger Beratung,
. i Sicherheit
far digital
Privatkunden
AXA Konzern elrrjftoegrrjs:?/?;le sm;:;;;aslgge Globalital,
' . ' Fortschritt, 74.3% (26748) 91.8% (38556)
AG Produkte, variabler
. . . Vertrauen
innovativ Service, teuer
ok | e, | sename
i i . . | tion, 65.6% (23615 98.5% (41370
Allianz @ Allianz Portfolio, Tarife, nsr;g\k;?llitlgp ( ) ( )
global aktiv burokratisch
Breites Service
mittelmaRig, Tradition,
ERED ANgeboL starke | eproble | Entwicklung, | 65.6% (23615) | 82.4% (34608)
Group Ruckendeckung . .
.. . me, nicht Vielfalt
, digital aktiv I
gunstig
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YOUR LLM PROFILE: STRENGTHS, WEAKNESSES
@ LLM EXPOSURE

Kundennahe
v R e
schad | bekannt teils | Landwirtschaf | 62.4% (22464) 45.6% (19152)
Versicherungen Versicherung | Schadensservi teuer t, Beratung
ce, stark in der
Landwirtschaft
Starke
&lolnal GeP:jlr?(;)r?eli?s— Eingeschrdnkte Handwerk,
SIGNAL IDUNA () Id%no g r Service, teils Gesundheit, 59.7% (21492) 48.9% (20538)
. . hohe Beitrdge Stabilitat
Firmenversich
erungen
Starkes Weniger
R4V Selal Clalalciva bekannt, Genossensch
mv L solide Finanzen, | langsam digital, | aft, Stabilitat, | 54.4% (19584) | 78.6% (33012)
ersicherung stark in teurer als Regionalitat
Landwirtschaft Direktanbieter
starke Langsame
. Alte Berufsunfdhig Pro egse nicht Zukunft,
A Al |cipziger-Ha | keits- und Soorall Sicherheit, 4.0% (1440) 12.8% (5376)
Alte Leipziger-Hallesche
Lebensversich Absicherun
llesche verfagbar bsicherung
erungen
Spezialist fur Weniger
Kfz- und bekannt Bauwesen,
VHV Bauversicherun - renzteIs Kfz-Schutz, 7.0% (2520) 15.4% (6468)
VERSICHERUNGEN gen, gunstige 9 Fairness

Tarife

Produktportfolio
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GET YOUR PERSONALIZED REPORT

Discover how LLMs shape your brand in the Aldriven world — Request your in-depth analysis
now!

Home insurance Travel insurance Auto insurance

Life insurance Disability insurance Liability insurance

EChatGPT W DeepSeek / Grok
perplexity Gemini 3 Claude

Open-InsurancelLM-Llama3-8B morketeom/LLoMorketing

You get an Al-powered audit, competitive benchmarking, and a market positioning
snapshot — see where you stand and the path to growth.
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MmN\ - l.ai Inc.
—’_j/ Ceel.ql ceel.ai Inc

www.ceel.ai
The Al brand
. . Andreas Gensch
intelligence company

andreas.gensch@ceel.qi




