Mobile and Desktop CTR Study

750M Impressions + 32M Clicks + 11.8M Queries
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Al Overviews Dominate Top Positions

GO gle insurance with gap coverage

Forums Videos Shopping Web

4 Al Overview

Gap insurance is an optional auto insurance add-on that ~NS ! O O/o

helps pay the difference between what you owe on your car
and its value if it's stolen or totaled. It's also known as

loan/lease gap coverage or residual debt coverage. «
“ f all keywords
{5 best time to see northern lights X & @ Q T @
US & UK
Al Images News Videos Web Maps Books : More Tools
*Higher for some industries
4 AlOverview Learn more

The best time to see the Northern Lights is during the winter months,
between late September and late March. The ideal conditions are clear skies,

minimal light pollution, and cold, dry temperatures. ¢

When to go
' Clarity-

» Season: The best time to see the Northern Lights is during the winter months. @

Time of niaght: The best time to see the Northern Liahts is usuallv between 10 PM



Objective

* |dentify the impact of SERP « Why?
changes on click-through rates o Click-through rates impact
year-over-year. forecasting, influence traffic

potential calculations, and help
establish baselines for competitor
comparisons.
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seoClarity CTR Study

Mobile and Desktop CTR Data

Analyzed approx. 11.8M keywords
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Mobile vs. Desktop CTR 2025

AT
Position CTR 2025 CTR 2025

1
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8.98%
4.35%
2.38%

1.61%

112%
0.96%
0.72%
0.57%
0.46%
0.29%

12.40%
4.59%
2.47%
1.05%
0.80%
0.76%
0.34%
0.39%
0.42%
0.55%

14.00%

12.00%

10.00%

8.00%

6.00%

4.00%

2.00%

0.00%

Mobile vs. Desktop CTR 2025

3 4 5 6 7
Mobile CTR == Desktop CTR

9 10
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Desktop Click-Through Rates

1
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13.06%
4.74%
4.88%
2.79%
1.23%
1.72%
0.80%
0.61%
0.61%
0.66%

12.40%
4.59%
2.47%
1.05%
0.80%
0.76%
0.34%
0.39%
0.42%
0.55%

-0.66 bp
-0.15 bp
-2.41bp
1.74 bp
-0.43 bp
-0.96 bp
-0.46 bp
-0.22 bp
-0.19 bp
-0 bp

16.00%

14.00%

12.00%

10.00%

8.00%

B.00%

4 00%

200%

0.00%

Desktop CTR YoY
34 5 6 7
——CTR20M —CTR 2025
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Mobile Click-Through Rates

CTR2024 | CTR 2025
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9.11%
3.98%
3.69%
2.08%
1.50%

1.16%
0.98%
0.75%
0.64%
0.47%

8.98%
4.35%
2.38%

1.61%

112%
0.96%
0.72%
0.57%
0.46%
0.29%

-013 bp

0.37 bp

-1.31 bp
-0.47 bp
-0.38 bp
-0.20 bp
-0.26 bp
-0.18 bp
-0.18 bp
-0.18 bp

12.00%

10.00%

8.00%

b.00%

4 00%

2.00%

0.00%

Mobile CTR YoY

3 4 3 E f 9 10
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seoClarity CTR Study — Industry Breakdown

Finance Industry

Analyzed approx. 70K keywords
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Finance - Mobile vs Desktop Click-Through Rates for 2025

... . Mobile vs Desktop CTR 2025 (Finance)
Mobile CTR | Desktop CTR .

1 7.4% 10.3%
2 10.6% 9.8% oo
3 3.4% 2.9% .
4 2.4% 2.3%
6.0%
5 11% 11%
6 0.9% 0.8% 4.0%
7/ 0.6% 0.5%
2.0%
8 0.7% 0.6%
9 0.3% 0.4% e 2 3 4 5 6 7 8 9 10
10 O 20/ O 20/ Mobile CTR === Desktop CTR
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Finance - Desktop Click-Through Rates

' Position |CTR 2024|CTR 2025 Desktop CTR YoY (Finance)
18.0%
1 16.7 % 10.3% -6.42 bp
16.0%
2 8.6% 9.8% 1.24 bp o
3 9.9% 29% -2.52bp o
4 2.5% 2.3% -0.18 bp 10.0%
S 1.5% 11% -0.46 bp 8.0% \
6 11% 0.8% -0.31bp oo
7 0.7% 0.5% -0.22 bp o
2.0%
8 0.4% 0.6% 0.24 bp o —_—
o o o0% 1 2 3 4 5 6 7 8 9 10
9 0.5% 0.4% -0.08 bp ——CTR 2024 CTR 2025

—_
o

0.2% 0.2% 0.02bp

Clarity-



Finance - Mobile Click-Through Rates

CTR 2024|CTR 2025 . Mobile CTR YoY (Finance)

1 10.3% 7.4% -2.90 bp
2 75%  10.6% 312 bp 100% \
3 4.7% 3.4% -1.29 bp
4 2.9% 2.4% -0.47 bp
5 1.9% 11% -0.78 bp "
6 1.2% 0.9% -0.24 bp
7 0.9% 0.6% -0.24 bp

2.0%
8 0.7% 07% 0.02 bp

_

9 0.4% 0.3% -0.08 bp 0%

- CTR 2024 CTR 2025

—_
o

0.4% 02% -0.24 bp
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seoClarity CTR Study — Industry Breakdown

Retail Industry

Analyzed approx. 310K keywords
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Retail - Mobile vs Desktop Click-Through Rates for 2025

Mobile CTR | Desktop CTR

1
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7.7%
4.3%
2.5%
2.6%
1.8%
1.4%
1.0%
0.9%
0.8%
0.6%

5.6%
9.0%
2.6%
2.4%
1.8%
1.4%
1.3%
1.0%
1.0%
0.9%

10.0%

9.0%

8.0%

7.0%

6.0%

5.0%

4.0%

3.0%

2.0%

1.0%

0.0%

Mobile vs Desktop CTR (Retail)

Mobile CTR ====Desktop CTR
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Retail - Desktop Click-Through Rates

1
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9.5%
5.8%
5.2%
3.7%
2.5%
2.3%
1.5%
1.2%
0.8%
1.3%

5.6%
9.0%
2.6%
2.4%
1.8%
1.4%
1.3%
1.0%
1.0%
0.9%

-3.90 bp
3.20 bp
-2.57 bp
-1.34 bp
-0.66 bp
-0.83 bp
-0.17 bp
-0.15 bp

0.16 bp
-0.38 bp

12.0%

10.0%

8.0% \
6.0% \

4.0%
2.0%

0.0%

Desktop CTR YoY (Retail)

4 5
==CTR 2024

6
CTR 2025

7
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Retail - Mobile Click-Through Rates

1
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8.4%
3.4%
4.0%
2.9%
1.7%
1.4%
1.4%
1.0%
0.8%
0.8%

71.7%
4.3%
2.5%
2.6%
1.8%
1.4%
1.0%
0.9%
0.8%
0.6%

-0.76 bp
0.90 bp
-1.46 bp
-0.34 bp
0.09 bp
0.03 bp
-0.34 bp
-0.07 bp
-0.01 bp
-0.18 bp

9.0%

8.0%

7.0%

6.0%

5.0%

4.0%

3.0%

2.0%

1.0%

0.0%

Mobile CTR YoY (Retail)

\

4 5
- CTR 2024

—_

6
CTR 2025

7
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seoClarity CTR Study — Industry Breakdown

Health Industry

Analyzed approx. 275K keywords
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Health - Mobile vs Desktop Click-Through Rates for 2025

Mobile CTR | Desktop CTR

1 8.4% 12.4%
2 9.7% 6.0%
3 3.2% 2.9%
4 2.0% 2.0%
S 1.3% 1.2%
6 0.9% 0.8%
7 0.6% 0.6%
8 0.4% 0.4%
9 0.3% 0.3%
10 0.3% 0.3%

14.0%

12.0%

10.0%

8.0%

6.0%

4.0%

2.0%

0.0%

Mobile vs Desktop CTR (Health)

Mobile CTR  ====Desktop CTR
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Health - Desktop Click-Through Rates

. Desktop CTR YoY (Health)

1 131%  12.4% -0.67 bp

2 77%  60% -1.68 bp

3 6.1% 2.9% -3.23 bp

4 3.7% 2.0% -1.74 bp

5 2.5% 1.2% -1.35 bp 60

6 1.6% 0.8% -0.74 bp s0%

7 1.2% 0.6% -0.59 bp

8 0.9% 0.4% -0.53 bp

9 06%  0.3% -0.30bp L

—_
o

0.6% 0.3% -0.38 bp
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Health - Mobile Click-Through Rates

1
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10.1%
6.4%
5.9%
3.4%
2.2%
1.4%
0.9%
0.7%
0.6%
0.5%

8.4%
9.7%
3.2%
2.0%
1.3%
0.9%
0.6%
0.4%
0.3%
0.3%

-1.74 bp
-0.70 bp
-2.65 bp
-1.37 bp
-0.87 bp
-0.45 bp
-0.33 bp
-0.27 bp
-0.24 bp
-0.20 bp

12.0%

10.0%

8.0%

6.0%

4.0%

2.0%

0.0%

Mobile CTR YoY (Health)

4 5
— CTR 2024

6
CTR 2025

7
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seoClarity CTR Study — Industry Breakdown

Real Estate Industry

Analyzed approx. 78K keywords
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Real Estate - Mobile vs Desktop Click-Through Rates for 2025

. . . Mobile vs Desktop CTR (Real Estate)
Mobile CTR | Desktop CTR o

1 19.7% 15.8%
30.0%
2 21.5% 31.6%
3 10.0% 8.2%
4 4.2% 3.2% 20.0%
> 2.3% 2.3% 15.0%
6 1.9% 1.6%
10.0%
7 0.7% 0.8%
8 1.2% 13% 5.0%
9 0.9% 1.0% o
10 0.6% 0.6% Mobile CTR === Desktop CTR
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Real Estate - Desktop Click-Through Rates

. Desktop CTR YoY (Real Estate)
1 246%  15.8% -8.77 bp
2 236%  316% 7.99 bp
3 17.6% 8.2% -9.45 bp B =
4 6.7% 3.2% -3.52 bp N
5 3.4% 2.3% -114 bp 15.0%
6 2.1% 1.6% -0.49 bp
7 0.9% 0.8% -0.14 bp o
8 1.2% 1.3% 0.09 bp _ _
9 15%  10% -0.49bp L

—_
o

11% 0.6% -0.46 bp
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Real Estate - Mobile Click-Through Rates

1
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22.2%
221%
17.2%

6.3%
3.5%
2.4%
0.7%
1.8%
1.2%
0.9%

19.7%
21.5%
10.0%
4.2%
2.3%
1.9%
0.7%
1.2%
0.9%
0.6%

-2.51 bp
-0.59 bp
-718 bp
-2.09 bp
-1.23 bp
-0.48 bp
0.02 bp
-0.63 bp
-0.32 bp
-0.24 bp

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Mobile CTR YoY (Real Estate)

= CTR 2024

CTR 2025
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seoClarity CTR Study — Industry Breakdown

Service Industry

Analyzed approx. 72K keywords
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Service - Mobile vs Desktop Click-Through Rates for 2025

Mobile CTR | Desktop CTR Mobile vs Desktop CTR (Service)
1 21.4% 17.0% o
2 8.0% 9.8%
20.0%
3 5.0% 4.8%
4 0.6% 2.7% 15.0%
5 1.5% 1.2%
6 1.0% 0.6% 10.0%
V4 0.4% 01%
5.0%
8 0.5% 01%
9 0.2% 0.4%
0.0% —
1 2 3 4 5 6 7 8 9 10
10 040/0 010/0 Mobile CTR === Desktop CTR
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Service - Desktop Click-Through Rates

Desktop CTR Yo (Service)

1 22.3%  17.0% -5.22 bp -

2 19.9%  9.8% -10.07 bp .

3 81%  4.8% -3.30bp

4 3.4% 27% -0.66 bp .

5 23%  12% -11bp

6 13%  06% -0.71bp

7 1.2% 01% -114 bp 5%

8 0.5% 01% -0.37 bp o
9 03%  0.4% 0.09 bp o T
10 0.2% 01% -012 bp
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Service - Mobile Click-Through Rates

. Mobile CTR YoY (Service)
1 87%  21.4% 12.73bp
2 19.8% 8.0% -11.80 bp 200
3 7.2% 5.0% -2.16 bp
4 5.0% 0.6% -4.47 bp
5 0.3% 15% 113 bp
6 0.3% 1.0%  0.76 bp o
7 1.6% 0.4% -1.25bp o
8 0.8% 0.5% -0.26 bp
9 0.4%  02% -0.25bp T e ——
10 0.6% 0.4% -0.22 bp T e
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seoClarity CTR Study — Industry Breakdown

B2B Industry

Analyzed approx. 40K keywords
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B2B - Mobile vs Desktop Click-Through Rates for 2025

Mobile CTR | Desktop CTR Mobile vs Desktop CTR (B2B)
25.0%
1 3.3% 14.2%
2 161% 21.6% .
3 2.6% 1.4%
4 0.9% 0.8% 15.0%
5 0.5% 01%
10.0%
6 0.5% 01%
7 0.3% 0.0% 5.0%
8 0.2% 01%
9 01% 0.2% T e s 4 s & 7 s 9 10
Mobile CTR === Desktop CTR
10 0.2% 0.2%
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B2B - Desktop Click-Through Rates

. Desktop CTR YoY (B2B)
1 24.4%  14.2% -10.27 bp
2 151% 21.6% 6.54 bp e
3 5.4% 1.4% -3.95 bp \
4 1.7% 0.8% -0.89 bp
5 0.3% 01% -0.8 bp h
6 0.2% 01% -0.07 bp o
7 0.2% 0.0% -0.20 bp
8 01% 01% 0.00 bp | N
9 02%  02% -0.05bp B S A
10 0.2% 0.2% 0.06 bp
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B2B - Mobile Click-Through Rates

. Mobile CTR YoY (B2B)
1 21.9% 3.3% -18.65 bp
2 2.3% 161% 13.84 bp o0
3 0.8% 26% 172bp
4 1.3% 0.9% -0.35bp
5 0.8% 0.5% -0.24 bp
6 0.5% 05% 0.03 bp o
7 0.7% 0.3% -0.36bp o
8 0.3% 0.2% -012 bp
9 04%  01% -0.26 bp oo —
10 01% 0.2% 0.03 bp T e
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Key Insights

» Click-through rates are declining across all ranking
positions, signaling reduced user engagement with
traditional organic listings.

- Mobile and desktop both show consistent declines,
indicating this shift in user behavior spans devices and

isn't platform-specific.

* The sharpest proportional drop is at rank position 3,
suggesting that even top results are losing visibility—
likely due to increased competition from Al Overviews,
ads, and other SERP features.
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Methodology

1.

This study compares click
through rates between
Monday, April 7, 2024, and
Monday, April 8, 2025.

. The dataset has been carefully

curated to only include the
exact same queries year over
year.

Analyzing the same day of the
week controls for natural
behavioral differences in click-
through rates across weekdays.

This ensures that changes (i.e. the
introduction of new or removal of
existing queries) don't affect the
analysis.

Clarity-



Total Data

« ~/750 million impressions
e ~32 million clicks

* ~11.8 million keywords
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