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1.   I ntr o d u cti o n 

1. 1  T hi s c o n s ult ati o n s et s o ut o ur pr o p o s al s f or a p u bli s h er c o n d u ct re q uir e m e nt 

(P u bli s h er C R ) w hi c h w o ul d pr o vi d e p u bli s h er s wit h i nf or m e d a n d m e a ni n gf ul 

c h oi c e o v er h o w G o o gl e u s e s t h eir c o nt e nt, cr a wl e d f or g e n er al s e ar c h,  f or 

t h e p ur p o s e of g e n er ati v e AI. T h at c h oi c e w o ul d b e s u p p ort e d b y i m pr o v e d 

tr a n s p ar e n c y o v er h o w t h eir c o nt e nt i s u s e d  a n d  e n g a g e d wit h, a n d m e a s ur e s 

t o e n s ur e eff e cti v e attri b uti o n of c o nt e nt . 

1. 2  T h e dr aft of o ur pr o p o s e d P u bli s h er C R a n d r el at e d I nt er pr et ati v e N ot e s c a n 

b e f o u n d i n S e cti o n  3.  F or m or e i nf or m ati o n a b o ut t h e di git al m ar k et s 

c o m p etiti o n r e gi m e , G o o gl e’ s d e si g n ati o n wit h S M S  i n g e n er al s e ar c h 

s er vi c e s a n d t h e fr a m e w or k f or c o n si d eri n g c o n d u ct r e q uir e m e nt s , s e e t h e 

‘I ntr o d u cti o n t o t h e c o n s ult ati o n’ d o c u m e nt p u bli s h e d s e p ar at el y.  

1. 3  T h e d o c u m e nt i n cl u d e s t h e f oll o wi n g  s e cti o n s :  

( a) S e cti o n 2 : Ai m of o ur  P u bli s h er  C R ;  

( b) S e cti o n 3 : O ur pr o p o s e d P u bli s h er C R a n d I nt er pr et ati v e N ot e s ; 

( c) S e cti o n 4 : Eff e cti v e n e s s of o ur pr o p o s e d P u bli s h er C R ; 

( d) S e cti o n 5 : Pr o vi si o n al pr o p orti o n alit y a s s e s s m e nt f or t h e P u bli s h er C R ; 

a n d  

( e) S e cti o n 6 : Q u e sti o n s f or c o ns ult ati o n . 

I s s u e s w e ar e s e e ki n g t o a d dr e s s 

S u m m ar y  

1. 4  P arti e s t h at m a k e c o nt e nt a v ail a bl e o n t h e w orl d wi d e w e b ( p u bli s h er s ) m a k e 

t h eir w e b c o nt e nt di s c o v er a bl e t o G o o gl e’ s S e ar c h cr a wl er, e n a bli n g G o o gl e 

S e ar c h t o pr e s e nt a n d li n k b a c k t o t h eir w e b sit e s i n it s g e n er al s e ar c h r e s ult s. 

O v er t h e p a st t w o y e ar s, G o o gl e h a s i ntr o d u c e d AI -g e n er at e d r e s p o n s e s t o 

G o o gl e S e ar c h t hr o u g h f e at ur e s s u c h a s AI O v er vi e w s a n d AI M o d e. It h a s 

al s o r oll e d o ut st a n d al o n e g e n er ati v e AI s er vi c e s s u c h a s it s G e mi ni AI 

a s si st a nt.  T h e s e f e at ur e s  a n d s er vi c e s w er e b uilt u si n g, a n d c o nti n u e t o r el y 

o n, c o nt e nt p u bli s h e d o n t h e w e b b y i n di vi d u al cr e at or s a n d b u si n e s s e s a n d 

cr a wl e d b y G o o gl e’ s S e ar c h cr a wl er.  P u bli s h er s ar e n o w f a c e d wit h a d e cli n e 

i n r ef err al s b a c k t o t h eir w e b sit e s, a n d li mit e d vi si bilit y a s t o h o w t h eir c o nt e nt 

i s b ei n g u s e d i n t h e s e n o v el s y st e m s. 

https://www.gov.uk/cma-cases/sms-investigation-into-googles-general-search-and-search-advertising-services#roadmap-of-possible-measures-to-improve-competition-in-search
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1. 5  T h e pr o p o s e d C R ai m s t o a d dr e s s t hr e e m ai n i s s u e s  ari si n g fr o m t hi s tr e n d:  

( a) Fir st, p u bli s h er s c urr e ntl y d o n ot h a v e s uffi ci e nt c h oi c e  o v er h o w t h eir 

c o nt e nt, g at h er e d f or s e ar c h, i s u s e d b y G o o gl e i n it s AI -g e n er at e d 

r e s p o n s e s. Gi v e n G o o gl e’ s S M S  i n g e n er al s e ar c h s er vi c e s, p u bli s h er s 

h a v e n o r e ali sti c o pti o n b ut t o all o w t h eir c o nt e nt t o b e cr a wl e d. B y n ot 

pr o vi di n g s uffi ci e nt c o ntr ol o v er h o w t hi s c o nt e nt i s t h e n u s e d, G o o gl e 

c a n li mit t h e a bilit y of p u bli s h er s t o m o n eti s e t h eir c o nt e nt, w hil e 

a c c e s si n g c o nt e nt f or AI -g e n er at e d r e s p o n s e s  i n a w a y t h at it s 

c o m p etit or s c a n n ot m at c h . 

( b) S e c o n d, p u bli s h er s h a v e li mit e d tr a n s p ar e n c y o v er h o w t h eir c o nt e nt , 

g at h er e d f or s e ar c h,  i s u s e d b y G o o gl e i n AI-g e n er at e d r e s p o n s e s a n d 

h o w u s er s e n g a g e wit h t h at c o nt e nt. T hi s m a k e s it h ar d er f or p u bli s h er s 

t o m a k e i nf or m e d d e ci si o n s, i n cl u di n g o n w h et h er t o all o w G o o gl e t o u s e 

t h eir c o nt e nt a n d f or w hi c h p ur p o s e s. 

( c) T hir d, eff e cti v e attri b uti o n  of c o nt e nt i n AI -g e n er at e d r e s p o n s e s i s 

i m p ort a nt f or b ot h c o n s u m er s a n d p u bli s h er s. F or c o n s u m er s, attri b uti o n 

c a n all o w t h e m t o t e st t h e v er a cit y of AI -g e n er at e d c o nt e nt. F or 

p u bli s h er s, attri b uti o n c a n h el p e n s ur e t h at c o n s u m er s ar e a w ar e of t h e 

s o ur c e s of c o nt e nt, w hi c h i n t ur n c a n all o w t h e m t o s u st ai n br a n d v al u e 

a n d t h e cr e ati o n of n e w m at eri al.  

1. 6  T h e s e i s s u e s m att er b e c a u s e G o o gl e’ s g e n er al s e ar c h s er vi c e s ar e  a k e y 

g at e w a y t hr o u g h w hi c h p e o pl e a c c e s s a n d n a vi g at e t h e w orl d wi d e w e b, a n d 

b u si n e s s e s a n d c o nt e nt cr e at or s c a n r e a c h c o n s u m er s. A s s u c h, G o o gl e 

S e ar c h i s i m p ort a nt f or virt u all y all c o nt e nt cr e at or s (a s e x pl ai n e d a b o v e w e 

u s e t h e t er m ‘p u bli s h er ’ br o a dl y i n t hi s c o n s ult ati o n t o r ef er t o all p arti e s t h at 

m a k e c o nt e nt a v ail a bl e o n t h e w orl d wi d e w e b ).1  

1. 7  I n a d diti o n, g e n er al s e ar c h s er vi c e s h a v e b e c o m e i m p ort a nt t o p e o pl e a s 

citi z e n s, n ot l e a st a s a k e y r o ut e t hr o u g h w hi c h t h e y a c c e s s n e w s. A w ell -

f u n cti o ni n g m ar k et w o ul d e n s ur e t h at p e o pl e c a n a c c e s s a wi d e r a n g e of hi g h-

q u alit y, a c c ur at e c o nt e nt w hi c h i s  attri b ut e d eff e cti v el y, a n d t h at p u bli s h er s ar e 

tr e at e d f airl y w h er e t h eir c o nt e nt i s u s e d. I n t ur n t hi s c a n h el p s u p p ort t h e 

l o n g-t er m s u st ai n a bilit y of c o nt e nt s u c h a s n e w s, wit h wi d er b e n efit s t o s o ci et y 

a n d d e m o cr a c y.  

 

 
1  O ur a n al y si s of a s et of n e w s a n d pr e s s p u bli s h er s’ d at a s h o w s r ef err al s fr o m G o o gl e S e ar c h (i n cl u di n g G o o gl e 

Di s c o v er) c o n stit ut e 3 7 % of o nli n e r ef err al s, l ar g er t h a n all ot h er t hir d -p art y s o ur c e s i n c o m bi n ati o n . S o ur c e: C M A 

a n al y si s of  1 3 r e s p o n s e s  t o C M A’ s R FI s fr o m: [ ].  
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T h e i s s u e s ari si n g fr o m G o o gl e’ s u s e of p u bli s h er c o nt e nt i n g e n er ati v e AI  

1. 8  O ur 2 0 2 5 S M S  D e ci si o n  f o u n d t h at G o o gl e h a s S M S  i n t h e pr o vi si o n of 

g e n er al s e ar c h s er vi c e s, d u e t o  it s s u b st a nti al a n d e ntr e n c h e d m ar k et p o w er 

a n d p o siti o n of str at e gi c si g nifi c a n c e i n t h at di git al a cti vit y. 2  W e e x pl ai n e d i n 

o ur S M S  D e ci si o n t h at t h e G o o gl e pr o d u ct s wit hi n s c o p e of G o o gl e’ s g e n er al 

s e ar c h s er vi c e s i n cl u d e it s g e n er ati v e AI f e at ur e s s u c h a s AI O v er vi e w s a n d 

AI M o d e; b ut t h at G o o gl e’ s G e mi ni AI a s si st a nt a n d V ert e x AI pr o d u ct ar e n ot 

wit hi n s c o p e  of t h e d e si g n ati o n .3  W e di sti n g ui s h i n t h e r e m ai n d er of t hi s 

d o c u m e nt, w h er e a p pr o pri at e, b et w e e n G o o gl e’ s:  

( a) s e ar c h g e n er ati v e AI f e at ur e s : g e n er ati v e AI -d e p e n d e nt f e at ur e s 

off er e d wit hi n  G o o gl e’ s g e n er al s e ar c h, s u c h a s AI O v er vi e w s a n d AI 

M o d e; a n d  

( b) br o a d er g e n er ati v e AI s er vi c e s: g e n er ati v e AI -d e p e n d e nt pr o d u ct s a n d 

s er vi c e s off eri n g i nf or m ati o n r etri e v al c a p a biliti e s o ut si d e  of G o o gl e’ s 

g e n er al s e ar c h, s u c h a s G e mi ni AI a s si st a nt a n d t h e V ert e x AI A PI.   

1. 9  W e r ef er t o G o o gl e’ s s e ar c h g e n er ati v e AI f e at ur e s a n d br o a d er g e n er ati v e AI 

s er vi c e s t o g et h er a s G o o gl e’ s g e n er ati v e AI s er vi c e s a n d f e at ur e s . 

1. 1 0  G o o gl e o bt ai n s c o nt e nt  t hr o u g h it s m ai n w e b cr a wl er , G o o gl e b ot , f or m a n y 

p ur p o s e s. T hi s i n cl u d e s di s pl a y of or g a ni c  g e n er al s e ar c h li sti n g s , s e ar c h 

g e n er ati v e AI  f e at ur e s, br o a d er g e n er ati v e  AI s er vi c e s , a s w ell a s t h e 

d e v el o p m e nt of AI m o d el s p o w eri n g t h e s e s er vi c e s.  T h e m ai n w a y s 

p u bli s h er s c a n  c urr e ntl y  pr e v e nt G o o gl e fr o m u si n g c o nt e nt f or g e n er ati v e AI 

p ur p o s e s ar e t hr o u g h t h e f oll o wi n g c o ntr ol s :4   

( a) T h e ‘ n oi n d e x’ c o ntr ol, w hi c h all o w s p u bli s h er s t o  pr e v e nt t h eir c o nt e nt 

e nt eri n g G o o gl e’ s i n d e x ,5  m e a ni n g it w o n’t a p p e ar  or b e li n k e d t o i n 

eit h er G o o gl e’ s or g a ni c li sti n g s or it s s e ar c h g e n er ati v e AI f e at ur e s.  

 

 
2  Str at e gi c M ar k et St at u s i n v e sti g ati o n i nt o G o o gl e’ s g e n er al s e ar c h s er vi c e s: Fi n al D e ci si o n  ( S M S D e ci si o n), 1 0 

O ct o b er 2 0 2 5.  
3  Str at e gi c M ar k et St at u s i n v e sti g ati o n i nt o G o o gl e’ s g e n er al s e ar c h s er vi c e s: Fi n al D e ci si o n ( S M S D e ci si o n) , 1 0 

O ct o b er 2 0 2 5, p ar a gr a p h s 4. 9 -4. 1 0 a n d f o ot n ot e 2 0 5.  
4  W er e  G o o gl e t o off er s e p ar at e cr a wl er s f or t h e s e p ur p o s e s , p u bli s h er s c o ul d  wit h h ol d c o n s e nt f or c ert ai n u s e s 

of t h eir c o nt e nt at t h e p oi nt of cr a wli n g.  
5  G o o gl e c urr e ntl y off er s p u bli s h er s r el at e d f u n cti o n alit y t hr o u g h G o o gl e S e ar c h C o n s ol e t o t e m p or aril y bl o c k a 

p a g e fr o m a p p e ari n g i n G o o gl e S e ar c h r e s ult s, f u n cti o ni n g  i n a si mil ar w a y t o ‘n oi n d e x ’ ( at l e a st f or g e n er al 

s e ar c h s er vi c e s).  T hi s c o ntr ol c a n  b e u s e d w h er e  a p u bli s h er w a nt s t o bl o c k S e ar c h C o nt e nt fr o m a p p e ari n g i n 

G o o gl e S e ar c h r e s ult s f a st er t h a n w o ul d b e tr u e w er e t h e p u bli s h er t o u p d at e it s p u bli s h er c o nt e nt  c o ntr ol s t o 

 

https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
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( b) T h e  ‘n o s ni p p et’ c o ntr ol, w hi c h all o w s p u bli s h er s  t o r e m ai n li n k e d i n 

G o o gl e’ s or g a ni c li sti n g s , w hil st o pt i n g o ut of  s u m m ari e s of t h eir  c o nt e nt  

(‘ s ni p p et s’) a p p e ari n g a s p art  of  or g a ni c li sti n g s a n d i n s e ar c h g e n er ati v e 

AI f e at ur e s .  

( c) T h e  ‘G o o gl e -E xt e n d e d ’ c o ntr ol , w hi c h all o w s p u bli s h er s t o o pt o ut 

c o nt e nt b ei n g u s e d t o tr ai n f ut ur e g e n er ati o n s of G e mi ni m o d el s 

p o w eri n g G e mi ni A p p s a n d V ert e x  AI A PI f or G e mi ni , a n d f or gr o u n di n g 

i n wi d er a p pli c ati o n s s u c h a s t h e G e mi ni AI a s si st a nt. G o o gl e st at e s  t h at 

u s e of  t hi s c o ntr ol will n ot b e u s e d a s a r a n ki n g si g n al i n G o o gl e 

S e ar c h. 6  

1. 1 1  B a s e d o n  t h e e vi d e n c e w e h a v e s e e n t o d at e, we c o n si d er  t h at G o o gl e’ s 

e xi sti n g  c o ntr ol s d o n ot  pr o vi d e p u bli s h er s wit h s uffi ci e nt  c h oi c e  o v er h o w 

t h eir c o nt e nt, pr o vi d e d f or g e n er al s e ar c h  (S e ar c h C o nt e nt ), i s u s e d b y 

G o o gl e . In p arti c ul ar : 

( a) W hil st p u bli s h er s c a n u s e t h e n o s ni p p et c o ntr ol t o  o pt c o nt e nt o ut of 

b ei n g u s e d a s a dir e ct i n p ut f or AI O v er vi e w s a n d AI M o d e ,7  u s e of t hi s 

c o ntr ol i s li k el y t o aff e ct t h eir or g a ni c s e ar c h r a n ki n g a n d  r e d u c e tr affi c 

b e c a u s e  p u bli s h er s l o s e t h e d e s cri pti v e t e xt t h at h el p s u s er s d e ci d e 

w h et h er t o cli c k o nt o t h e w e b sit e.  E vi d e n c e fr o m a st u d y pr o d u c e d b y 

G o o gl e s h o w e d t hat r e m o vi n g s ni p p et s  r e d u c e d tr affi c b y n e arl y  h alf. 8  

G o o gl e i nt er n al d at a al s o s h o w s  [ ].9  G i v e n t h e r ol e of G o o gl e S e ar c h 

a s a k e y g at e w a y f or c o nt e nt di s c o v er y, s u c h a r e d u cti o n i n r ef err al s 

c o ul d h a v e a s u b st a nti al i m p a ct o n p u bli s h er s’ a bilit y t o m o n eti s e t h eir 

c o nt e nt . A s s u c h e xi sti n g c o ntr ol s  d o n ot gi v e p u bli s h er s  eff e cti v e c h oi c e 

o v er t h e u s e of t h eir c o nt e nt i n s e ar c h g e n er ati v e AI f e at ur e s .1 0  

 

 
s p e cif y ‘ n oi n d e x’ f or e x a m pl e, w hi c h w e u n d er st a n d  w o ul d o nl y t a k e eff e ct o n c e G o o gl e h a d r e -cr a wl e d t h eir sit e.  

S e e G o o gl e, ‘R e m o v al s a n d S af e S e ar c h r e p ort s T o ol: T e m p or aril y bl o c k s e ar c h r e s ult s fr o m y o ur sit e, or 

m a n a g e S af e S e ar c h filt eri n g ,’ a c c e s s e d b y t h e C M A o n 6 J a n u ar y 2 0 2 6 . 
6  T h e c o ntr ol i s l e s s gr a n ul ar t h a n n o s ni p p et a n d n oi n d e x, a s it a p pli e s w h e n t h e r o b ot s.t xt  fil e i s r e a d r at h er t h a n 

b ei n g i m pl e m e nt e d t hr o u g h m et a -t a g s w hi c h all o w p a g e or e v e n s u b-p a g e l e v el c o ntr ol . S o ur c e: G o o gl e,  ‘Li st of 

G o o gl e’ s c o m m o n cr a wl er s ,’ a c c e s se d  b y t h e C M A o n 3 D e c e m b er 2 0 2 5 . 
7  G o o gl e  s ai d t h at ‘ c o nt e nt o n w e b p a g e s m ar k e d wit h n os ni p p et will n ot a p p e ar i n AI  O v er vi e w s’ a n d t h at S e ar c h 

‘ will n ot u s e c o nt e nt o n w e b p a g e s m ar k e d wit h n o s ni p p et f or cr e ati n g AI O v er vi e w s or di s pl a y al o n g si d e AI  

O v er vi e w s .’ G o o gl e ’ s r e s p o n s e t o t h e C M A’ s R FI. 
8  G o o gl e' s r e s e ar c h s h o w s t h at r e d u ci n g d et ail o n p u bli s h er c o nt e nt s h o w n ( br o a dl y i n li n e wit h t h e di s pl a y w h er e 

p u bli s h er s u s e n o s ni p p et) r e d u c e s tr affi c t o p u bli s h er s b y 4 5 %. T hi s r e s e ar c h w a s p u bli s h e d b ef or e g e n AI 

f e at ur e s w er e i n cl u d e d i n S e ar c h. S o ur c e: ar c hi v e. or g c a pt ur e of G o o gl e’ s bl o g titl e d ‘N o w i s t h e ti m e t o fi x t h e 

E U c o p yri g ht dir e cti v e ’, 7 F e br u ar y 2 0 1 9, a c c e s s e d b y t h e C M A o n 3 D e c e m b er 2 0 2 5. 
9  G o o gl e’ s c o n s oli d at e d r e s p o n s e  t o t h e C M A’ s R FI.  
1 0  F or e x a m pl e , [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s 

R FI.  

https://support.google.com/webmasters/answer/9689846?hl=en
https://support.google.com/webmasters/answer/9689846?hl=en
https://developers.google.com/crawling/docs/crawlers-fetchers/google-common-crawlers
https://developers.google.com/crawling/docs/crawlers-fetchers/google-common-crawlers
https://web.archive.org/web/20201031044320/https:/blog.google/around-the-globe/google-europe/now-time-fix-eu-copyright-directive/?_ga=2.75616285.949472276.1566964287-709807878.1565729847
https://web.archive.org/web/20201031044320/https:/blog.google/around-the-globe/google-europe/now-time-fix-eu-copyright-directive/?_ga=2.75616285.949472276.1566964287-709807878.1565729847
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( b) T h er e i s a l a c k of cl arit y o v er t h e s c o p e of ‘ G o o gl e -E xt e n d e d’ , w hi c h 

m e a n s t h at p u bli s h er s ar e u n c ert ai n a b o ut h o w  it o p er at e s i n pr a cti c e. 1 1  

W hil e G o o gl e h a s s ai d t h at G o o gl e -E xt e n d e d c o v er s t h e u s e of p u bli s h er 

c o nt e nt f or  tr ai ni n g G e mi ni m o d els a n d  gr o u n di n g r el at e d a p pli c ati o n s, it 

i s n ot cl e ar h o w or w h et h er it a p pli e s t o  ot h er AI -g e n er at e d c o nt e nt 

o ut si d e of s e ar c h. 1 2  T hi s a m bi g uit y  pr e v e nt s p u bli s h er s fr o m m a ki n g a n 

i nf or m e d c h oi c e a s t o h o w t h eir c o nt e nt i s u s e d i n br o a d er g e n er ati v e AI 

s er vi c e s. 

1. 1 2  W e h a v e al s o s e e n e vi d e n c e t h at G o o gl e  pr o vi d e s i ns uffi ci e nt tr a n s p ar e n c y 

t o e n a bl e p u bli s h er s  t o e x er ci s e i nf or m e d c h oi c e i n r el ati o n t o it s c o ntr ol s.1 3  

Fir st, t h er e i s a l a c k of tr a n s p ar e n c y o v er t h e s c o p e of G o o gl e’ s e xi sti n g 

c o ntr ol s, i n cl u di n g i n r el ati o n t o br o a d er g e n er ati v e AI s er vi c e s, a s n ot e d 

a b o v e. S e c o n d, s o m e p u bli s h er s e x pl ai n e d t h at t h eir  d e ci si o n m a ki n g i n 

r el ati o n t o t h e s e c o ntr ol s ( a s w ell a s t h eir c o nt e nt pr o d u cti o n a n d str at e g y 

m or e g e n er all y ) i s i n hi bit e d b y t h e l a c k of vi si bilit y of u s er e n g a g e m e nt wit h 

t h eir c o nt e nt w h e n di s pl a y e d i n s e ar c h g e n er ati v e AI f e at ur e s. 1 4  W e i d e ntifi e d 

v ari o u s s p e cifi c li mit s t o t h e i nf or m ati o n G o o gl e pr o vi d e s , a s s et o ut f urt h er i n 

b el o w .1 5  

1. 1 3  Fi n all y,  w e h a v e al s o s e e n e vi d e n c e t h at pr o mi n e nt a n d a c c ur at e attri b uti o n  

of p u bli s h er c o nt e nt w h er e it i s u s e d i n s e ar c h g e n er ati v e AI f e at ur e s c a n 

h a v e a si g nifi c a nt i m p a ct o n  p u bli s h er o ut c o m e s i n cl u di n g cli c k -t hr o u g h r at e s. 

Eff e cti v e attri b uti o n i s al s o i m p ort a nt t o e n a bl e u s er s t o v erif y t h e AI-

g e n er at e d r e s p o n s e s  t h at ar e pr o vi d e d, b y cli c ki n g t hr o u g h t o t h e u n d erl yi n g 

c o nt e nt if t h e y wi s h .1 6   

 

 
1 1  F or e x a m pl e, [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s 

R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI.  
1 2  G o o gl e’ s i nt er n al d o c u m e nt s s h o w t h at i n u p d ati n g t h e G o o gl e -E xt e n d e d d e s cri pti o n  [ ]. 
1 3  S e v er al  p u bli s h er s s u g g e st e d  t h e y l a c k cl arit y o n t h e i m p a ct of m a ki n g a n y c h oi c e i n r el ati o n t o cr a wl er a c c e s s. 

[ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e 

t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s 

R FI.  
1 4  [ ] p u bli s h er s m e nti o n e d b e n efit s t o c o nt e nt pr o d u cti o n a n d str at e g y fr o m r e c ei vi n g m or e i nf or m ati o n o n h o w 

G o o gl e m a k e s u s e of p u bli s h er c o nt e nt. F or e x a m pl e [ ] int er n al d o c u m e nt [ ] an d  [ ] r e s p o n s e t o t h e C M A’ s 

R FI .  
1 5  F or e x a m pl e, G o o gl e d o e s n ot t ell p u bli s h er s h o w oft e n t h eir c o nt e nt a p p e ar s i n AI O v er vi e w s . Scr a pi n g, a 

m et h o d w hi c h c o ul d all o w p u bli s h er s t o v erif y t hi s t h e m s el v e s, i s n ot c o m pli a nt wit h G o o gl e’ s t er m s of s er vi c e. 

S e e  G o o gl e T er m s of S er vi c e – Pri v a c y & T er m s – G o o gl e . G o o gl e c o nfir m e d t h at s cr a pi n g i s n ot c o m pli a nt wit h 

it s t er m s of s er vi c e, f or r e a s o n s i n cl u di n g t h at it i n cr e a s e s s er v er l o a d. G o o gl e’ s s u b mi s si o n t o t h e C M A.  
1 6  [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI.  

https://policies.google.com/terms?hl=en-US
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1.14 We recognise that Google has made, and is continuing to make, concrete 
steps to improve attribution17, 18 and has seen materially higher model 
accuracy in at least some settings.19 We also recognise that the approach to 
attribution needs to balance user and publisher interests, and that there are 
inherent technical difficulties in ensuring uniform accuracy.20 However, 
publishers’ inability to withdraw content contributes to insufficient incentives 
for Google to assure its attribution of publishers in search generative AI 
features remains accurate and sufficiently prominent.21 Further, given its SMS 
status in general search services, there is some risk that publisher choice and 
the need to retain users provides too little pressure on Google to ensure 
sufficient attribution in general search services in future. 

1.15 Taken together, these issues mean that publishers are unable to exercise 
sufficient choice over how their Search Content is used by Google across its 
generative AI services and features. These issues arise in a context in which 
Google’s use of Search Content in generative AI services and features is 
having a significant impact on traffic to publishers’ websites, and therefore 
their ability to monetise their content. Evidence from an internal Google 
experiment indicates that, for ‘in slice’ data (ie queries which would have 
triggered an AI Overview), clicks to publisher sites decrease by approximately 
[]% when an AI Overview is shown on a search results page, relative to if 
the AI Overview was not shown.22 As set out further in our proportionality 
assessment, we consider that this inability to exercise sufficient choice can 

 
 
17 See for example: Google, ‘AI Overviews: About last week’, 30 May 2024, accessed by the CMA on 3 
December 2025. Google, ‘Supporting the web with new features and partnerships’, 10 December 2025, accessed 
by the CMA on 11 December 2025. 
18 A Google internal document on corroboration in AI Overviews and AI Mode indicates that [].   
19 Google internal documents from July 2024 report that factuality levels for queries related to [] provided in 
response to the CMA’s RFI.  
20 The probabilistic nature of the models means that it would be likely impossible for anybody to develop models 
which never return inaccurate responses. Google also told us that it continues to experiment with prominence, 
but that it must make trade-offs between the needs of users and publishers. See Google’s response to the CMA’s 
RFI.  
21 For example, one publisher told us that being able separately to identify and opt out of grounding and training 
of search generative AI features would put pressure on Google to improve attribution, referral of traffic and  
the factuality of results in its AI interfaces, to encourage publishers to opt in. See [] response to the CMA’s RFI.  
22 Evidence from an internal Google experiment indicates that organic clicks decrease by approximately [] % 
for the slice of traffic where an AI Overview is shown on a search results page. Google’s experiment is a 
randomised control trial []. This experiment does not take into account []. The overall fall in clicks is [], this 
would in part appear to be because AI Overviews only show on a minority of queries. Google’s internal 
document. Google’s response to the CMA’s RFI. 

https://blog.google/products-and-platforms/products/search/ai-overviews-update-may-2024/
https://blog.google/products-and-platforms/products/search/tools-partnerships-web-ecosystem/


9 

l e a d to t h e f oll o wi n g a d v er s e i m p a ct s o n  w e b p u bli s h er s  a n d e n d -c o n s u m er s 

of w e b c o nt e nt :2 3  

( a) P u bli s h er s  c a n n ot  e x er ci s e s uffi ci e nt  c h oi c e i n r el ati o n t o G o o gl e’ s 

c o ntr ol s , i n cl u di n g o pti n g o ut w h er e AI -g e n er at e d r e s p o n s e s  d o n ot 

b e n efit t h e p u bli s h er;2 4   

(i) W h er e p u bli s h er s’ S e ar c h C o nt e nt i s u s e d i n s e ar c h g e n er ati v e AI 

f e at ur e s, t hi s c a n aff e ct c o n s u m er s’ e n g a g e m e nt a n d t h e e xt e nt t o 

w hi c h t h e y cli c k t hr o u g h t o t h e u n d erl yi n g  w e b sit e – a n d s o aff e ct 

p u bli s h er s’ a bilit y t o m o n eti s e t h eir c o nt e nt ; 

(ii) W h er e p u bli s h er s’ S e ar c h C o nt e nt i s u s e d i n br o a d er  g e n er ati v e AI 

s er vi c e s , t hi s c a n al s o aff e ct p u bli s h er s’ a bilit y t o m o n eti s e t h eir 

c o nt e nt a n d all o w G o o gl e t o b e n efit fr o m it s p o siti o n i n s e ar c h w h e n 

c o m p eti n g i n m ar k et s f or g e n er ati v e AI -d e p e n d e nt pr o d u ct s a n d 

s er vi c e s o ut si d e s e ar c h ; 

( b) P u bli s h er s ar e c o n str ai n e d i n t h eir a bilit y t o  o pti mi s e t h eir c o nt e nt or 

m o n eti s ati o n str at e gi e s  eff e cti v el y , f or e x a m pl e i n h o w t h e y all o c at e 

e dit ori al r e s o ur c e s t o pr o d u c e c o nt e nt w hi c h b e st s u p p ort s cli c k -t hr o u g h 

r at e s;2 5  

( c) P u bli s h er s’ b ar g ai ni n g p o siti o n s ar e li k el y u n d er mi n e d  b e c a u s e G o o gl e 

i s u si n g t h eir S e ar c h C o nt e nt i n n e w w a y s wit h o ut pr o vi di n g a d diti o n al 

i nf or m ati o n or c o ntr ol s o n h o w it d o e s s o, i n hi biti n g p u bli s h er s’ a bilit y t o 

m ai nt ai n a n d i m pr o v e  t h eir c o m p e n s ati o n f or s u c h c o nt e nt ; a n d 

( d) G o o gl e’ s i n c e nti v e s t o m ai nt ai n a n d i m pr o v e t h e f a ct u alit y a n d 

pr o mi n e n c e of attri b uti o n of p u bli s h er s i n s e ar c h g e n er ati v e AI f e at ur e s  

 

 
2 3  F or e x a m pl e,  se v er al  p u bli s h er s s u g g e st e d  i n eff e cti v e c h oi c e i n c o ntr ol s  i n hi bit s c o m m er ci al or fi n a n ci al 

b e n efit s t h e y r e c ei v e fr o m pr o vi di n g c o nt e nt t o G o o gl e. W e  e x p e ct t hi s w o ul d h a v e at l e a st s o m e k n o c k -o n eff e ct 

f or e n d - c o n s u m er s. S e e [ ] r e s p o n s e t o t h e C M A’ s R FI.  [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ]  r e s p o n s e t o t h e 

C M A’ s R FI . [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI.  [ ] r e s p o n s e t o t h e C M A’ s R FI.  

[ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI.  
2 4  W h e n AI O v er vi e w s ar e s h o w n, G o o gl e’ s d at a s h o w s [ ]  r ef err al s ar e fr o m  or g a ni c li n k s u n d er t h e AI 

O v er vi e w, r at h er t h a n fr o m li n k s wit hi n t h e AI O v er vi e w it s elf.  P u bli s h er s t ol d u s t h at b ei n g a bl e t o o pt t h eir 

c o nt e nt o ut of AI O v er vi e w s w o ul d h el p s u p p ort t h eir a bilit y t o i n v e st i n pr o d u ci n g c o nt e nt, a s s et o ut i n p ar a gr a p h 

5. 3 1  b el o w . S o ur c e: C M A A n al y si s of d at a  s u b mitt e d  i n [ ] G o o gl e’ s  r e s p o n s e t o t h e C M A’ s R FI.  
2 5  T hi s i n v ol v e s G o o gl e’ s u s e  of c o nt e nt t o d e v el o p f e at ur e s w hi c h a p p e ar t o r e d u c e cli c k -t hr o u g h r at e s f or 

p u bli s h er s , r e d u ci n g t h e b e n efit t h e y r e c ei v e f or c o ntri b uti n g r el ati v e t o f u n cti o n s wit hi n tr a diti o n al or g a ni c li sti n g s 

s u c h a s i n d e x a n d r a n ki n g . P u bli s h er s ar e u n a bl e t o i d e ntif y h o w f ar  t h eir c o nt e nt i s u s e d f or t h e s e n e w p ur p o s e s, 

or e x er ci s e c o ntr ol s t o a d dr e s s t hi s c h a n g e i n v al u e pr o p o siti o n.  
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are likely reduced,26 which risks damage to publishers’ brands and may 
affect end users by eroding trust and transparency.  

(e) Insufficient attribution can also undermine consumers’ ability to check 
and verify the underlying sources of AI-generated responses – 
something that we expect to become increasingly important over time.  

1.16 Collectively, these limitations can restrict publishers’ abilities to invest in new 
high-quality content, which leads to detriment for end users.27 This could be 
particularly significant for certain sectors, such as news.28 End users will also 
be harmed were attribution to be insufficiently prominent or accurate, since 
this would inhibit trust and transparency in AI-generated responses. 

 
 
26 For example, one publisher said there is merit in being able to opt out of these features in a scenario in which 
Google designs those services in a way in which there is limited attribution, or the lack of a return path back to 
the source website on which the article was first published. Financial Times’s response to the CMA’s RFI.  
27 For example, one publisher’s internal document projects that a hypothetical loss of all organic traffic to their 
site would cost the organisation approximately £5 million in advertising and subscription revenue per year. [] 
internal document [].  
28 A Mediatique report for the Cairncross review identified that declining revenues has in the past resulted, 
amongst other consequences, in a reduction in frontline journalism, consistent with other reports cited in 
paragraph 5.36. We set out benefits of news consumption in paragraphs 5.36 to 5.41. Source: Mediatique for 
Department for Digital, Culture, Media & Sport, Overview of recent dynamics in the UK press market, April 2018, 
accessed by the CMA on 23 January 2025.  

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/778155/180621_Mediatique_-_Overview_of_recent_dynamics_in_the_UK_press_market_-_Report_for_DCMS.pdf


1 1  

2.  T h e ai m of o ur P u bli s h er C R  

2. 1  T a ki n g i nt o a c c o u nt t h e n at ur e of t h e c o n c er n s s et o ut i n S e cti o n  1 a b o v e, w e 

pr o p o s e t o i ntr o d u c e a C R t o e n s ur e p u bli s h er s c a n  m a k e  pr o p erl y i nf or m e d 

a n d m e a ni n gf ul c h oi c e s o v er h o w t h eir S e ar c h C o nt e nt  i s u s e d i n r el ati o n t o 

G o o gl e’ s g e n er ati v e AI s er vi c e s a n d f e at ur e s. T o m a k e a pr o p erl y i nf or m e d 

a n d  m e a ni n gf ul c h oi c e , p u bli s h er s r e q uir e  s uffi ci e nt :  

( a) c o ntr ol s t h at  e n a bl e t h e m t o wit h h ol d t h e u s e of t h eir c o nt e nt f or 

G o o gl e’ s g e n er ati v e AI s er vi c e s a n d f e at ur e s (i n cl u di n g o n t h e S E R P) 

wit h o ut aff e cti n g t h eir p o siti o n or di s pl a y  i n G o o gl e’ s g e n er al s e ar c h i n a 

w a y t h at r e d u c e s t h eir s e ar c h tr affi c;  

( b) tr a n s p ar e n c y t o m a k e a n i nf or m e d c h oi c e, i n cl u di n g r e g ar di n g:   

(i) h o w G o o gl e u s e s S e ar c h C o nt e nt  a n d t h e  eff e ct t h o s e c o ntr ol s  will 

h a v e o n s u c h u s e, s o t h at t h e y c a n b e w ell -u n d er st o o d, i n cl u di n g i n 

t er m s of t h e s c o p e of t h e g e n er ati v e AI s er vi c e s a n d f e at ur e s t o w hi c h 

t h e y a p pl y; a n d  

(ii)  ho w u s er s ar e e n g a gi n g wit h c o nt e nt i n G o o gl e’ s s e ar c h g e n er ati v e 

AI f e at ur e s , s o t h at t h e y c a n u n d er st a n d t h e p ot e nti al b e n efit s of 

p er mitti n g G o o gl e t o u s e t h eir S e ar c h C o nt e nt i n t h o s e f e at ur e s; a n d 

( c) tr u st t h at G o o gl e will pr o vi d e s uffi ci e nt attri b ut i o n of S e ar c h C o nt e nt 

wit hi n G o o gl e’ s s e ar c h g e n er ati v e AI f e at ur e s, s o t h at t h e y c a n 

u n d er st a n d t h e p ot e nti al ri s k i n h o w S e ar c h C o nt e nt i s u s e d or attri b ut e d 

i n t h o s e f e at ur e s.  

2. 2  T h e ai m of t h e P u bli s h er C R w o ul d t h er ef or e b e t o e n s ur e t h at 

p u bli s h er s h a v e  s uffi ci e nt : 

( a) c o ntr ol s o v er G o o gl e’ s u s e of t h eir S e ar c h C o nt e nt  i n it s g e n er ati v e 

AI s er vi c e s  a n d f e at ur e s ;  

( b) tr a n s p ar e n c y o v er G o o gl e’ s u s e of t h eir S e ar c h C o nt e nt i n it s 

g e n er ati v e AI s er vi c e s a n d f e at ur e s a n d  u s er e n g a g e m e nt wit h t h eir 

S e ar c h C o nt e nt  i n s e ar c h g e n er ati v e AI f e at ur e s; a n d  

( c) tr u st t h at w h er e G o o gl e u s e s S e ar c h C o nt e nt i n it s s e ar c h 

g e n er ati v e AI f e at ur e s, t h at c o nt e nt i s s uffi ci e ntl y  a n d a c c ur at el y  

attri b ut e d,  
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t o e n a bl e t h e m t o m a k e  pr o p erl y i nf or m e d a n d m e a ni n gf ul d e ci si o n s 

a b o ut w h et h er a n d h o w t h e y i nt er a ct wit h G o o gl e i n r e s p e ct of g e n er al 

s e ar c h s er vi c e s.   

 

2. 3  O v er all, t hi s w o ul d e n a bl e p u bli s h er s t o m a k e m or e i nf or m e d d e ci si o n s a b o ut 

h o w t h eir S e ar c h C o nt e nt i s u s e d a n d h el p a d dr e s s  t h e b ar g ai ni n g p o w er t h at 

G o o gl e h a s o v er p u bli s h er s b e c a u s e of it s S M S i n g e n er al s e ar c h. W e 

r e c o g ni s e t h at t hi s will n ot a d dr e s s all t h e i s s u e s c urr e ntl y f a ci n g p u bli s h er s. 

H o w e v er, w e c o n si d er t h at  it w o ul d b e a n i m p ort a nt  pr e c o n diti o n  f or 

a d dr e s si n g br o a d er c o n c er n s a b o ut p u bli s h er s’ a bilit y t o n e g oti at e r e a s o n a bl e 

t er m s wit h G o o gl e f or u s e of t h eir S e ar c h Co nt e nt .  

S t at ut or y o bj e cti v e( s) 

2. 4  A s e x pl ai n e d i n t h e ‘I ntr o d u cti o n t o t h e c o n s ult ati o n’ d o c u m e nt,  t h e A ct 

pr o vi d e s t h at C R s m u st s e e k t o a c hi e v e o n e or m or e of t hr e e st at ut or y 

o bj e cti v e s. 2 9  

2. 5  T h e pr o p o s e d P u bli s h er C R w o ul d p ur s u e : 

( a) T h e fair d e ali n g o bj e cti v e ( s e cti o n 1 9( 6 ) of t h e A ct): t h at p u bli s h er s (a s 

u s er s of G o o gl e’ s g e n er al s e ar c h  s er vi c e s3 0 ) ar e tr e at e d f airl y a n d a bl e 

t o i nt er a ct, w h et h er dir e ctl y or i n dir e ctl y, wit h G o o gl e o n r e a s o n a bl e 

t er m s; a n d 

( b) T h e tr u st a n d tr a n s p ar e n c y  o bj e cti v e ( s e cti o n 1 9( 8) of t h e A ct) : t h at 

p u bli s h er s  h a v e t h e i nf or m ati o n t h e y r e q uir e t o u n d er st a n d G o o gl e’ s 

g e n er al s e ar c h s er vi c e s  a n d t h e t er m s o n w hi c h t h e y ar e pr o vi d e d,  a n d  

m a k e pr o p erl y i nf or m e d d e ci si o n s a b o ut w h et h er a n d h o w t h e y i nt er a ct 

wit h G o o gl e  i n r e s p e ct of g e n er al s e ar c h s er vi c e s.    

P er mitt e d t y p e ( s)  

2. 6  A s e x pl ai n e d i n t h e ‘I ntr o d u cti o n t o t h e c o n s ult ati o n’ d o c u m e nt, e a c h C R m u st 

f all wit hi n a n e x h a u sti v e li st of ‘ p er mitt e d t y p e s’ s et o ut i n t h e A ct.3 1   

 

 
2 9  S e cti o n 1 9( 5) of t h e A ct.  
3 0  ‘ U s er’ i n cl u d e s a n y p er s o n, l e g al or n at ur al, a n d, i n r el ati o n t o a di git al a cti vit y, m e a n s a n y u s er of t h e r el e v a nt 

s er vi c e or di git al c o nt e nt ( s 1 1 8( 1)); w hil e ‘ u si n g’ i n cl u d e s, ‘i n r el ati o n t o a s er vi c e or di git al c o nt e nt, i nt er a cti n g, or 

c arr yi n g o ut a cti viti e s t h at i nt er a ct, i n a n y w a y, dir e ctl y or i n dir e ctl y, wit h t h e s er vi c e or di git al c o nt e nt’ 

( s 1 1 8( 2)( b)). S e e f urt h er t h e e x pl a n at or y n ot e s t o t h e A ct, p ar a gr a p h 5 3 3(f).  
3 1  S e cti o n s 1 9( 9) a n d 2 0 of t h e A ct.  
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2. 7  T h e c o m p o n e nt s of t h e pr o p o s e d  P u bli s h er C R w o ul d f all u n d er t h e f oll o wi n g 

p er mitt e d  t y p es: 

( a) S e cti o n 2 0( 3)( d ): pr e v e nti n g G o o gl e fr o m r e q uiri n g or i n c e nti vi si n g 

p u bli s h er s t o u s e it s g e n er ati v e AI s er vi c e s a n d f e at ur e s al o n g si d e it s 

tr a diti o n al s e ar c h e n gi n e ( G o o gl e S e ar c h)  – s e e p ar a gr a p h s 2 a n d 3  of 

t h e dr aft C R ;3 2   

( b) S e cti o n 2 0( 2)( c) : o bli gi n g G o o gl e t o pr o vi d e cl e ar, r el e v a nt, a c c ur at e a n d 

a c c e s si bl e i nf or m ati o n t o p u bli s h er s a b o ut g e n er al s e ar c h s er vi c e s: i n 

p arti c ul ar, h o w t h eir c o nt e nt, c oll e ct e d f or t h e p ur p o s e of g e n er al s e ar c h, 

i s u s e d, attri b ut e d a n d e n g a g e d wit h  – s e e p ar a gr a p h s 4, 5 a n d 6  of  t h e 

dr aft  C R ; a n d  

( c) S e cti o n 2 0( 2)( e): o bli gi n g G o o gl e t o pr e s e nt t o p u bli s h er s  a n y o pti o n s or 

d ef a ult s etti n g s  i n r el ati o n t o g e n er al s e ar c h s er vi c e s  i n a w a y t h at all o w s 

p u bli s h er s t o m a k e i nf or m e d a n d eff e cti v e d e ci si o n s i n t h eir o w n b e st 

i nt er e st s a b o ut t h o s e o pti o n s or s etti n g s – s e e p ar a gr a p h  4 of t h e dr aft 

C R . 

C o n s u m er b e n efit s li k el y t o r e s ult fr o m t hi s C R  

2. 8  B ef or e i m p o si n g a C R, t h e C M A m u st h a v e r e g ar d i n p arti c ul ar t o t h e b e n efit s 

f or c o n s u m er s t h at it c o n si d er s w o ul d li k el y r e s ult fr o m t h e C R.3 3  

2. 9  W e c o n si d er t h at o ur pr o p o s al s w o ul d r e pr e s e nt a p o siti v e st e p t o w ar d s 

i m pr o vi n g p u bli s h er s a n d c o n s u m er o ut c o m e s. I n p arti c ul ar, w e e x p e ct t h e 

pr o p o s al s w o ul d  l e a d t o c o n s u m er b e n efit s  i n s e v er al w a y s, i n cl u di n g:  

( a) B y  su p p orti n g p u bli s h er s f a ci n g c h all e n g e s  cr e at e d b y t h e i n cl u si o n of 

AI -g e n er at e d r e s p o n s e s  i n g e n er al s e ar c h s er vi c e s, c o n s u m er s w o ul d 

b e  li k el y t o b e n efit fr o m i m pr o v e d q u alit y a n d a v ail a bilit y of w e b c o nt e nt.   

( b) B y e n s uri n g G o o gl e m e a ni n gf ull y attri b ut e s c o nt e nt i n it s AI -g e n er at e d 

r e s p o n s e s, w e e x p e ct t h e  P u bli s h er  C R w o ul d  c o ntri b ut e  t o c o n s u m er s’ 

a bilit y t o a s s e s s a n d tr u st c o nt e nt t h e y r e a d o n t h e w e b.  

 

 
3 2  T h e e x pl a n at or y n ot e s t o t h e A ct ( p ar a gr a p h 1 9 1) n ot e t h at ‘ T hi s p er mitt e d t y p e al s o e n c o m p a s s e s a sit u ati o n 

w h er e a d e si g n at e d u n d ert a ki n g r e q uir e s or i n c e nti vi s e s t h e u s e of o n e p art of t h e d e si g n at e d a cti vit y ( e. g. a 

p a y m e nt s er vi c e) al o n g si d e a n ot h er ( e. g. a n a p p st or e)’.   
3 3  S e cti o n 1 9( 1 0) of t h e A ct.  
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(c) By facilitating a more level playing field between Google and its 
competitors, we expect the CR would support improved generative AI 
service offerings which benefit consumers.  

2.10 We provide greater detail of how these consumer benefits would arise 
(together with benefits to businesses such as publishers) in paragraphs 5.27 
to 5.48 below. 
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3.  O ur pr o p o s e d P u bli s h er C R a n d I nt er pr et ati v e N ot e s  

P u bli s h er C R  

3. 1  H a vi n g i d e ntifi e d o ur  ai m ( s e e p ar a gr a p h 2. 2 ) b a s e d o n t h e c o n c er n s 

i d e ntifi e d i n S e cti o n  1, w e ar e pr o p o si n g t o i m p o s e t h e f oll o wi n g dr aft 

P u bli s h er C R o n t h e b a si s of t h e eff e cti v e n e s s a n d pr o p orti o n alit y a n al y si s s et 

o ut i n S e cti o n s 4 a n d 5 b el o w r e s p e cti v el y.  

D efi niti o n s  

1.  F or t h e p ur p o s e s of t hi s c o n d u ct r e q uir e m e nt:   

a.  br o a d er g e n er ati v e AI s er vi c e s  m e a n s G o o gl e' s g e n er ati v e AI -

d e p e n d e nt pr o d u ct s a n d s er vi c e s off eri n g i nf or m ati o n r etri e v al 

c a p a biliti e s o ut si d e of g e n er al s e ar c h, s u c h a s G e mi ni AI A s si st a nt a n d 

t h e V ert e x AI A PI.  

b.  g e n er al s e ar c h  h a s t h e m e a ni n g gi v e n t o it i n t h e S M S D e ci si o n N oti c e 

d at e d 1 0 O ct o b er 2 0 2 5, a s r e vi s e d fr o m ti m e t o ti m e.  

c. g e n er al s e ar c h s er vi c e s h a s t h e m e a ni n g gi v e n t o it i n t h e S M S 

D e ci si o n N oti c e d at e d 1 0 O ct o b er 2 0 2 5, a s r e vi s e d fr o m ti m e t o ti m e.  

d.  g e n er ati v e AI s er vi c e s a n d f e at ur e s  m e a n s G o o gl e' s s e ar c h 

g e n er ati v e AI f e at ur e s a n d br o a d er g e n er ati v e AI s er vi c e s, t o g et h er.  

e.  p u bli s h er  m e a n s a n y p art y t h at m a k e s c o nt e nt a v ail a bl e o n t h e w e b t o 

a n y n at ur al or l e g al p er s o n s l o c at e d i n t h e U K u si n g G o o gl e’ s g e n er al 

s e ar c h s er vi c e s .  

f. S e ar c h  Co nt e nt  m e a n s p u bli s h er c o nt e nt c oll e ct e d t hr o u g h G o o gl e b ot 

or a n y G o o gl e cr a wl er f ulfilli n g t h e f u n cti o n of cr a wli n g o p e n w e b c o nt e nt 

f or G o o gl e’ s g e n er al s e ar c h.   

g.  s e ar c h g e n er ati v e AI f e at ur e s  m e a n s G o o gl e' s g e n er ati v e AI -

d e p e n d e nt f e at ur e s off er e d wit hi n g e n er al s e ar c h, s u c h a s AI O v er vi e w s 

a n d AI M o d e.  

C o ntr ol s  

2.  G o o gl e s h all pr o vi d e p u bli s h er s wit h eff e cti v e c o ntr ol s t o wit h h ol d t h eir S e ar c h 

C o nt e nt fr o m b ei n g u s e d i n:   

a.  t h e tr ai ni n g a n d gr o u n di n g of it s br o a d er g e n er ati v e AI s er vi c e s; a n d  

b.  t h e gr o u n di n g of it s s e ar c h g e n er ati v e AI f e at ur e s.   

3.  I n r el ati o n t o t h e c o ntr ol s d e s cri b e d i n p ar a gr a p h 2, G o o gl e:  
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a.  s h all e n s ur e t h at t h o s e c o ntr ol s e v ol v e i n a n a p pr o pri at e w a y a s 

g e n er ati v e AI s er vi c e s a n d f e at ur e s e v ol v e;  

b.  s h all  n ot :  

i. m ai nt ai n or i ntr o d u c e r a n ki n g  si g n al s w h o s e p ur p o s e i s t o 

d o w nr a n k o pt e d -o ut S e ar c h C o nt e nt i n g e n er al s e ar c h o ut si d e of 

s e ar c h g e n er ati v e AI f e at ur e s ; or  

ii. c a u s e  S e ar c h C o nt e nt t o b e pr e s e nt e d or di s pl a y e d diff er e ntl y i n 

g e n er al s e ar c h o ut si d e of s e ar c h g e n er ati v e AI f e at ur e s  

d e p e n di n g u p o n w h et h er it i s o pt e d i n or o ut t hr o u g h t h o s e 

c o ntr ol s ; a n d   

c. s h all n ot att e m pt t o cir c u m v e nt a n y p u bli s h er’ s c h oi c e t o wit h h ol d it s 

S e ar c h C o nt e nt b y a c q uiri n g t h at c o nt e nt t hr o u g h ot h er s o ur c e s.  

T r a n s p ar e n c y  

4.  G o o gl e s h all :  

a.  p u bli s h cl e ar a n d d et ail e d i nf or m ati o n e x pl ai ni n g h o w S e ar c h C o nt e nt  i s 

u s e d f or t h e tr ai ni n g a n d gr o u n di n g of it s g e n er ati v e AI s er vi c e s a n d 

f e at ur e s; a n d 

b.  e n s ur e t h at t h e eff e ct a n d s c o p e of t h e c o ntr ol s d e s cri b e d i n p ar a gr a p h 

2 i s tr a n s p ar e nt a n d c a n b e w ell-u n d er st o o d b y  p u bli s h er s .   

5.  G o o gl e s h all pr o vi d e p u bli s h er s wit h cl e ar a n d d et ail e d m etri c s o n u s er 

e n g a g e m e nt wit h t h eir S e ar c h C o nt e nt w h er e it i s u s e d i n it s s e ar c h g e n er ati v e 

AI f e at ur e s.  

Attri b uti o n  

6.  G o o gl e s h all :  

a.   ta k e r e a s o n a bl e st e p s t o e n s ur e t h at S e ar c h C o nt e nt i s s uffi ci e ntl y 

attri b ut e d w h e n u s e d i n s e ar c h g e n er ati v e AI f e at ur e s ; a n d 

b.   pu bli s h cl e ar a n d d et ail e d i nf or m ati o n e x pl ai ni n g t h e st e p s it t a k e s t o :  

(i) e n s ur e t h at S e ar c h  C o nt e nt i s s uffi ci e ntl y attri b ut e d  in s e ar c h 

g e n er ati v e AI f e at ur e s;  a n d  

(ii) e n s ur e a n d m e a s ur e  t h e f a ct u alit y of s e ar c h g e n er ati v e AI f e at ur e s.  



1 7  

I nt er pr et ati v e N ot e s 

3. 2  T h e C M A m a y p u bli s h i nt er pr et ati v e n ot e s t o a c c o m p a n y a C R. I nt er pr et ati v e 

n ot e s will pr o vi d e gr e at er cl arit y o v er t h e C M A’ s i nt er pr et ati o n of a C R, 

i n cl u di n g h o w it m a y a p pl y i n p arti c ul ar cir c u m st a n c e s, f or t h e b e n efit of b ot h 

t h e S M S fir m a n d ot h er i n d u str y p arti ci p a nt s.3 4  It w o ul d b e o p e n t o t h e S M S 

fir m t o t a k e a diff er e nt a p pr o a c h t o t h e o n e o utli n e d i n t h e i nt er pr et ati v e n ot e s 

w h er e it i s a bl e t o d e m o n str at e t o t h e C M A t h at it s a p pr o a c h c o m pli e s wit h t h e 

t er m s of t h e C R.3 5   

3. 3  W e pr o p o s e t h at t h e P u bli s h er C R b e a c c o m p a ni e d b y t h e f oll o wi n g s et of 

i nt er pr et ati v e n ot e s.  

Eff e cti v e c o ntr ol s  

1.  U n d er t h e r e q uir e m e nt s et o ut i n p ar a gr a p h s 2 a n d 3 of t h e c o n d u ct  

r e q uir e m e nt, i n or d er t o pr o vi d e eff e cti v e c o ntr ol s w e e x p e ct G o o gl e t o:  

( a) I n r el ati o n t o t h e tr ai ni n g a n d gr o u n di n g of br o a d er g e n er ati v e AI 

s er vi c e s :  

(i) m a k e a n y c h a n g e s n e c e s s ar y t o t h e e xi sti n g G o o gl e -E xt e n d e d 

c o ntr ol i n or d er f or it t o e n a bl e p u bli s h er s t o o pt t h eir S e ar c h 

C o nt e nt o ut of t h e tr ai ni n g of g e n er ati v e AI m o d el s a n d gr o u n di n g 

of br o a d er g e n er ati v e AI s er vi c e s; a n d  

(ii) p u bli s h cl e ar a n d d et ail e d i nf or m ati o n d e s cri bi n g t h e s c o p e of t h e 

G o o gl e -E xt e n d e d c o ntr ol. T hi s s h o ul d i n cl u d e a d e s cri pti o n of 

G o o gl e -E xt e n d e d a n d it s o v er all p ur p o s e, t h e k e y e x c e pti o n s a n d 

li mit ati o n s t o it s s c o p e a n d a n e x pl a n ati o n of t h e p u bli s h er c o nt e nt 

G o o gl e -E xt e n d e d c o v er s.   

( b) I n r el ati o n to t h e gr o u n di n g of s e ar c h g e n er ati v e AI f e at ur e s:    

(i) i ntr o d u c e a n e w c o ntr ol t o e n a bl e p u bli s h er s t o o pt  o ut of t h e u s e of 

t h eir S e ar c h Co nt e nt at b ot h  dir e ct or y -l e v el a n d p a g e -l e v el; a n d   

( c) n ot t a k e a n y a cti o n s or o mi s si o n s t h at w o ul d fr u str at e t h e eff e cti v e n e s s 

of t h e c o ntr ol s.   

 

 
3 4  S e e Di git al M ar k et s C o m p etiti o n R e gi m e G ui d a n c e  ( C M A 1 9 4), p ar a gr a p h s 3. 5 9 t o 3. 6 0. 
3 5  S e e Di git al M ar k et s C o m p etiti o n R e gi m e G ui d a n c e  ( C M A 1 9 4), p ar a gr a p h 3. 6 1. 

https://assets.publishing.service.gov.uk/media/6762f4f6cdb5e64b69e307de/Digital_Markets_Competition_Regime_Guidance.pdf
https://assets.publishing.service.gov.uk/media/6762f4f6cdb5e64b69e307de/Digital_Markets_Competition_Regime_Guidance.pdf
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2.  P ar a gr a p h 3. a . of t h e c o n d u ct r e q uir e m e nt  r e q uir e s t h at t h e c o ntr ol s e v ol v e 

i n a n a p pr o pri at e w a y. T h e C M A e x p e ct s G o o gl e t o k e e p t h e s c o p e a n d 

o p er ati o n of t h e c o ntr ol s u n d er a cti v e r e vi e w o v er ti m e a n d t o e xt e n d t h e m 

t o n e w g e n er ati v e AI s er vi c e s a n d f e at ur e s a s t h e y ar e r el e a s e d. T h e C M A 

al s o e x p e ct s G o o gl e t o a d o pt a pr o d u ct -a g n o sti c d efi niti o n s u c h t h at t h e 

c o ntr ol s s c o p e i n s er vi c e s w hi c h pr o d u c e a s u b st a nti al a m o u nt of 

g e n er ati v e o ut p ut, gr o u n d e d o n or ot h er wi s e u si n g p u bli s h er c o nt e nt, i n 

r e s p o n s e t o u s er q u eri e s. 

3.  P ur s u a nt t o p ar a gr a p h 3. b .i. of t h e c o n d u ct r e q uir e m e nt, G o o gl e  s h o ul d n ot 

i nt e nti o n all y r a n k p u bli s h er s  l o w er or r e m o v e t h e m fr o m or g a ni c s e ar c h 

r e s ult s b a s e d o n t h eir u s e of t h e c o ntr ol s; h o w e v er , t h e C M A r e c o g ni s e s 

t h at G o o gl e m a y n ot b e a bl e t o c o ntr ol f or all p o s si bl e s e c o n d or d er eff e ct s 

of t h e c o ntr ol s o n G o o gl e’ s o v er all r a n ki n g al g orit h m.   

4.   Par a gr a p h 3. b .ii. of t h e c o n d u ct r e q uir e m e nt  e n c o m p a s s e s a n y c h a n g e t o 

t h e pr e s e nt ati o n of p u bli s h er s’ c o nt e nt i n g e n er al  s e ar c h t h at c o ul d r e d u c e 

t h e r at e at w hi c h u s er s cli c k t hr o u g h t o t h eir c o nt e nt. O pti n g o ut of t h eir 

S e ar c h C o nt e nt  b ei n g i n cl u d e d i n a n y of G o o gl e’ s g e n er ati v e AI s er vi c e s 

a n d f e at ur e s s h o ul d  t h er ef or e n ot l e a d t o a p u bli s h er l o si n g f e at ur e s s u c h 

a s s ni p p et s . 

5.  P ar a gr a p h 3. c. of t h e c o n d u ct r e q uir e m e nt  r e q uir e s G o o gl e n ot t o a cti v el y 

att e m pt t o cir c u m v e nt a p u bli s h er’ s c h oi c e. T h e C M A e x p e ct s G o o gl e n ot 

t o, f or e x a m pl e, p a y a t hir d p art y t o cr a wl t h e w e b sit e of a p u bli s h er t h at h a s 

o pt e d o ut of it s S e ar c h C o nt e nt b ei n g u s e d b y G o o gl e t hr o u g h t h e s e 

c o ntr ol s. H o w e v er, t h e C M A c o n si d er s t h at it w o ul d b e r e a s o n a bl e f or 

G o o gl e t o a c q uir e s u c h c o nt e nt t hr o u g h o p e n -s o ur c e d at a s et s, w h er e t h e s e 

d at a s et s h a v e o bt ai n e d c o nt e nt l e g all y, gi v e n t h e n at ur e of s u c h s o ur c e s.  

T r a n s p ar e n c y o v er G o o gl e’ s u s e of p u bli s h er c o nt e nt a n d p u bli s h er c o ntr ol s   

6.  T h e i nf or m ati o n G o o gl e i s r e q uir e d t o pr o vi d e p ur s u a nt t o p ar a gr a p h 4 . a. of 

t h e c o n d u ct r e q uir e m e nt s h o ul d b e s uffi ci e ntl y cl e ar a n d d et ail e d t o a s si st 

p u bli s h er s i n d e ci di n g w h et h er t o gi v e c o n s e nt t o G o o gl e f or t h e u s e of t h eir 

S e ar c h C o nt e nt f or t h e s e p ur p o s e s, i n cl u di n g t hr o u g h t h e c o ntr ol s G o o gl e i s 

r e q uir e d t o pr o vi d e u n d er p ar a gr a p h 2 of t h e c o n d u ct r e q uir e m e nt .  

7.  P ar a gr a p h 4. b.  of t h e c o n d u ct r e q uir e m e nt  r e q uir e s t h at th e eff e ct a n d 

s c o p e of t h e p u bli s h er  c o ntr ol s i s tr a n s p ar e nt a n d c a n b e w ell -u n d er st o o d. 

T h e C M A e x p e ct s G o o gl e t o m a k e a v ail a bl e t o p u bli s h er s cl e ar a n d 

c o m pr e h e n si v e i nf or m ati o n a b o ut t h e c o ntr ol s. F or e x a m pl e, g ui d a n c e c o ul d 

b e p o st e d o n G o o gl e S e ar c h C e ntr al . T his g ui d a n c e s h o ul d li st t h o s e 

https://search.google.com/search-console/about
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G o o gl e pr o d u ct s, s er vi c e s a n d ot h er a cti viti e s t o w hi c h e a c h c o ntr ol r el at e s. 

G o o gl e s h o ul d i n vit e r e pr e s e nt ati o n s o n w h et h er t h e i nf or m ati o n pr o vi d e d i s 

s uffi ci e ntl y cl e ar a n d t a k e a cti o n t o r e s p o n d t o a n y i s s u e s r ai s e d b y 

p u bli s h er s.    

T r a n s p ar e n c y o v er u s er e n g a g e m e nt   

8.  T h e i nf or m ati o n G o o gl e i s r e q uir e d t o pr o vi d e u n d er p ar a gr a p h 5 of t h e 

c o n d u ct r e q uir e m e nt s h o ul d e n a bl e p u bli s h er s t o t a k e i nf or m e d d e ci si o n s 

a b o ut:   

( a) w h et h er t o gi v e c o n s e nt t o G o o gl e f or t h e u s e of t h eir S e ar c h C o nt e nt i n 

G o o gl e’ s s e ar c h g e n er ati v e AI f e at ur e s, i n cl u di n g t hr o u g h t h e c o ntr ol s 

G o o gl e i s r e q uir e d t o pr o vi d e u n d er p ar a gr a p h 2.    

( b) t h eir S e ar c h C o nt e nt i n r el ati o n t o it s u s e a n d di s c o v er a bilit y i n G o o gl e’ s 

s e ar c h g e n er ati v e AI f e at ur e s.    

9.  T h e C M A e x p e ct s t h e d at a G o o gl e i s r e q uir e d t o pr o vi d e u n d er p ar a gr a p h 5 

t o i n cl u d e t h e f oll o wi n g:  

( a) U s er i m pr e s si o n s – n a m el y d at a o n t h e di s pl a y of a p u bli s h er’ s S e ar c h 

C o nt e nt a s p art of a G o o gl e s e ar c h g e n er ati v e AI f e at ur e i n r e s p o n s e t o 

a u s er q u er y. T hi s s h o ul d i n cl u d e d at a o n w h er e t h e p u bli s h er’ s S e ar c h 

C o nt e nt i s attri b ut e d i n a s e ar c h g e n er ati v e AI f e at ur e r et ur n e d i n 

r e s p o n s e t o a u s er q u er y.  

( b) U s er e n g a g e m e nt wit h t h e p u bli s h er’ s S e ar c h C o nt e nt – i n cl u di n g cli c k-

t hr o u g h s t o t h e p u bli s h er’ s c o nt e nt fr o m li n k s i n s e ar c h g e n er ati v e AI 

f e at ur e s a n d  d at a  t o e n a bl e p u bli s h er s t o a s s e s s t h e ‘q u alit y ’ of t h o s e 

cli c k s. 

( c) Cli c k -t hr o u g h-r at e – pr o vi di n g p u bli s h er s wit h t h e p er c e nt a g e of u s er s 

w h o cli c k o n a li n k t o t h at p u bli s h er wit hi n a G o o gl e s e ar c h g e n er ati v e 

AI f e at ur e (‘ cli c k s’) w h er e t h at p u bli s h er’ s S e ar c h C o nt e nt h a s b e e n 

di s pl a y e d wit hi n a s e ar c h g e n er ati v e AI f e at ur e (‘i m pr e s si o n s’).   

1 0.  T h e d at a s h o ul d b e pr o vi d e d:    

( a) o n a di s a g gr e g at e d b a si s f or e a c h p u bli s h er;    

( b) f ull y di s a g gr e g at e d fr o m ot h er el e m e nt s of g e n er al s e ar c h, s u c h a s 

or g a ni c s e ar c h r e s ult s (i n cl u di n g w e b r e s ult s, i m a g e s a n d vi d e o s) a n d 

s e ar c h f e at ur e s ot h er t h a n ot h er s e ar c h g e n er ati v e AI f e at ur e s; a n d   
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( c) t hr o u g h a c o m m o nl y a c c e s si bl e pl atf or m, s u c h a s G o o gl e S e ar c h 

C o n s ol e.   

T r u st i n G o o gl e’ s attri b uti o n of S e ar c h C o nt e nt  

1 1.  I n or d er f or attri b uti o n t o b e s uffi ci e nt, G o o gl e s h o ul d  t a k e r e a s o n a bl e st e p s 

t o e n s ur e t h at:  

( a) attri b uti o n i s a c c ur at e; a n d  

( b) w h er e a p u bli s h er’ s S e ar c h C o nt e nt m a k e s a si g nifi c a nt c o ntri b uti o n t o 

a s e ar c h g e n er ati v e AI f e at ur e r e s p o n s e, e n d u s er s will b e pr o vi d e d 

wit h a cl e ar m e a n s t o a c c e s s t h at S e ar c h C o nt e nt.  

1 2.  I n a s s e s si n g w h et h er G o o gl e h a s c o m pli e d wit h t h e r e q uir e m e nt s et o ut i n 

p ar a gr a p h 6. a. of t h e c o n d u ct r e q uir e m e nt, t h e C M A e x p e ct s t o t a k e i nt o 

a c c o u nt t h e n e e d f or attri b uti o n t o al s o r efl e ct br o a d er e n d -u s er e x p eri e n c e , 

d e si g n a e st h eti c s  a n d s o ur c e di v er sit y .  

1 3.  W e e x p e ct G o o gl e’ s o bli g ati o n t o p u bli s h a n e x pl a n ati o n of it s a p pr o a c h t o 

attri b uti o n, p ur s u a nt t o p ar a gr a p h 6. b. i. of t h e c o n d u ct r e q uir e m e nt , t o 

i n cl u d e i nf or m ati o n a b o ut: 

( a) h o w G o o gl e i d e ntifi e s w h at c o nt e nt t o attri b ut e i n it s s e ar c h g e n er ati v e 

AI f e at ur e s;  

( b) t h e st e p s it t a k e s t o m o nit or t h e a c c ur a c y of it s attri b uti o n s a n d w h at 

st e p s ar e a v ail a bl e f or p u bli s h er s t o i d e ntif y c o nt e nt t h at h a s n ot b e e n 

attri b ut e d a c c ur at el y; a n d  

( c) h o w it s e e k s t o pr o vi d e e n d u s er s wit h a c c e s s t o r el e v a nt S e ar c h 

C o nt e nt i n or d er t o t e st t h e v er a cit y of t h e r e s ult, i n cl u di n g h o w it 

e n s ur e s t h at s u c h S e ar c h C o nt e nt i s s uffi ci e ntl y pr o mi n e nt f or e n d 

u s er s t o i d e ntif y a n d a c c e s s it . 

1 4.  Gi v e n t h e w a y g e n er ati v e AI r e s p o n s e s ar e cr e at e d, w e r e c o g ni s e t h at 

s e ar c h g e n er ati v e AI f e at ur e s c a n n ot al w a y s b e c o m pl et el y a c c ur at e ; 

h o w e v er, p ur s u a nt t o p ar a gr a p h 6. b.ii. of t h e c o n d u ct r e q uir e m e nt, w e 

e x p e ct G o o gl e t o o utli n e t h e st e p s it t a k e s t o i m pr o v e t h e f a ct u alit y of  

s e ar c h g e n er ati v e AI f e at ur e s , h o w it d e al s wit h f a ct u al i n a c c ur a ci e s w h e n 

t h e y ari s e, a n d m etri c s o n f a ct u alit y t h at w o ul d h el p p u bli s h er s t o t a k e a 

d e ci si o n o n w h et h er t o gi v e c o n s e nt f or G o o gl e t o u s e t h eir S e ar c h C o nt e nt 

i n s e ar c h g e n er ati v e AI f e at ur e s.     



2 1  

P u bli c ati o n of i nf or m ati o n f or p u bli s h er s 

1 5.  I n r el ati o n t o t h e i nf or m ati o n G o o gl e i s r e q uir e d t o p u bli s h p ur s u a nt t o 

p ar a gr a p h s 4 a n d 6. b.  of t h e c o n d u ct r e q uir e m e nt , G o o gl e s h o ul d:  

( a) Pr o vi d e  t h e i nf or m ati o n i n a n a c c e s si bl e l o c ati o n a n d f or m at. F or 

e x a m pl e, it c o ul d b e i n c or p or at e d i n G o o gl e’ s i nf or m ati o n p a g e s ( e g 

W h at I s G o o gl e b ot | G o o gl e S e ar c h 

C e ntr al   |  D o c u m e nt ati o n   |  G o o gl e f or D e v el o p er s) ; 

( b) P u bli ci s e t h e i nf or m ati o n, a n d dir e ct p u bli s h er s t o w ar d s it w h e n q u eri e s 

ar e r ai s e d a b o ut t h e u s e of S e ar c h C o nt e nt;  

( c) K e e p t h e i nf or m ati o n u p t o d at e a s G o o gl e’ s pr o d u ct off eri n g s a n d u s e 

of S e ar c h C o nt e nt e v ol v e s a n d pr o vi d e cl arit y o v er t h e s c o p e b y 

r ef er e n c e t o t h e pr o d u ct-a g n o sti c d efi niti o n a s s et o ut i n p ar a gr a p h 2 

a b o v e.  

( d) I n vit e f e e d b a c k fr o m p u bli s h er s o n ar e a s w h er e t h e i nf or m ati o n pr o vi d e d 

l a c k s cl arit y or i s i n c o m pl et e a n d a ct o n s u c h f e e d b a c k.   

 

 

 

 

 

 

https://developers.google.com/search/docs/crawling-indexing/googlebot
https://developers.google.com/search/docs/crawling-indexing/googlebot
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4.  Eff e cti v e n e s s of o ur pr o p o s e d  P u bli s h er C R  

4. 1  H a vi n g i d e ntifi e d a n ai m ( s e e p ar a gr a p h 2. 2  a b o v e), t h e C M A m u st i d e ntif y a 

C R, or c o m bi n ati o n of C R s, t h at w o ul d li k el y b e eff e cti v e i n a c hi e vi n g t hi s ai m. 

A s p art of t hi s, t h e C M A will c o n si d er b ot h t h e c o nt e nt a n d f or m of p ot e nti al 

C R s. 3 6  

4. 2  T hi s s e cti o n s et s o ut t h e an al y si s w e h a v e u n d ert a k e n t o i d e ntif y t h e m o st 

eff e cti v e d e si g n of o ur pr o p o s e d  P u bli s h er C R  a n d i nf or m t h e p r o p o s e d 

int er pr et ati v e n ot e s . It c o v er s : 

( a) O ur pr o p o s e d d e si g n c h oi c e s t h at r e s ult e d i n t h e dr aft P u bli s h er  C R s et 

o ut i n S e cti o n  3  a b o v e ; 

( b) I m pl e m e nt ati o n a n d c o m pli a n c e; a n d 

( c) C R s t h at w o ul d b e e q u all y eff e cti v e.  

K e y d e si g n i s s u e s w e h a v e c o n si d er e d  

4. 3  T o i nf or m a n d t e st t h e s h a p e of t h e P u bli s h er C R w e h a v e i d e ntifi e d a s eri e s 

of k e y d e si g n i s s u e s t o e n s ur e it eff e cti v el y m e et s o ur ai m a n d miti g at e s 

p ot e nti al ri s k s, i n cl u di n g u ni nt e n d e d c o n s e q u e n c e s. T h e s e i n cl u d e  h o w t h e 

P u bli s h er C R w o ul d e n a bl e p u bli s h er s t o m a k e pr o p erl y i nf or m e d a n d 

m e a ni n gf ul c h oi c e s  a b o ut w h et h er a n d h o w t h e y i nt er a ct wit h G o o gl e i n 

r e s p e ct of g e n er al s e ar c h s er vi c e s b y pr o vi di n g p u bli s h er s wit h : 

( a) s uffi ci e nt c o ntr ol s o v er G o o gl e’ s u s e of t h eir S e ar c h C o nt e nt i n it s 

g e n er ati v e AI s er vi c e s a n d f e at ur e s ;  

( b) s uffi ci e nt tr a n s p ar e n c y o v er G o o gl e’ s u s e of t h eir S e ar c h C o nt e nt i n it s 

g e n er ati v e AI s er vi c e s a n d f e at ur e s a n d u s er e n g a g e m e nt wit h t h eir 

S e ar c h C o nt e nt i n s e ar c h g e n er ati v e AI f e at ur e s; a n d  

( c) s uffi ci e nt tr u st t h at w h er e G o o gl e u s e s S e ar c h C o nt e nt i n it s s e ar c h 

g e n er ati v e AI f e at ur e s, t h at c o nt e nt i s s uffi ci e ntl y a n d a c c ur at el y 

attri b ut e d.  

 

 
3 6  S e e Di git al M ar k et s C o m p etiti o n R e gi m e G ui d a n c e  ( C M A 1 9 4), p ar a gr a p h 3. 2 0( b). 

https://assets.publishing.service.gov.uk/media/6762f4f6cdb5e64b69e307de/Digital_Markets_Competition_Regime_Guidance.pdf
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How the CR ensures that Google will provide sufficient controls over Google’s 
use of publishers’ Search Content in its generative AI services and features  

4.4 In order to ensure that publishers can make properly informed and meaningful 
choices about whether and how they interact with Google in respect of 
general search services, the first limb of our aim involves providing publishers 
with sufficient controls over Google’s use of their Search Content in its 
generative AI services and features. 

4.5 In designing the choice elements of the Publisher CR (and the underlying 
Interpretative Notes), the CMA has had regard to the following key design 
parameters relevant to their effectiveness, which are considered further 
below: 

(a) the use cases covered by the controls; 

(b) the scope of the controls; 

(c) the granularity of the controls; and 

(d) supplemental requirements needed to ensure the effectiveness of the 
controls. 

The use cases covered by the controls should allow publishers to opt Search 
Content out of being used for grounding of search generative AI features and 
grounding and training of broader generative AI services  

4.6 As explained above, publishers have no realistic option but to allow their 
content to be crawled for Google’s general search because of the market 
power Google holds in general search. However, Google currently uses that 
content in both its search generative AI features and in its broader generative 
AI services.  

4.7 Accordingly, in order to be able to make meaningful decisions about how 
Google uses their Search Content, we consider that publishers need the 
ability effectively to opt their Search Content out of both Google’s search 
generative AI features and Google’s broader generative AI services. 

4.8 Publishers’ Search Content may be used at several points in the development 
and operation of Google’s generative AI services and features: 

(a) In training the underlying foundation models (eg the Gemini foundation 
model family) from which Google derives the wider suite of models used 
within and outside general search. 
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(b) In fine-tuning the derivative models used in general search.37 

(c) In grounding the generated responses produced by its generative AI 
services and features (ie both within and outside general search), and 
displaying grounding sources to the user as part of the generated 
response.38 

4.9 As described in paragraph 1.11, publishers have expressed concerns that 
they are not able to exercise effective control over their Search Content being 
used both to ground Google’s generative AI services and features,39 as well 
as to train or fine-tune the AI models underpinning these services and 
features.40 

4.10 Google has told us that:  

(a) Google-Extended already enables publishers to control whether their 
Search Content is used in training Google’s foundation models and 
grounding Google’s broader generative AI services.41 

(b) It would be technically feasible for Google to develop a control that 
would allow publishers to opt out their content from being used by 
search generative AI features for the specific purpose of grounding 
generative answers.42 AI Overviews and AI Mode rely heavily on 
corroboration with grounding sources.43 The models underlying these 
features are trained to provide an overview response that closely follows 

 
 
37 Google confirmed to us that the models underlying AI Overviews derive from the Gemini foundation model 
family. The Google-Extended control allows publishers to opt out their Search Content from being used to train 
the Gemini foundational model family but does not enable them to opt-out of Search Content being used to fine-
tune the AI models within Search, to the extent that occurs. See Google’s response to the CMA’s RFI. Google’s 
submission to the CMA.  
38 Google’s response to the CMA’s RFI.  
39 Several publishers suggested they do not have effective choice over how their content is used for display and 
grounding in search generative AI features. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
[] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response 
to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s 
RFI. [] response to the CMA’s RFI.  [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. Of these, 8 ([]) explicitly mentioned concerns relating to display and grounding in 
broader generative AI services. 
40 Several publishers said they are concerned how their content is used for fine-tuning and training models 
powering generative AI services and features [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
[] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response 
to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s 
RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI.  
41 Google’s submission to the CMA.  
42 Google’s submission to the CMA. 
43 Google’s submission to the CMA. 
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the search snippets and links returned in response to a user’s query.44 If 
a publisher were to opt out of grounding, these features would not be 
able to generate accurate, up-to-date and cited responses using that 
publisher’s content.45 

(c) There is no realistic prospect of harm to publishers in respect of 
training/fine-tuning of AI models for search and search generative AI 
features. Fine-tuning helps the model learn how to process information 
rather than what current information to display; this internal processing 
does not create a substitute for publisher websites. A model relying 
solely on patterns learned during training would be static, often outdated, 
and prone to hallucinations.46 

(d) Allowing publishers to opt out of the fine-tuning of models underlying 
search generative AI features would be counterproductive. Fine-tuned 
models are used for a variety of purposes across general search 
including query understanding and ranking. An opt-out would therefore 
raise the risk of downranking or mis-ranking publisher content in organic 
search results. Scoping a control to cover the fine-tuning of “generative” 
models but not “ranking” models presents a false dichotomy that would 
be impractical and restrict Google’s ability to innovate, as models are not 
static and can evolve beyond their initial purpose. If Google were to try to 
maintain the hard distinction between generative and ranking models, it 
would likely need to develop and maintain duplicative models to achieve 
the same quality improvements.47 

4.11 As provided for in paragraph 2 of the Publisher CR, our provisional view is 
therefore that: 

(a) Outside Google’s general search, effective controls should allow 
publishers to opt out of their Search Content being used for any 
generative AI purpose (ie both training and grounding). 

(b) Within Google’s general search, effective controls need to enable 
publishers to opt out of their Search Content being used to ground 
responses in search generative AI features. Responses that are 

 
 
44 Google’s response to the CMA’s RFI.  
45 Google’s submission to the CMA. 
46 Google’s submission to the CMA. 
47 Google has told us that, []. Google’s submission to the CMA. 
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displayed in search generative AI features are closely based on 
publisher Search Content which has been retrieved through grounding. 

4.12 In practice, we expect that this would mean Google maintaining its current 
approach to Google-Extended as a control covering training and grounding 
outside of general search, and also implementing a new control allowing 
publishers to opt out of their Search Content being used in the grounding of 
content in its search generative AI features. 

4.13 We note that Google-Extended currently offers a single control covering both 
training and grounding use cases. We would like to hear further evidence on 
the benefits and risks of Google providing separate controls over training and 
grounding outside of general search. 

The scope of the controls should be product-agnostic and consistent within and 
outside general search 

4.14 Google’s existing control, Google-Extended, relates to how publisher Search 
Content is used in broader generative AI services. Google has publicly said 
that Google-Extended allows publishers to manage whether Search Content 
may be used for training future generations of Gemini models that power 
Gemini Apps and Vertex AI API for Gemini for grounding (providing content 
from the Google Search index to the model at prompt time to improve 
factuality and relevancy) in Gemini Apps and Grounding with Google Search 
on Vertex AI.48 

4.15 As described in paragraph 1.11, several publishers have told us that the 
scope of Google-Extended is ambiguous. For example, it is unclear which 
services are excluded and how the control evolves as services develop. 
Ambiguity is likely to reduce publishers’ understanding of the choice they are 
being offered. We also recognise that Google’s general search products are 
evolving rapidly, and that the scope of controls must be sufficiently flexible to 
be able to adapt to this evolution. 

4.16 We provisionally consider that, by defining this control in relation to specific 
services, Google’s current approach does not provide sufficient certainty to 
publishers as to the effect of the control in relation to its broader generative AI 
services and in relation to any future services it may develop and roll out. 

 
 
48 Google, ‘Crawling Infrastructure’, dated 21 November 2025, accessed by the CMA on 10 December 2025. 

https://developers.google.com/crawling/docs/crawlers-fetchers/google-common-crawlers
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4.17 We have therefore stated in the Interpretative Notes for the Publisher CR that 
we expect the effective controls to include a product-agnostic definition of 
their scope and such a definition should be applied to controls operating both 
within and outside general search.49   

4.18 We consider this would ensure that the controls are effective by: 

(a) preventing the perception that Google might cherry-pick which services 
fall within scope of the control and would provide a clear expectation as 
to which future services would be brought within scope; and 

(b) scoping in services which produce a substantial amount of generative 
output, grounded on or otherwise using publisher content, in response to 
user queries. 

4.19 In practice, we expect this would mean Google ensuring and clarifying that its 
existing Google-Extended control meets this definition of its scope and also 
applying this definition of scope to a new control covering its search 
generative AI features. 

The granularity of controls should allow publishers to opt out at directory-level and 
page-level within general search 

4.20 There are different methods by which publisher web controls may be 
implemented. For example, Google-Extended is implemented via a text file – 
robots.txt – saved in a website’s root directory50 whereas nosnippet is 
implemented via HTML metatags contained in the source code of individual 
web pages.51 

4.21 Our understanding is that different methods may lend themselves to indicating 
preferences at different levels of granularity. For example, robots.txt 
preferences are well suited to expressing directory-level preferences, whereas 
HTML metatags are more suited to page or sub-page level preferences. We 
are also aware that there are ongoing discussions in the IETF’s AI 
Preferences Working Group on standardising a method for indicating AI 
preferences. 

 
 
49 Applying a product-agnostic definition within Search would ensure a control covers any future search features 
– beyond AI Overviews and AI Mode – which Google may roll out, should they fall within this definition. 
50 Robots Exclusion Protocol is a standard agreed by IETF: RFC 9309: Robots Exclusion Protocol. 
51 Google, ‘Meta tags and attributes that Google supports,’ accessed by the CMA on 7 January 2026. 

https://www.rfc-editor.org/rfc/rfc9309.html
https://developers.google.com/search/docs/crawling-indexing/special-tags
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4.22 A few publishers have told us that being able to opt out at different levels of 
granularity would be beneficial. They note that this would allow them to 
assess the merits of opting in different types of Search Content separately.52 
We have seen evidence in Google’s internal documents that suggests [].53 

4.23 Our provisional view is that, within general search, an effective control should 
allow publishers to opt out at both directory-level and page-level: 

(a) Directory-level control is necessary to ensure that publishers are able to 
opt out their entire website in a simple and easy manner. Publishers may 
also wish to opt out only certain directories using the control – for 
example opting out certain content genres, or paywalled content. 

(b) Page-level control is necessary to ensure publishers can exercise 
different choices where the costs and benefits of opting out vary across 
their Search Content. This could include allowing publishers to benefit 
from their Search Content generally appearing within search, whilst 
being able to opt out, for example, (a) Search Content where there are 
particularly high risks or stakes for insufficient attribution quality (eg 
where inaccuracies or low prominence might erode their brand),54 (b) 
relatedly, Search Content where generative summaries most restrict 
click-throughs, or (c) premium Search Content where a directory-level 
structure would not be workable.55 

4.24 We have therefore specified in the Interpretative Notes that, in order for the 
new control covering search generative AI features to be effective, we would 
expect Google to allow publishers to opt out at both directory-level and page-
level.56 

 
 
52 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. 
53 Google’s internal document. This document also shows that []. 
54 We discuss these issues further in paragraphs 4.51 to 4.69. 
55 We recognise that a solution providing page-level controls could be more costly than a solution without, 
because it would depart from the robots.txt standard. However, Google’s current offering (in particular, nosnippet) 
permits some similar page level control; we infer from this that the costs are manageable and likely lower than 
the benefits. 
56 Unless it is not technically possible to do so, our provisional view is that effective compliance with our Publisher 
CR could additionally require augmenting the current functionality in Google Search Console to allow publishers 
to block quickly a specific page from appearing in search generative AI features, whilst still appearing in non-
generative AI search results. This would, for example, support publishers concerned that particular content is 
inaccurately displayed in search generative AI features causing reputational damage. We would welcome views 
from publishers and Google on whether this would support the effectiveness and proportionality of the Publisher 
CR. 
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4.25 We note that Google-Extended does not currently offer easy page-level 
control. It would be more onerous to require Google to reimplement this 
control at page-level, and our view is that the benefits of this control outside of 
general search would be more limited.57 We have therefore not specified this 
in the Interpretative Notes, but would like to hear further evidence on the 
benefits and risks of Google providing content-level controls for Search 
Content usage outside of general search. 

Supplemental requirements necessary to ensure the effectiveness of the controls  

4.26 We consider that the controls would likely not be effective if:  

(a) they fail to reflect the way in which generative AI services and features 
will continue to evolve in the future;58 and  

(b) Google were to be able to undermine a publisher’s expressed choice by: 

(i) intentionally affecting how a publisher’s Search Content appears in 
organic search results if they opt out of that Search Content being 
used in generative AI services and features (eg by downranking or 
changing how it is presented);59 or 

(ii) circumventing publisher choices by acquiring opted-out content 
through other means. For example, in principle Google could pay a 
third party to crawl an opted-out website.60 

4.27 We have therefore also included a high-level requirement addressing these 
risks at paragraph 3 in the Publisher CR.  

 
 
57 In particular, the high costs to publishers of opting Search Content out of Google Search may not apply to the 
same extent to all of Google’s wider generative AI services and features, for example where the importance of 
appearing in such features is lower (eg because Google does not have a position of strategic significance). This 
implies that Google-Extended is more likely to benefit publishers even where publishers are forced through lack 
of granularity to opt some Search Content out which they would rather opt in, than were this lack of granularity 
also evident in the control. 
58 See also our analysis of the need for a product-agnostic description of the scope of the controls at paragraphs 
4.14 to 4.19. 
59 However, we recognise that Google may not be able to control or prevent all possible second order effects of 
these controls on its overall ranking algorithm.  
60 We would not consider Google attempting to acquire content opted out of Google-Extended via open-source 
datasets to amount to circumvention, where these datasets have obtained content legally, given the open nature 
of that data source.  
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How the CR ensures that Google will provide transparency over its use of 
publishers’ Search Content in its generative AI services and features and user 
engagement with their Search Content in search generative AI features  

4.28 The above analysis relates to ensuring that Google provides publishers with 
effective controls to enable them to opt their Search Content out of Google’s 
generative AI services and features. As part of that analysis, we considered 
the information required to allow publishers to understand the extent and 
scope of those controls.61 However, in order for publishers to be able to make 
informed decisions, including in relation to those controls, we consider it 
would also be necessary to ensure that Google provides publishers with 
sufficient transparency more broadly, as set out in the second limb of our aim.  

4.29 In designing the transparency elements of the Publisher CR obligations (and 
the underlying Interpretative Notes), the CMA has had regard to the following 
key design parameters relevant to their effectiveness, which are considered 
further below: 

(a) providing publishers with sufficient transparency over how Google uses 
publisher Search Content in generative AI services and features;  

(b) transparency in relation to publisher controls; and 

(c) providing publishers with sufficient transparency in relation to user 
engagement and performance in search generative AI features. 

Google should provide publishers with sufficient transparency over how it uses 
publishers’ Search Content in generative AI services and features 

4.30 In order for publishers to be able to make properly informed and meaningful 
decisions in relation to how they interact with Google, they need to 
understand how Google uses Search Content in its generative AI services 
and features.  

4.31 Currently, there is a general information asymmetry between Google and 
publishers over the functioning of generative AI services and features given 
the pace of development of these new technologies, which has reduced 

 
 
61 See paragraphs 4.14 to 4.19 and paragraphs 4.34 to 4.35. 
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publishers’ understanding of the commercial exchange between them and 
Google.62 

4.32 We have therefore included, at paragraph 4 of the Publisher CR, a 
requirement on Google to publish detailed information enabling publishers to 
understand how their Search Content may be used in the training and 
grounding of generative AI services and features.  

4.33 We would expect Google to provide this information and guidance in a public 
and accessible manner to ensure that it can be used by publishers and have 
reflected this in the Interpretative Notes. 

Google should provide transparency over the effect and scope of its publisher 
controls 

4.34 We are concerned that Google does not offer sufficient transparency around 
the scope and operation of its existing publisher controls. As described in 
paragraph 1.11, publishers have told us that the definition of Google-
Extended is ambiguous.  

4.35 To support publishers in deciding whether to exercise its controls, we think 
Google should publicly provide clarity over: 

(a) The scope of its controls (via a product-agnostic definition); 

(b) Any exceptions to the scope of its controls, with reasoned explanations; 
and 

(c) Examples of current use cases falling within and outside the scope of its 
controls. 

Google should provide publishers with sufficient transparency over user engagement 
and performance within search generative AI features  

4.36 We have also considered what information publishers need on user 
engagement for them to make a properly informed and meaningful choice 
over how Google uses their Search Content. Where Google uses Search 
Content in its broader generative AI services outside general search (for 
example in its Gemini AI assistant) we would expect competition from other 

 
 
62 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI. 
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6 3  [ ] r e s p o n s e t o t h e C M A’ s R FI. C a n dr M e di a Gr o u p’ s r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s 

R FI.  [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] 

r e s p o n s e t o t h e C M A’ s R FI. I c o ni c M e dia ’ s r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. 

Fi n a n ci al Ti m e s’ s r e s p o n s e t o t h e C M A’ s R FI. B B C’ s r e s p o n s e  t o t h e C M A’ s R FI. T h e I n d e p e n d e nt’ s r e s p o n s e t o 

t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. 



33 

(b) allow publishers to optimise their business for performance within search 
generative AI features by understanding which content performs well 
and drives traffic to their websites. 

4.40 We have therefore included a requirement to provide publishers with metrics 
on user engagement in the Publisher CR and further clarified this in the 
Interpretative Notes.   

Access to performance data on a per-feature basis 

4.41 We have further considered to what extent this data needs to be 
disaggregated per-feature to provide the benefits outlined above, ie whether 
one metric covering all search generative AI features would be sufficient, or 
whether publishers require access to data on a ‘per-feature’ basis. Providing 
data on a per-feature basis would mean providing publishers with separate 
data regarding specific search generative AI features such as AI Overviews 
and AI Mode. 

4.42 Several publishers explicitly stated they wished to receive performance and 
user engagement data on a ‘per-feature’ basis.64 For example, one publisher 
informed us that it would enable them to better assess the impact of each 
feature independently and optimise their content strategy to what users were 
seeking in either AI Overviews or AI Mode.65 

4.43 Google have told us that providing data disaggregated on a ‘per-feature’ basis 
to publishers would not be an appropriate level of granularity to meet the 
stated aim, as (among other reasons):  

(a) Providing data on a feature-by-feature basis would not be future proof 
because individual features are likely to evolve over time.  

(b) Google has not historically provided engagement metrics broken out at a 
per feature level of its non-generative AI search results.66 

4.44 Our provisional view is that it would not be necessary for Google to provide 
performance data on a ‘per-feature’ basis, so we have not reflected this in our 
Publisher CR or Interpretative Notes. This is because it is currently not clear 
to what extent (if any) there is an actionable benefit to the provision of 

 
 
64 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI. [] response to the CMA’s RFI. 
65 [] response to the CMA’s RFI. 
66 Google’s response to the CMA’s RFI. 
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performance data such as ‘Clicks’ and ‘Impressions’ on a ‘per-feature’ basis. 
An approach based on the provision of performance data from specific search 
generative AI features may also be less flexible as those features continue to 
evolve and develop. 

4.45 We would like to receive further evidence on the benefits and risks of Google 
providing performance and engagement information on a ‘per-feature’ basis 
within general search. 

Transparency over ‘Click Quality’ for traffic referred from search generative AI 
features 

4.46 The introduction of search generative AI features has led to concerns from 
publishers regarding the volume of traffic they are receiving from Google, with 
reporting of significant drops in organic traffic. For many publishers, 
reductions in traffic volumes reduce opportunities to monetise their 
businesses whether via advertising or subscriptions.   

4.47 Google has stated that AI Overviews have sent higher quality traffic to 
websites (meaning traffic which is more likely to convert into a positive 
commercial outcome such as a subscription), as users use search generative 
AI features as starting point for further in-depth research, and these follow-on 
clicks are of more value. Alongside this, Google stated that AI Overviews and 
other search generative AI features improve the quality of the user 
experience, and whilst there may be shifts in traffic to individual sites, those 
that are adapting to changing user habits, are receiving higher quality traffic.67  

4.48 Publishers have told us that currently they cannot accurately assess whether 
referral traffic from search generative AI features is of higher value than that 
referred to publishers via traditional search links.68 We expect that this 
information on click quality would materially impact a publisher’s decision as 
to whether to opt in to use of their content in search generative AI features, by 
enabling them to understand the value of referral traffic from these sources.  

4.49 Our provisional view is that publishers should have access to greater 
information regarding the ‘Click Quality’ of traffic referred from search 

 
 
67 Google, The Keyword, ‘AI in Search is driving more queries and higher quality clicks’, dated 6 August 2025, 
accessed by the CMA on 16 December 2025. 
68 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. 

https://blog.google/products-and-platforms/products/search/ai-search-driving-more-queries-higher-quality-clicks/
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generative AI features to be able to make an informed decision on the use of 
their Search Content in those search generative AI features.   

4.50 As such we have clarified in the Interpretative Notes that Google should also 
provide publishers with a clear and actionable insight into the quality of clicks 
provided via search generative AI features. This could involve directly 
providing this metric or facilitating publishers to calculate this metric 
themselves (for example, by indicating which referrals arrive via a search 
generative AI feature). We welcome submissions on the most effective 
method of providing publishers with this information.  

How the Publisher CR ensures that Search Content will be sufficiently 
attributed in search generative AI features  

4.51 To meet our aim, the Publisher CR also needs to ensure that publishers have 
sufficient trust that where Google uses Search Content in its search 
generative AI features, that content is sufficiently attributed. Without such 
trust, publishers will not be able to make properly informed and meaningful 
decisions about whether and how they interact with Google in respect of 
general search services. Effective attribution is also important for enabling 
users to verify the AI-generated responses that are provided, by clicking 
through to the underlying content if they wish.69 

4.52 In designing the attribution elements of the Publisher CR (and the underlying 
Interpretative Notes), the CMA has had regard to the following key design 
parameters relevant to their effectiveness, which are considered further 
below: 

(a) the factors relevant to how Search Content is attributed within search 
generative AI features;  

(b) the further steps Google needs to take to ensure that Search Content is 
sufficiently attributed within search generative AI features; and  

(c) whether publishers require any additional means to raise complaints 
about the way Search Content is attributed within search generative AI 
features.  

 
 
69 Where Google uses Search Content in its broader generative AI services outside general search (for example 
in its Gemini AI assistant) we would expect competition from other providers to incentivise Google to attribute 
content effectively. We do not have the same expectation in relation to Google’s search generative AI features, 
which form part of its general search services in which Google has SMS. We have therefore focused our 
assessment on attribution of Google’s content in search generative AI features.  
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i m p ort a nt, f or e x a m pl e b e c a u s e:  

( a) I n i n st a n c e s w h e n AI O v er vi e w s s u m m ari s e i nf or m ati o n i n a c c ur at el y, 

t hi s h a s d a m a gi n g i m pli c ati o n s f or p u bli s h er br a n d s;7 1  

( b) I n cr e a s e d a c c e s s t o r e al-ti m e, gr a n ul ar d at a fr o m G o o gl e w o ul d r e d u c e 

p u bli s h er s’ n e e d t o r el y o n t hir d -p art y t o ol s, l o w er m o nit ori n g c o st s a n d 

r e s o ur c e s, a n d i m pr o v e a p u bli s h er’ s a bilit y t o tr a c k c o nt e nt p erf or m a n c e 

a n d l e v er a g e eff e cti v e str at e gi e s .7 2  

4. 5 5  I n r el ati o n t o t h e pr o mi n e n c e  of attri b uti o n , s e v er al  p u bli s h er s h a v e al s o 

ar g u e d f or s p e cifi c c h a n g e s t o h o w c o nt e nt i s di s pl a y e d i n s e ar c h g e n er ati v e 

AI f e at ur e s. 7 3   

 

 
7 0  [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] 

r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o 

t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s 

R FI.  
7 1  [ ] r e s p o n s e t o t h e C M A’ s R FI. 
7 2  [ ] r e s p o n s e t o t h e C M A’ s R FI. 
7 3  A s a n i n di c ati o n: o n e p u bli s h er a s k e d f or e x p a n d e d u s e of i n -li n e a n c h or t e xt cit ati o n s r at h er t h a n pri m aril y 

r e q uiri n g t h e u s er t o t a p/ cli c k o n t h e li n k i c o n a n d fi n d t h e s o ur c e i n t h e cit ati o n p a n e. [ ] r e s p o n s e t o t h e C M A’ s 

R FI.  A n ot h er p u bli s h er a s k e d f or a pr o mi n e nt l o g o t o pr o vi d e br a n di n g t h at cl e arl y i d e ntifi e s t h e p u bli s h er t o 

u s er s, a n d a cli c k a bl e p u bli s h er U R L al o n g wit h a cli c k a bl e h e a dli n e li n k w hi c h i s m or e pr o mi n e nt t h a n t h e 

a n s w er t e xt pr o vi d e d i n AI O v er vi e w s . [ ] r e s p o n s e t o t h e C M A’ s R FI. S o m e p u bli s h er s s ai d t h at t h e attri b uti o n 
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4. 5 6  W e r e c o g ni s e t h at :  

( a) T h er e i s a li n k b et w e e n l a c k of pr o mi n e nt attri b uti o n a n d l o w er cli c k -

t hr o u g h r at e s, a s s u btl e a n d p o or attri b uti o n m e a n s u s er s ar e l e s s li k el y 

t o cli c k t hr o u g h t o t h e ori gi n al s o ur c e.7 4   

( b) Pr o mi n e nt attri b uti o n wit hi n s e ar c h g e n er ati v e AI f e at ur e s c a n l e a d t o 

b ett er pr ot e cti o n of p u bli s h er br a n d s, si n c e it h el p s pr o m ot e u s er s’ 

a w ar e n e s s of w hi c h p u bli s h er( s)  ar e  g e n er ati n g t h e c o nt e nt t h at 

s u p p ort s t h e s e ar c h g e n er ati v e AI f e at ur e s. 7 5  T hi s i s li k el y t o dri v e u s er 

e n g a g e m e nt wit h p u bli s h er c o nt e nt, f a cilit ati n g t h e m i n m ai nt ai ni n g fl o w s 

of tr affi c, b ot h fr o m G o o gl e a n d fr o m u s er s vi siti n g t h eir sit e dir e ctl y.  

( c) P r o mi n e n c e a n d r e c o g niti o n of p u bli s h er br a n d s i s al s o i m p ort a nt f or 

u s er e n g a g e m e nt a n d c o nt e nt m o n eti s ati o n, a n d h el p s m ai nt ai n t h e 

c o m m er ci al vi a bilit y of p u bli s h er b u si n e s s m o d el s, ulti m at el y s u p p orti n g 

t h e pl ur alit y of w e b c o nt e nt f or e n d u s er s.7 6   

T h e f urt h er st e p s G o o gl e n e e d s t o t a k e t o e n s ur e t h at S e ar c h C o nt e nt i s s uffi ci e ntl y 

attri b ut e d i n s e ar c h g e n er ati v e AI f e at ur e s  

4. 5 7  Gi vi n g p u bli s h er s a c o ntr ol t o o pt o ut of t h eir S e ar c h C o nt e nt b ei n g u s e d i n 

s e ar c h g e n er ati v e AI f e at ur e s s h o ul d  h el p  pr o vi d e G o o gl e wit h str o n g er 

i n c e nti v e s t o e n s ur e attri b uti o n of S e ar c h C o nt e nt i s s uffi ci e nt . 

( a) A s s et o ut a b o v e, w e ar e pr o p o si n g t h at G o o gl e  s h o ul d  pr o vi d e a n e w 

c o ntr ol  all o wi n g  p u bli s h er s t o o pt t h eir c o nt e nt o ut of s e ar c h g e n er ati v e 

AI f e at ur e s, w hil st r e m ai ni n g i n tr a diti o n al s e ar c h li n k s a n d s o c o nti n ui n g 

t o attr a ct at l e a st s o m e cli c k-t hr o u g h.7 7  T hi s  w o ul d r e d u c e t h e c o st s t o 

 

 
m u st a p p e ar at t h e t o p of t h e AI -g e n er at e d s u m m ar y. F or e x a m pl e : [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] 

r e s p o n s e t o t h e C M A’ s R FI. 
7 4  F or e x a m pl e, o n e p u bli s h er s ai d t h at t h e m ai n i s s u e fl o wi n g fr o m s e ar c h g e n er ati v e  AI f e at ur e s i s t h e dr a m ati c 

d e cr e a s e i n tr affi c t hr o u g h t h eir w e b sit e p a g e s b e c a u s e t h e u s er’ s q u er y i s a n s w er e d wit h o ut t h e u s er n e e di n g t o 

cli c k t hr o u g h t o t h eir w e b sit e s. T hi s i s b ei n g e x a c er b at e d b y p o or attri b uti o n. T h e s a m e p u bli s h er r e p ort e d t h at 

attri b uti o n o c c ur s o nl y s p or a di c all y a n d i n c o n si st e ntl y, a n d w h e n it d o e s, t h e li n k i s n ot pr o mi n e nt . [ ] r e s p o n s e 

t o t h e C M A’ s R FI. A n ot h er p u bli s h er m e nti o n e d t h at attri b uti o n s h o ul d b e at l e a st a s g o o d a s t h at c urr e ntl y 

s u p pli e d i n n o n -AI s e ar c h, t o e n s ur e t h at t h e cli c k -t hr o u g h r at e s o n AI O s ar e n o w or s e t h a n t h o s e o n n o n- AI 

s e ar c h . [ ] r e s p o n s e t o t h e C M A’ s R FI. A n ot h er p u bli s h er s ai d t h at w hil e a cit ati o n li n k m a y a p p e ar, it i s oft e n 

s u btl e, l a c k s pr o mi n e n c e, a n d f ail s t o pr o vi d e t h e u s er wit h a cl e ar r e a s o n t o cli c k t hr o u g h t o t h e ori gi n al s o ur c e . 

[ ] r e s p o n s e t o t h e C M A’ s R FI. 
7 5  S e e al s o p ar a gr a p h 5. 3 1( d).   
7 6  S e e al s o p ar a gr a p h  5. 3 1 ( d).  
7 7  I n or d er f or t hi s t o b e a n eff e cti v e t o ol f or p u bli s h er s, it i s i m p ort a nt t h at t h e c o ntr ol o p er at e s at a p a g e l e v el ( a s 

d o e s n oi n d e x t o d a y) – ot h er wi s e p u bli s h er s m a y h a v e t o o pt o ut e ntir e s e g m e nt s or e v e n p ot e nti all y all t h eir 

c o nt e nt i n r e s p o n s e t o a f a ct u al i s s u e r el ati n g t o a n i n di vi d u al p a g e.   
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publishers of opting content out of search generative AI features, relative 
to the status quo.78   

(b) We would expect that reducing the costs to publishers from exercising 
the opt-out in these ways would provide Google with stronger incentives 
to ensure prominence and improve accuracy in attribution. This is 
because Google would have a greater need to encourage publishers to 
continue to opt their Search Content into its search generative AI 
features. We set out further evidence on this benefit in paragraph 
5.31(d). 

4.58 However, we consider that, although introducing a new publisher control 
would incentivise more effective attribution, given the evolving nature of 
search generative AI features, Google’s scale and the importance of the 
issues for publishers and users alike, this alone would not ensure effective 
attribution.  

4.59 Our provisional view is therefore that, in order to be effective in achieving the 
aim, Google should also be required to:  

(a) take reasonable steps to ensure that Search Content is sufficiently 
attributed when used in a search generative AI feature; and  

(b) publish further information describing the steps it takes to ensure Search 
Content is attributed sufficiently in search generative AI features and 
ensure and measure the factuality of such responses.79 

4.60 We expect ‘sufficient attribution’ to relate to both the accuracy and the 
prominence of attribution and to reflect Search Content that makes a 
significant contribution to a search generative AI feature response. We also 
recognise that decisions on attribution require Google to balance this against 
end-user experience; design aesthetics; and source diversity. We have 
proposed clarifying these points as part of our Interpretative Notes.80  

4.61 We consider that, consistent with our aim, these additional obligations would: 

 
 
78 Because publishers will continue to attract click-through from organic listings, even where they opt their content 
out of Search generative AI features.  
79 We would expect this information to include an explanation of how Google identifies what Search Content to 
attribute, how it monitors the factuality of attribution, how it seeks to ensure search generative AI features are as 
accurate as possible and how it ensures that attribution is sufficiently prominent.  
80 We would expect to consult Ofcom, which has duties with respect to media plurality in the UK, when assessing 
how Google has weighed up these factors. 
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(a) improve publishers’ trust that Search Content will be sufficiently 
attributed in search generative AI features and 

(b) improve publishers’ ability to decide whether they wish to opt any Search 
Content out of search generative AI features on the basis of the risk of 
poor factuality, without expensive monitoring.   

Whether publishers require additional means to raise complaints about the way 
Search Content is attributed within search generative AI features  

4.62 Publishers have also raised concerns about their lack of ability to deal with 
issues relating to incorrect attribution of their content.  

(a) For example, a local news publisher suggested that Google should allow 
publishers to report wrong or misleading uses of their content quickly 
and have a rapid correction process.81 The same respondent said that 
they cannot check referrals from AI Overviews or AI Mode reliably, and 
manual checking is impossible at scale, and that they need a dashboard 
or alerts showing how often and where their content appears in AI 
answers, and tools to flag incorrect or outdated information linked to their 
brand.82 Other publishers made a related point that a mechanism in 
Google Search Console to report issues with AI Overviews would help 
address concerns about inaccurate or misleading AI results.83  

(b) We also heard that publishers need further data, insights and information 
about how content is surfaced in response to user queries to assist with 
identifying risks associated with instances of incorrect or out-of-date 
information appearing in Google’s search generative AI features, and 
that a two-way communication and a feedback loop between relevant 
Google personnel and publishers is essential to ensure that any 
identified issues can be promptly rectified, noting the immediate impact 
and reputational/user trust damage to a publisher as a result of incorrect 
information being surfaced and attributed to that publisher.84 

4.63 We agree that inaccuracies within search generative AI features can have a 
significant reputational impact on publishers, and can also harm end users 
who need to verify the veracity of the response, and that, in order to be 

 
 
81 Iconic Media’s response to the CMA’s RFI. 
82 Iconic Media’s response to the CMA’s RFI. 
83 For example, see [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
84 [] response to the CMA’s RFI. 
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eff e cti v e, a P u bli s h er  C R w o ul d n e e d t o e n s ur e t h at p u bli s h er s  ar e a bl e t o 

t a k e a p pr o pri at e a cti o n if t h e s e i s s u e s ari s e. 

4. 6 4  W e al s o  r e c o g ni s e t h at G o o gl e h a s t a k e n st e p s i n r el ati o n t o t h e a c c ur a c y of 

s e ar c h g e n er ati v e AI f e at ur e s. I n p arti c ul ar, G o o gl e t ol d u s t h at:   

( a) It tri e s t o o pti mi s e t o w ar d s  f a ct u alit y i n AI O v er vi e w s b y u si n g h u m a n 

S e ar c h Q u alit y r at er s t o r e vi e w a n d r at e e x a m pl e AI O v er vi e w s 

t o d et er mi n e  h o w w ell t h e AI O v er vi e w r e s p o n s e h a s gr o u n d e d t o i n p ut s. 

S p e cifi c all y,  [ ].8 5   

( b) It al s o off er s a m e c h a ni s m b y w hi c h p u bli s h er s a n d u s er s c a n r e p ort 

i n st a n c e s of s e ar c h g e n er ati v e AI f e at ur e s – n a m el y AI  Ov er vi e w s  a n d 

AI  Mo d e  – c o nt ai ni n g i n a c c ur at e i nf or m ati o n. T hi s i s a c c e s s e d vi a t h e 

‘t h u m b s u p / t h u m b s d o w n’ b utt o n s w hi c h ar e di s pl a y e d b el o w a n y 

g e n er ati v e AI r e s p o n s e. T h e s e i c o n s all o w p u bli s h er s a n d u s er s t o fl a g if 

s o m et hi n g i s wr o n g. If t h e ‘t h u m b s d o w n’ i c o n i s cli c k e d,  a u s er c a n t h e n 

s el e ct ‘ N ot f a ct u all y c orr e ct’. 8 6  G o o gl e t ol d u s it  r e c ei v e s a p pr o xi m at el y 

[h u n dr e d s of t h o u s a n d s of] pi e c e s of t h u m b s u p / t h u m b s d o w n f e e d b a c k 

o n AI O v er vi e w s a n d AI M o d e gl o b all y e a c h d a y. 8 7  W e al s o u n d er st a n d , 

b a s e d o n G o o gl e ’ s s u b mi s si o n s, t h at G o o gl e c o n si d er s t hi s f e e d b a c k o n 

a n a g gr e g at e d b a si s  a n d [ ].8 8   

4. 6 5  O ur i niti al vi e w i s  t h at G o o gl e’ s e xi sti n g  t h u m b s u p/ d o w n m e c h a ni s m pr o vi d e s 

s o m e  a bilit y f or p u bli s h er s t o i d e ntif y c o n c er n s, w hi c h c a n h el p G o o gl e t o  

i m pr o v e a c c ur a c y of it s s e ar c h g e n er ati v e AI f e at ur e s . H o w e v er,  o n it s o w n  it 

h a s li mit ati o ns : it i s n ot a t w o-w a y p u bli s h er -f a ci n g m e c h a ni s m f or p u bli s h er s 

t o r ai s e c o m pl ai nt s; a n d t h er e i s a l a c k of tr a n s p ar e n c y b et w e e n t h e d at a t h at 

G o o gl e a g gr e g at e s i nt er n all y a n d t h e i nf or m ati o n a v ail a bl e t o p u bli s h er s .  

4. 6 6  W e al s o c o n si d er t h at t h e p u bli s h er c h oi c e pr o p o s al s s et o ut a b o v e s h o ul d 

pr o vi d e a d diti o n al c o ntr ol f or p u bli s h er s t o a d dr e s s t h e s e c o n c er n s. I n 

p arti c ul ar, a s s et o ut i n p ar a gr a p h s 4. 2 0  t o 4. 2 5 a b o v e, w e e x p e ct o ur 

P u bli s h er  C R t o pr o vi d e p u bli s h er s wit h t h e a bilit y t o bl o c k t h eir c o nt e nt fr o m 

AI -g e n er at e d r e s p o n s e s  at p a g e l e v el . H a vi n g a p a g e -l e v el c o ntr ol w o ul d 

e n a bl e p u bli s h er s t o wit h dr a w S e ar c h C o nt e nt fr o m s e ar c h g e n er ati v e AI 

 

 
8 5  G o o gl e ’ s r e s p o n s e t o t h e C M A’ s R FI. 
8 6  G o o gl e ’ s r e s p o n s e t o t h e C M A’ s R FI. 
8 7  G o o gl e’ s r e s p o n s e t o t h e C M A’ s R FI.  
8 8  G o o gl e ’ s r e s p o n s e t o t h e C M A’ s R FI. 



41 

features, taking action themselves to address factuality issues when they 
arise. 

4.67 In addition to our attribution proposals set out above, we consider that there 
could be benefits in Google providing further tools and information to 
publishers. This could include, for example, a mechanism through which 
publishers can more easily communicate their reasons for blocking content 
from appearing in search generative AI features.89 This could give Google 
helpful data for the purposes of ensuring the factuality of its search generative 
AI features and its compliance reporting. We welcome views from Google and 
publishers whether the addition of such a mechanism would enhance the 
effectiveness of our CR whilst ensuring it remains proportionate.  

4.68 Our initial view is that these measures represent the most effective and 
proportionate way to reduce the negative effects of inaccuracies in search 
generative AI features. At this stage, we therefore do not consider it 
necessary to specify a new and separate two-way publisher facing complaints 
process as part of the Publisher CR.90  

4.69 In particular, our initial view is that a bespoke complaints process which goes 
further and includes requirements on Google to assess whether to take action 
is likely to make the CR more onerous than necessary. This is because we 
consider such a requirement would provide relatively little additional benefit 
beyond other measures we have set out above,91 but involve expense from 
Google reading, actioning and prioritising complaints. Such complaints could 
in principle stem from a material fraction of its index of over 20 billion 
websites,92 relating to search generative AI features which are difficult to 
replicate (because these responses exhibit high variability across the same 

 
 
89 As set out in paragraphs 4.20 to 4.25, we would expect Google’s compliance with our Publisher CR to extend 
to offering page-level control. This could include augmenting the current functionality in Google Search Console 
to allow publishers to block quickly a specific page from appearing in search generative AI features, whilst still 
appearing in non-generative AI search results.  We consider that, as part of this mechanism, Google could allow 
publishers to note their rationale for withdrawing a page, with ‘Not factually correct’ as an option. Because Google 
Search Console requests can only be submitted by the owner of websites, this would allow Google to 
differentiate between views of users – collected through the thumbs up/down mechanism – and perceptions of 
the content creator itself. 
90 Publishers would already be able to raise concerns if they consider that Google has breached the attribution 
requirements in the Publisher CR. 
91 Our proposed Publisher CR design allows publishers to restrict their content from appearing in Google’s 
search generative AI features, providing immediate redress. Further, we consider simpler mechanisms to report 
inaccurate summaries will support the production and monitoring of sufficient attribution more widely. 
92 Strategic Market Status investigation into Google’s general search services: Final Decision (SMS Decision), 10 
October 2025, paragraph 5.208. 

https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
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q u er y), 9 3  a n d ar e g e n er at e d pr o b a bili sti c all y fr o m a m o d el (i m pl yi n g t h at 

i n di vi d u al c o m pl ai nt s w o ul d b e diffi c ult t o a d dr e s s). 

I m pl e m e nt ati o n a n d c o m pli a n c e 

4. 7 0  A C R c o m e s i nt o f or c e at a ti m e d et er mi n e d b y t h e C M A. 9 4  O n c e i n f or c e, 

G o o gl e w o ul d b e r e q uir e d t o pr o vi d e t h e C M A wit h a c o m pli a n c e r e p ort i n 

r el ati o n t o t h at C R 9 5  a n d t h e C M A w o ul d b e r e q uir e d t o k e e p u n d er r e vi e w t h e 

e xt e nt t o w hi c h G o o gl e i s c o m pl yi n g wit h t h e P u bli s h er  C R. 9 6  T hi s  s e cti o n 

s et s o ut o ur pr o p o s e d a p pr o a c h t o e n s ur e t h at a n y fi n al  P u bli s h er C R  i s 

i m pl e m e nt e d eff e cti v el y a n d  t o m o nit ori n g c o m pli a n c e.  

A p pr o a c h t o m o nit ori n g a n d c o m pli a n c e  

4. 7 1  W e pr o p o s e t h at t h e c o n d u ct r e q uir e m e nt w o ul d c o m e i nt o f or c e wit hi n si x 

m o nt h s f oll o wi n g i m p o siti o n. D uri n g t hi s p eri o d G o o gl e s h o ul d, wit hi n o n e 

m o nt h of i m p o siti o n, s u b mit a n i m pl e m e nt ati o n pl a n a n d e n g a g e 

c o n str u cti v el y wit h t h e C M A a n d t hir d p arti e s t o d e v el o p a n d i m pl e m e nt 

c h a n g e s t o c o m pl y wit h  t h e r e q uir e m e nt. 

4. 7 2  W e pr o p o s e t o m o nit or c o m pli a n c e t hr o u g h f o ur m ai n m e c h a ni s m s:  a n i niti al 

b a s eli n e c o m pli a n c e a u dit, a si x -m o nt hl y c o m pli a n c e r e p ort fr o m G o o gl e , 

r e p orti n g of k e y i nf or m ati o n a n d d at a fr o m G o o gl e; a n d o n g oi n g st a k e h ol d er 

e n g a g e m e nt a n d f e e d b a c k.  

4. 7 3  T o a s s ur e p u bli s h er s t h at G o o gl e’ s c o ntr ol s w or k a s d e s cri b e d, G o o gl e s h o ul d 

c arr y o ut, s u b mit a n d p u bli s h a b a s eli n e c o m pli a n c e a u dit . W e  r e c o g ni s e t h at 

a p p oi nti n g a ‘ s kill e d p er s o n’ 9 7  m a y i ntr o d u c e s o m e f urt h er c o st s  t h at G o o gl e 

w o ul d n ot h a v e t o b e ar if c arr yi n g o ut it s  o w n i nt er n al c o m pli a n c e a u dit. 

H o w e v er,  gi v e n t h at o n e of t h e c or e  i s s u e s w e ar e s e e ki n g t o a d dr e s s  i s a 

l a c k of tr u st b y p u bli s h er s t h at G o o gl e i m pl e m e nt s it s c o ntr ol s  i n a w a y 

c o n si st e nt wit h it s p u bli c st at e m e nt s , w e  pr o vi si o n all y  c o n si d er t h at t h er e i s a n 

i ntri n si c v al u e i n a b a s eli n e r e p ort b ei n g c arri e d o ut b y a n i n d e p e n d e nt t hir d  

 

 
9 3  S e e f or e x a m pl e t h e a n al y si s i n W ell o w s, H o w AI A n s w er V ari a bilit y I m p a ct s S E O R e s ult s , 2 3 D e c e m b er 2 0 2 5. 
9 4  S e cti o n 1 9( 1 1)( a) of t h e A ct.  
9 5  S e cti o n 8 4( 1) of t h e A ct.  
9 6  S e cti o n 2 5( b) of t h e A ct.  
9 7  Se cti o n  7 9 of t h e A ct,  p ur s u a nt t o w hi c h  t h e C M A m a y a p p oi nt a ‘ s kill e d p er s o n’ t o pr o vi d e it wit h a r e p ort 

a b o ut m att er s r el e v a nt t o it s di git al  m ar k et s  f u n cti o n s i n r el ati o n t o a d e si g n at e d u n d ert a ki n g. S e e C M A 1 9 4, 

p ar a gr a p h s 5. 6 8 -5. 8 0.  

https://wellows.com/blog/how-ai-answer-variability-impacts-seo/


43 

party. We would expect this audit to include adversarial testing to ensure that 
publisher content does not appear where it has been opted out. 

4.74 Google’s six-monthly compliance report would include: 

(a) An explanation of how it has complied with the Publisher CR over the 
relevant period. Including: 

(i) any updates to the implementation of its publisher controls; 

(ii) how it has applied its publisher controls to new generative AI services 
and features or changed the application to existing services or 
features; 

(iii) how it has continued to monitor that its controls function as intended 
and described to publishers, including internal adversarial testing; 

(iv) any updates to public transparency offered in relation to its publisher 
controls, its use of publisher Search Content in generative AI services 
and features, and its attribution of publishers in search generative AI 
features; 

(v) an overview of any changes it has made to its attribution of publisher 
content in search generative AI features, including steps to ensure 
accurate attribution and that end users are provided with a clear 
means to access Search Content; and 

(vi) any updates on the steps Google takes to measure and ensure the 
factuality of its search generative AI features. 

(b) A summary of the most frequent stakeholder feedback received with 
respect to the above. 

4.75 As part of compliance reporting, we propose to require Google to supply the 
following information and data to enable us to assess the impact and 
effectiveness of the Publisher CR and Google’s compliance with it: 

(a) The number of publishers making use of its controls, including details of 
any cases where a publisher’s decision to exercise or otherwise these 
controls become subject to contractual agreement with Google; 
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(b) An aggregation of the user engagement metrics it provides publishers in 
relation to its search generative AI features;98 and  

(c) Information and data with respect to its search generative AI features, 
including for example the feedback collected through Google’s thumbs 
up/thumbs down mechanism.99 

4.76 Beyond this reporting, we would maintain regular communication 
with stakeholders on this Conduct Requirement. This would enable them to 
raise issues with us if they believe Google is failing to comply with the 
requirement. 

4.77 In the interest of transparency, the CMA considers that Google should 
prepare a non-confidential version (alongside the confidential version) of each 
compliance report and related performance metrics and publish this at the 
same time as submitting it to the CMA. This would improve confidence in 
Google’s compliance with the Publisher CR and enable third parties 
to provide further views on Google’s compliance. 

Consistency with existing and expected laws and standards 

4.78 This CR would sit alongside existing legal and regulatory frameworks 
governing the use of online content in AI systems. This section outlines how it 
interacts with existing legal regimes, regulatory guidance and emerging 
technical standards. 

Existing Copyright Framework & robots.txt debate 

4.79 The Government is currently considering responses to its consultation on the 
UK AI Copyright framework, including what publisher content can be used for 
AI model training and on what terms.100 The focus of our CR is on addressing 
issues of Google’s market power, rather than cross-cutting copyright issues. 
The Publisher CR applies to Google, as it has SMS, rather than the market as 
a whole. 

 
 
98 This could include average (a) click-through rate and (b) click-quality at breakdowns which support evaluation. 
99 See paragraph 4.64(b) above. 
100 See Intellectual Property Office, Department for Science Innovation and Technology, and Department for 
Culture, Media and Sport, ‘Copyright and Artificial Intelligence’, dated 17 December 2024, accessed by the CMA 
16 December 2025.  

https://www.gov.uk/government/consultations/copyright-and-artificial-intelligence
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I nt er n et E n gi n e eri n g T a s k F or c e 

4. 8 0  I n p ar all el wit h l e gi sl ati v e d e v el o p m e nt s, t h e I nt er n et E n gi n e eri n g T a s k F or c e 

(I E T F) h a s i niti at e d w or k t o a d dr e s s t h e t e c h ni c al di m e n si o n of c o nt e nt 

g o v er n a n c e i n t h e c o nt e xt of AI. 1 0 1  T h e n e wl y c h art er e d AI Pr ef er e n c e s 

(AI P R E F ) W or ki n g Gr o u p i s t a s k e d wit h d e v el o pi n g st a n d ar di s e d 

m e c h a ni s m s f or e x pr e s si n g h o w i nt er n et c o nt e nt m a y b e u s e d i n t h e 

d e v el o p m e nt, d e pl o y m e nt, a n d o p er ati o n of AI s y st e m s.  

4. 8 1  T h e AI P R E F W or ki n g Gr o u p d o e s n ot e n g a g e wit h t h e l e g al e nf or c e a bilit y of 

t h e s e pr ef er e n c e s b ut s e e k s t o i m pr o v e cl arit y a n d i nt er o p er a bilit y a cr o s s 

pl atf or m s. It s w or k r e s p o n d s t o gr o wi n g c o n c er n s a m o n g c o nt e nt cr e at or s a n d 

p u bli s h er s a b o ut t h e o p a q u e a n d  i n c o n si st e nt AI pr ef er e n c e s  si g n alli n g 

pr a cti c e s c urr e ntl y u s e d b y AI d e v el o p er s. T h e C M A i s mi n df ul  t h at o ur C R o n 

p u bli s h er c o ntr ol n e e d s t o b e  fl e xi bl e t o r efl e ct p o s si bl e f ut ur e c h a n g e s i n t hi s 

ar e a.  

C R s t h at c o ul d  b e e q u all y eff e cti v e  

Cr a wl er s e p ar ati o n  

4. 8 2  Al o n g si d e c o n si d eri n g w h at c o ntr ol s a n d tr a n s p ar e n c y G o o gl e s h o ul d pr o vi d e 

t o p u bli s h er s, w e h a v e c ar ef ull y c o n si d er e d w h et h er  G o o gl e s h o ul d b e 

r e q uir e d t o o p er at e s e p ar at e cr a wl er s t o g at h er d at a f or it s s e ar c h a n d AI 

pr o d u ct s a n d s er vi c e s. T hi s c o ul d b e a n alt er n ati v e t o a r e q uir e m e nt o n 

G o o gl e t o i m pr o v e it s e xi sti n g p u bli s h er  c o ntr ol s , o utli n e d at p ar a gr a p h s 4. 4 t o 

4. 2 7  4. 2 7 a b o v e . W e r ef er t o t hi s o pti o n a s ‘ cr a wl er s e p ar ati o n ’. 

4. 8 3  A s n ot e d at p ar a gr a p h 1. 1 1 , p u bli s h er s d o  n ot at pr e s e nt h a v e s uffi ci e nt  

c h oi c e o v er w h et h er t h eir c o nt e nt, cr a wl e d f or G o o gl e’ s g e n er al s e ar c h , i s 

u s e d i n G o o gl e’ s g e n er ati v e AI s er vi c e s  a n d f e at ur e s. B e c a u s e G o o gl e 

S e ar c h i s s u c h a criti c al r o ut e t o m ar k et f or m o st p u bli s h er s, t h e y h a v e n o 

c h oi c e b ut t o gr a nt a c c e s s t o G o o gl e’ s cr a wl er t o e n s ur e t h e y a p p e ar i n 

s e ar c h r e s ult s. Cr a wl er s e p ar ati o n c o ul d p ot e nti all y a d dr e s s t hi s i s s u e b y 

e n a bli n g p u bli s h er s t o a c c e pt or r ej e ct a c c e s s t o G o o gl e’ s AI cr a wl er 

i n d e p e n d e ntl y fr o m t h e s e ar c h cr a wl er.  

4. 8 4  W e h a v e c o n si d er e d a r a n g e of ar g u m e nt s i n f a v o ur of cr a wl er s e p ar ati o n . 

F or e x a m pl e, o n e pr o p o s al i s t h at t h er e s h o ul d b e di sti n ct cr a wl er s f or :  

 

 
1 0 1  S e e I E F T D at atr a c k er  ‘AI Pr ef er e n c e s ( ai pr ef) ’, a c c e s s e d b y t h e C M A 1 6 J a n u ar y 2 0 2 6 . 

https://datatracker.ietf.org/wg/aipref/about/
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(a) search indexing, 

(b) AI training/fine-tuning, and  

(c) AI grounding or summarisation.  

4.85 This separation would allow publishers to block or allow each type of crawler 
independently, without needing to rely on controls provided by Google within 
its existing search crawler.   

4.86 Our initial assessment is that crawler separation could be effective in meeting 
the aim set out at paragraph 2.2 above. This is because it would enable 
publishers to make decisions separately over whether their content is crawled 
for different purposes. We note that crawler separation would need to be 
operated alongside other requirements in order to ensure Google was not 
able to recombine data from the different crawlers or use data for wider 
purposes.  

4.87 However, our view is that crawler separation would bring more costs and risks 
of unintended consequences to both Google and third parties than our 
proposed CR. As set out in the proportionality assessment at paragraph 5.7 to 
5.12, crawler separation would require Google to create and maintain a 
separate crawling infrastructure. For publishers, an additional crawler would 
increase the load imposed on their servers, increasing costs. 

4.88 For this reason, our assessment is that improving Google’s controls would be 
a more proportionate way of meeting our aim.  
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5.   Pr o vi si o n al pr o p orti o n alit y a s s e s s m e nt f or t h e 

P u bli s h er C R   

5. 1  T h e C M A m a y o nl y i m p o s e a C R if it c o n si d er s t h at it w o ul d b e pr o p orti o n at e 

t o d o s o f or t h e p ur p o s e s of o n e or m or e of t h e st at ut or y o bj e cti v e s, h a vi n g 

r e g ar d t o w h at t h e C R i s i nt e n d e d t o a c hi e v e ( a s s et o ut i n S e cti o n  2 

a b o v e). 1 0 2  

5. 2  T hi s  s e cti o n s et s o ut o ur pr o vi si o n al pr o p orti o n alit y a n al y si s f or  t h e pr o p o s e d 

P u bli s h er  C R . A pr o p orti o n at e C R i s o n e t h at:  

( a) I s eff e cti v e i n a c hi e vi n g it s i nt e n d e d ai m;    

( b) I s n o m or e o n er o u s t h a n it n e e d s t o b e t o a c hi e v e it s i nt e n d e d ai m;    

( c) I s t h e l e a st o n er o u s C R, w h er e t h e C M A h a s  i d e ntifi e d m ulti pl e e q u all y 

eff e cti v e o pti o n s t h at w o ul d a c hi e v e t h e i nt e n d e d ai m; a n d   

( d) D o e s n ot pr o d u c e di s a d v a nt a g e s t h at ar e di s pr o p orti o n at e t o it s  ai m .1 0 3  

5. 3  W e h a v e pr o vi si o n all y c o n si d er e d e a c h of t h e s e f o ur crit eri a b el o w.  

T h e C R i s eff e cti v e at a c hi e vi n g it s i nt e n d e d ai m  

5. 4  A s s et o ut i n t h e eff e cti v e n e s s s e cti o n , i m pr o v e d c o ntr ol s w o ul d  e n a bl e 

p u bli s h er s t o m a k e a m e a ni n gf ul c h oi c e o v er h o w t h eir c o nt e nt, cr a wl e d f or 

G o o gl e’ s g e n er al s e ar c h,  i s u s e d i n G o o gl e’ s g e n er ati v e AI s er vi c e s a n d 

f e at ur e s. T h at  d e ci si o n  w o ul d b e  s u p p ort e d b y i m pr o v e d tr a n s p ar e n c y o v er 

h o w t h eir c o nt e nt i s u s e d  a n d  e n g a g e d wit h, a n d m e a s ur e s t o  e n s ur e eff e cti v e 

attri b uti o n of c o nt e nt . F or e x a m pl e, a d diti o n al tr a n s p ar e n c y  a n d eff e cti v e 

attri b uti o n  wo ul d  f urt h er e m p o w er p u bli s h er s  i n m a ki n g  d e ci si o n s  a b o ut h o w 

G o o gl e u s e s t heir  c o nt e nt , w h at t y p e s of c o nt e nt t h e y pr o d u c e, a n d h o w t h e y 

o pti mi s e t h at c o nt e nt f or di s pl a y i n G o o gl e S e ar c h .  

5. 5  I n t h e s e cti o n s b el o w, w e s et o ut e vi d e n c e o n t h e si g nifi c a n c e of t h e b e n efit s 

a n d  c o st s w hi c h w o ul d  fl o w fr o m a c hi e vi n g t hi s ai m, gi v e n o ur pr o p o s e d C R 

d e si g n  s et o ut a b o v e . 

 

 
1 0 2  S e cti o n 1 9( 5) of t h e A ct.  
1 0 3  Di git al m ar k et s c o m p etiti o n r e gi m e g ui d a n c e , D e c e m b er 2 0 2 4 ( C M A 1 9 4), p ar a gr a p h 3. 3 3.                    

https://assets.publishing.service.gov.uk/media/6762f4f6cdb5e64b69e307de/Digital_Markets_Competition_Regime_Guidance.pdf
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T h e C R i s n o m or e o n er o u s t h a n n e c e s s a r y  

5. 6  T h e eff e cti v e n e s s s e cti o n s et s o ut t h e k e y p oli c y d e si g n q u e sti o n s w e h a v e 

c o n si d er e d a n d e x pl ai n s w h y t h e pr o vi si o n s of  t h e C R ar e n o m or e o n er o u s 

t h a n n e c e s s ar y. I n p arti c ul ar, it d e m o n str at e s w h y:  

( a) T h e pr o p o s e d el e m e nt s o f t h e C R ar e n e c e s s ar y t o m e et t h e ai m s w e 

h a v e arti c ul at e d i n S e cti o n  2.  

( b) T h e C R d o e s n ot g o b e y o n d w h at i s n e c e s s ar y . W e h a v e s et o ut i n t h e 

eff e cti v e n e s s s e cti o n a n u m b er of p oi nt s w h er e w e h a v e d e ci d e d n ot  t o 

i n cl u d e el e m e nt s of t h e C R b e c a u s e t h e y c o ul d i m p o s e m or e o n er o u s 

b ur d e n s. F or e x a m pl e,  w e h a v e s et o ut  w h y w e w o ul d  n ot r e q uir e 

G o o gl e t o pr o vi d e gr e at er gr a n ul arit y o v er t h e diff er e nt u s e s f or w hi c h 

p u bli s h er s  c a n o pt  o ut c o nt e nt  o ut si d e of g e n er al s e ar c h ( w hi c h w o ul d 

r e q uir e p ot e nti all y o n er o u s c h a n g e s t o G o o gl e-E xt e n d e d).  

( c) W e h a v e  al s o  s o u g ht t o e n s ur e t h e s u p p orti n g tr a n s p ar e n c y a s p e ct s of 

o ur r e m e d y miti g at e c o st s w hil st m ai nt ai ni n g t h e eff e cti v e n e s s  of t h e 

r e m e d y. S p e cifi c all y: we h a v e mi ni mi s e d t h e d at a s c o p e r e q uir e d,  ar e 

pr o vi di n g G o o gl e wit h t h e fl e xi bilit y t o u s e e xi sti n g i nfr a str u ct ur e a n d 

r e p orti n g fr e q u e n ci e s a n d  h a v e e n s ur e d t h e attri b uti o n r e p orti n g 

r e q uir e m e nt i s pr a cti c abl e. 

T h e C R i s t h e l e a st o n er o u s o f e q u all y eff e cti v e m e a s ur e s 

5. 7  A s o utli n e d a b o v e, w e  h a v e  c o n si d er e d cr a wl er s e p ar ati o n  a s a  p ot e nti all y  

e q u all y eff e cti v e i nt er v e nti o n i n r el ati o n t o pr o vi di n g s uffi ci e nt c h oi c e o v er t h e 

u s e of p u bli s h er s’ c o nt e nt . W e  r e c ei v e d s u b mi s si o n s o n t h e c o st s of cr a wl er 

s e p ar ati o n, w hi c h w e c o m p ar e t o t h e c o st s of p u bli s h er c o nt e nt  c o ntr ol s . 

5. 8  W e r e c ei v e d mi x e d s u b mi s si o n s o n  t h e r el ati v e c o st s t o G o o gl e of cr a wl er 

s e p ar ati o n a n d p u bli s h er c o nt e nt  c o ntr ol s. G o o gl e s u b mitt e d t h at cr a wl er 

s e p ar ati o n  w o ul d l e a d  it t o i n c ur c o st s si g nifi c a ntl y a b o v e t h o s e pr e s e nt e d b y  

a n e w s e ar c h g e n er ati v e AI f e at ur e s c o nt e nt  c o ntr ol . T h e s e st e m fr o m d ir e ct 

u pfr o nt a n d o n g oi n g  c o st s  t o G o o gl e of [ o v er £ 1 5 0 milli o n]  p er y e ar ;1 0 4  f urt h er 

 

 
1 0 4  G o o gl e s ai d  u pfr o nt c o st s i n cl u d i n g d e v el o pi n g a s e p ar at e i n d e x, i m pl e m e nti n g c o m pl e x d at a pi p eli n e s, 

e nf or ci n g a c c e s s c o ntr ol p oli ci e s t o li mit w hi c h pr o d u ct s c a n r e a d t h e i n d e x, a n d d efi ni n g r e cr a wl p oli ci e s, a n d  

o n g oi n g c o st s  of r u n ni n g a n d m ai nt ai ni n g t h e s e p ar at e cr a wl er  a n d cr a wl er i n d e x, i n cl u di n g  cr a wli n g, c o m p ut e 

a n d st or a g e c o st s . W e a n n u ali s e c o st s o v er 5 y e ar s, a s s u mi n g t h e u pfr o nt c o st s o c c ur i n y e ar 1 a n d t h e o n g oi n g 

c o st s ar e e v e nl y di stri b ut e d a cr o s s y e ar s 2 -5,  di s c o u nt i n g i n li n e wit h t h e Gr e e n B o o k r at e of 3. 5 %. G o o gl e’ s 

r e s p o n s e t o t h e C M A’ s R FI. G o o gl e n ot e s t h at it i s v er y diffi c ult t o a c c ur at el y f or e c a st t h e c o st s of p ot e nti al 
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significant costs associated with Google retraining its generative models and 
adjusting functionality to use only data collected by the separate crawler;105 
and further opportunity costs from being diverted from undertaking work to 
advance its models’ capability in competition with AI assistants of the order of 
£[] billion per year.106 A third party submitted that it would not be technically 
difficult for Google to operate separate search and AI crawlers, arguing that 
Google already operating multiple crawlers undermines any efficiency 
arguments and gives it experience.107 

5.9 We also received mixed submissions around the relative third-party costs of 
crawler separation and publisher content controls. Google identified various 
costs to third parties (content delivery networks, website hosts and publishers) 
totalling [hundreds of millions] per year when annualised and discounted, from 
serving content multiple times, increasing use of bandwidth and server 
requests from Google, and costs from a chilling effect on innovation.108 A third 
party content delivery network submitted that crawler separation would 
address problems of server load by enabling website operators to block 
Google’s crawler for purposes that they object to.109 

5.10 Our analysis indicates that third parties would be likely to bear significantly 
greater costs under separate crawlers compared to improved publisher 
content controls. Separation is likely to lead to duplication of crawling for 
traditional search functions and generative AI features.110 While third-party 
costs are relatively small per website,111 the overall impact is significant 
accounting for impacts across Google’s index of hundreds of billions of 

 
 
interventions with a high degree of confidence and so Google’s cost estimates across all the potential CRs 
should be regarded as directional only. Google’s response to the CMA’s RFI. 
105 For the costs of model training, Google refers to estimates of hundreds of millions of dollars []. Google’s 
response to the CMA’s RFI. 
106 For opportunity costs, Google estimates []; and notes that this could represent an opportunity cost of £[] 
billion. Google’s response to the CMA’s RFI. 
107 Cloudflare also argued that if Google were to split out its crawlers, website operators would likely see a 
reduction in load if they prevent crawling for certain purposes, and even if they permit all purposes are unlikely to 
see a significant increase in activity. Cloudflare’s submission to the CMA. 
108 CMA analysis of Google’s cost data. We assume Google’s estimate of £[] billion in third party costs is 
evenly distributed across years 2-5 in line with Google’s treatment of its own ongoing costs, and discount these 
costs in line with the Green Book rate of 3.5%. Google’s response to the CMA’s RFI. 
109 Cloudflare’s submission to the CMA. 
110 Publishers that exercise improved controls can choose to opt out of crawling for one purpose but not another, 
providing Google with incentives to reduce any crawling it would do to use content only for the opted-out purpose. 
Where publishers wish to be crawled for both purposes, under a single crawler Google has no incentive to crawl 
multiple times; under multiple crawlers it would be forced to. 
111 Cloudflare data implies around 4% of web traffic is today attributable to Google’s crawlers. Cloudflare, 
‘Cloudflare Radar – Bot Traffic’, accessed by the CMA on 2 December 2025. 

https://radar.cloudflare.com/bots
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webpages.112 Illustratively, a 30%113, 114 increase in crawling would imply 
incremental ongoing data transfer costs alone to third parties of keeping 
Google’s 100 million gigabyte index up to date would be at least £25 to £50 
million annually.115  

5.11 Further, we consider the costs to Google of publisher content controls would 
likely be materially lower than the costs of crawler separation.  

(a) In relation to Google’s upfront costs, a new control would largely work 
within Google’s existing system architecture: Google already provides 
granular controls to publishers, such as the nosnippet control which 
offers sub-page-level granularity. By contrast, a separate crawler would 
require Google to incur higher upfront costs developing new 
infrastructure duplicating that which already exists for Googlebot.116 
Further, Google launched Google-Extended (an entirely new control at 
the time) after more than [].117 Whilst Google submitted that 
developing a new search generative AI features content control would 
involve “massive complexity”, Google indicated that the control could 

 
 
112 Strategic Market Status investigation into Google’s general search services: Final Decision (SMS Decision), 
10 October 2025, paragraph 5.208. 
113 We calibrate our illustrative figure based on OpenAI’s crawlers (GPTbot and GPT-user) which appeared to 
operate at around 30% of the scale of GoogleBot’s in July 2025. Cloudflare, ‘The Crawl-to-Click Gap’, 29 August 
2025, accessed by the CMA on 2 December 2025.  
114 Our analysis shows that Google in June 2025 showed a similar scale of queries showing AI Overviews ([]) 
as OpenAI responded to ChatGPT queries ([]); so we did not scale for usage intensity. Third-party ([]) data 
for November 2024 and July 2025 shows that Googlebot’s crawling in this period was broadly in line with that 
before AI Overviews were rolled out at scale; so we did not adjust GoogleBot data to incorporate any reduced 
activity of that crawler. Sources: OpenAI’s response to the CMA’s RFI. CMA analysis of data submitted in 
Google’s response to the CMA. Cloudflare’s submission to the CMA. 
115 Carrying forward the crawling increase, we assume Google ingests 30% of its index monthly, in line with 
research showing that Googlebot finds the median new site under 30 days (some SEO research suggests this is 
cautious, and as a sensitivity we assume twice as much data is consumed). We assume a price of $0.12 per GB 
in line with GCP pricing for egress from Europe to North America (0-1TiB), assuming these costs occur in years 2 
to 5, converting to GBP and discounting at the Green Book rate of 3.5%. This gives around £25m. Sources: 
Google, ‘Organizing Information – How Google Search Works’, accessed by the CMA on 2 December 2025. 
IndexCheckr, ‘Google Indexing Study: Insight from 16 Million Pages’, 28 February 2025, accessed by the CMA 
on 2 December 2025. Fatrank, ‘How Often Does Google Crawl your Site?’, accessed by the CMA on 9 December 
2025. Google, ‘Announcement of pricing change for egress traffic’, accessed by the CMA on 2 December 2025. 
Bank of England, ‘XUAAUSS,’ accessed by the CMA on 9 December 2025. 
116 These costs potentially include developing data ingestion pipelines, and associated infrastructure. There is 
extensive research demonstrating the savings that can be made from reducing duplication and reusing shared 
infrastructure. This is captured for example in the UK Government’s Technology Code of Practice, 7 July 2025.  
117 Google’s response to the CMA’s RFI.  

https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://blog.cloudflare.com/crawlers-click-ai-bots-training/
https://www.google.com/intl/en_us/search/howsearchworks/how-search-works/organizing-information/#:%7E:text=The%20Google%20Search%20index%20covers,over%20100%2C000%2C000%20gigabytes%20in%20size.
https://indexcheckr.com/resources/google-indexing?
https://www.fatrank.com/how-often-does-google-crawl-your-site/
https://cloud.google.com/vpc/pricing-announce
https://www.bankofengland.co.uk/boeapps/database/fromshowcolumns.asp?Travel=NIxAZxSUx&FromSeries=1&ToSeries=50&DAT=RNG&FD=1&FM=Jan&FY=1963&TD=31&TM=Dec&TY=2025&FNY=Y&CSVF=TT&html.x=66&html.y=26&SeriesCodes=XUAAUSS&UsingCodes=Y&Filter=N&title=XUAAUSS&VPD=Y
https://www.gov.uk/guidance/the-technology-code-of-practice
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potentially go live in [].118 Indeed Google appears [].119 
Contemporaneous documents to the decision [].120  

(b) In relation to Google’s ongoing costs, just as for third parties, we also 
expect reduced crawling activity under the publisher content controls 
option to reduce Google’s costs relative to crawler separation. Using 
publicly available data, we calculate illustratively that Google’s electricity 
use from the additional web crawling would be significantly greater under 
crawler separation,121 implying our chosen measure would avoid 
additional costs in at least the tens of millions annually.122 

5.12 We therefore consider that crawler separation would be the more onerous 
proposal.123 Since improved controls is an equally effective remedy (as 
described above), we do not intend to proceed with crawler separation. 

 
 
118 Google presentation to the CMA. 
119 Google’s documents show it has been evaluating more granular controls for how Search uses content since at 
least April 2024, []. Sources: Google internal document, ‘Search (including SGE) Publisher Controls’, published 
on Antitrust Division, U.S. Department of Justice, dated 12 April 2024, accessed by the CMA 4 December 2025. 
Google’s internal document. 
120 A Google document from []. Sources: Google’s internal document. Google’s internal document. 
121 CommonCrawl have published data on their emissions (320KgCO2e in a single month from electricity use) 
and assumptions on US grid intensity of 30KgCO2e/kWh), which imply annual electricity use of around 
10,000kWh/year. We scale CommonCrawl’s implied electricity use for relative crawling intensity between 
CommonCrawl and Google’s crawlers (0.04% compared to 45% of crawl requests, based on Cloudflare data 
scaling CCbot figure for the denominator excluding non-AI crawling by GPTbot data presented with and without 
non-AI crawling) and for Googlebot gathering images, JavaScript and CSS content which is wider than 
CommonCrawl’s focus on text (2% of page content, based on data for the median page from HTTP archive). On 
a highly illustrative basis, this method implies 0.15 TWh of electricity use per year, representing 0.5% of Google’s 
overall usage. Sources: Common Crawl and Tailpipe. ‘Case Study: Measuring the Carbon Cost of Crawling Five 
Billion Web Pages’, dated 8 May 2025, accessed by the CMA 2 December 2025; Cloudflare, ‘The Crawl-to-Click 
Gap’, 29 August 2025, accessed by the CMA on 2 December 2025; HTTP Archive, ‘Part III Chapter 15 - Page 
Weight’ 11 November 2024, accessed by the CMA on 2 December 2025; Google, ‘Google 2025 Environmental 
Report’ published on Google Sustainability, dated June 2025, accessed by the CMA 2 December 2025, page 
107.  
122 We proxy the cost of the volume of electricity above using UK Green Book data for the commercial sector. We 
consider a range between the low and high estimates given uncertainty around Google’s purchasing 
arrangements. This gives £30-45m per year. Department for Energy Security and Net Zero, ‘Green Book 
supplementary guidance: valuation of energy use and greenhouse gas emissions’ dated 30 November 2023, 
accessed by the CMA on 6 January 2026, table 9.  
123 Whilst we recognise that Google’s estimates of direct costs were not made with a high degree of confidence, 
we consider it appropriate at this stage to place weight on the broad magnitudes implied by these estimates 
(taking into account the factors Google accounted for in its estimates, its broad approach and the wider evidence 
we have set out above to sense-check the overall conclusions we have drawn). We also recognise Google made 
additional representations around indirect costs raised by Google in its response to the CMA’s RFI; given our 
conclusion on the direct costs we have not needed to consider these indirect cost estimates in detail. 

https://assets.bwbx.io/documents/users/iqjWHBFdfxIU/rrHiVslpyEfE/v0
https://tailpipe.ai/measuring-the-carbon-cost-of-crawling-five-billion-web-pages/
https://tailpipe.ai/measuring-the-carbon-cost-of-crawling-five-billion-web-pages/
https://blog.cloudflare.com/crawlers-click-ai-bots-training/
https://blog.cloudflare.com/crawlers-click-ai-bots-training/
https://almanac.httparchive.org/en/2024/sustainability#evaluating-the-environmental-impact-of-websites
https://almanac.httparchive.org/en/2024/sustainability#evaluating-the-environmental-impact-of-websites
https://sustainability.google/reports/google-2025-environmental-report/
https://sustainability.google/reports/google-2025-environmental-report/
https://www.gov.uk/government/publications/valuation-of-energy-use-and-greenhouse-gas-emissions-for-appraisal
https://www.gov.uk/government/publications/valuation-of-energy-use-and-greenhouse-gas-emissions-for-appraisal
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T h e C R d o e s n ot pr o d u c e di s a d v a nt a g e s w hi c h ar e di s pr o p orti o n at e t o t h e ai m  

5. 1 3  I n t hi s s e cti o n w e a s s e s s  t h e c o st s a n d b e n efit s  of  o ur pr o p o s e d C R d e si g n . 

W e a s s e s s t h e s e a g ai n st a n alt er n ati v e  i n w hi c h G o o gl e m ai nt ai n s t h e 

c o ntr ol s  a n d tr a n s p ar e n c y  w hi c h e xi st i n t h e st at u s q u o, a s o utli n e d i n t h e 

i s s u e s s e cti o n p ar a gr a p h s 1. 8  t o 1. 1 6. W hil st G o o gl e h a s  ( a s d e s cri b e d i n 

p ar a gr a p h  5. 1 1( a) ) [ ]. F urt h er,  wit h o ut c ert ai nt y pr o vi d e d b y  c o m pli a n c e 

m e c h a ni s m s , a n y co ntr ol s  i ntr o d u c e d w o ul d n ot r e s ol v e i s s u e s st e m mi n g fr o m 

c o nfi d e n c e i n G o o gl e’ s pr a cti c e s  a b o v e. W e t h er ef or e tr e at t h e c o st s a n d 

b e n efit s of t h e pr o p o s e d n e w c o ntr ol a s a d diti o n al .1 2 4  

P ot e nti al c o st s  

5. 1 4  I n t hi s s e cti o n w e a s s e ss i n t ur n t h e p ot e nti al c o st s t h at G o o gl e, w e b 

p u bli s h er s a n d e n d  u s er s m a y e x p eri e n c e  fr o m o ur pr o p o s e d  P u bli s h er C R .1 2 5  

C o st s t o G o o gl e  

5. 1 5  W e a s s e s s t h e r e q uir e m e nt s t h at G o o gl e d e v el o p a n e w s e ar c h g e n er ati v e AI 

f e at ur e s c o nt e nt c o ntr ol a n d pr o vi d e s u p p orti n g tr a n s p ar e n c y m e a s ur e s i n 

t ur n. 

5. 1 6  G o o gl e s ai d d e v el o pi n g a n e w s e ar c h g e n er ati v e AI f e at ur e s c o nt e nt  c o ntr ol 

w o ul d b e t e c h ni c all y c o m pl e x, f or e x a m pl e b e c a u s e it w o ul d r e q uir e dir e ct 

i nt e gr ati o n wit h G o o gl e S e ar c h’ s i n d e xi n g, cr a wli n g a n d s er vi n g s y st e m s . 

G o o gl e al s o s u b mitt e d t hi s w or k w o ul d l e a d it t o i n c ur o p p ort u nit y c o st s, a n d 

t h at t h e s e w o ul d n e e d t o b e c o n si d er e d b y t h e C M A i n it s pr o p orti o n alit y 

a s s e s s m e nt al o n g si d e  t h e c o st s t o u s er s a n d br o a d er i m p a ct o n t h e S e ar c h 

e x p eri e n c e m or e g e n er all y .1 2 6  G o o gl e s ai d t h e o v er all c o st s ar e i n h er e ntl y 

u n c ert ai n , b ut l e s s t h a n t h e e sti m at e d c o st s of c o m pl yi n g wit h a cr a wl er 

 

 
1 2 4  L e s s a n y s u n k c o st s G o o gl e h a s alr e a d y i n c urr e d i n e x pl ori n g t h e s e o pti o n s.  
1 2 5  W e  h a v e c o n si d er e d t h e c o st s of i nt er v e nti o n s o v er a fi v e -y e ar p eri o d. C o st s i n c urr e d i n t h e f ut ur e h a v e b e e n 

di s c o u nt e d u si n g t h e S o ci al Ti m e Pr ef er e n c e R at e of 3. 5 %  b a s e d o n g ui d a n c e i s s u e d b y H M Tr e a s ur y i n t h e 

Gr e e n B o o k . A n n u al c o st s ar e r e p ort e d a s t h e t ot al di s c o u nt e d c o st o v er t h e fi v e y e ar s di vi d e d b y fi v e. S o ur c e:  

H M Tr e a s ur y, ‘G ui d a n c e  – T h e Gr e e n B o o k ( 2 0 2 2) ’ d at e d 1 6 M a y 2 0 2 4, a c c e s s e d b y t h e C M A 6 J a n u ar y 2 0 2 6.  
1 2 6  G o o gl e ’s r e s p o n s e t o t h e C M A’ s R FI.  

https://www.gov.uk/government/publications/the-green-book-appraisal-and-evaluation-in-central-government/the-green-book-2020
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separation remedy (which Google estimate to be [over £150 million] per 
year).127, 128 

5.17 In relation to the publisher content controls, for the reasons set out in 
paragraphs 5.7 to 5.12 whilst we consider the cost of providing improved 
publisher content controls would still be material, we consider that publisher 
content controls would be substantially less costly than crawler separation 
over the course of the designation.129  

5.18 Google estimated the costs of certain additional transparency measures as 
follows:  

(a) Providing public information on how content is used in its generative AI 
services would cost [up to £2.5 million] [].130  

(b) Providing publishers with additional data on user engagement with the 
content in search generative AI features would cost [up to £1 million] on 
average per year.131  

(c) Providing publishers with a public report on the factuality of Google’s 
search generative AI features would cost [] per year. Providing 
publishers with information about how publisher content is attributed in 
Search generative AI features would cost [] per year. In total, these 
aspects could cost [up to £2.5 million] per year. 132 

5.19 There are some reasons these estimates could overstate the costs arising 
from our intervention: the Google’s estimates include additional costs 
associated with identifying the set of UK-based publishers to which the 
factuality assessment would be restricted, implying that the costs of providing 
a CR tailored to UK publishers would be greater than the costs of providing 

 
 
127 CMA analysis of Google data, discounting at the Green Book rate of 3.5%. See Google’s response to the 
CMA’s RFI. 
128 As set out above, the scope of Google-Extended may comply with our design (see paragraph 4.19). Whilst 
Google would be required to provide additional information on Google-Extended than it makes available today, 
these costs are unlikely to be high and may to an extent overlap with the costs set out in paragraph 5.18(a) 
below.  
129 As set out in paragraph 5.52 below, we consider the costs would be materially lower than the benefits. 
130 Google’s response to the CMA’s RFI. The CMA considers these cost estimates to be on the high side relative 
to the nature of the activities involved, and will welcome further evidence from Google to support the magnitude 
of these claims. 
131 Specifically, Google estimated that this intervention would incur []. See Google’s response to the CMA’s 
RFI. 
132 Specifically, Google estimated that this intervention would incur []. Google also submitted that []. All 
figures in this paragraph are discounted and annualised in line with the Green Book rate of 3.5%. See Google’s 
response to the CMA’s RFI.   
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this on a global basis. Since our CR design allows Google to provide the 
factuality report on a global basis to capture all publishers that make content 
available to UK users, we have excluded costs that Google would incur were 
it to choose to implement our CR by providing a CR tailored to the UK. 
Google’s submissions suggest this could materially reduce the costs 
above.133  

5.20 In relation to the requirement for Google to ensure their Search Content is 
sufficiently attributed, we consider the costs will be low. Google today 
provides attribution and is taking steps to improve this further.134 We expect 
larger costs would only be incurred if Google were to provide insufficient 
attribution.135 

Costs to web publishers 

5.21 We asked a range of publishers whether they foresaw any unintended 
consequences or costs to their businesses as a result of improving their 
choices in the way proposed above. Very few publishers mentioned such 
costs. One publisher explicitly said it was unaware of any unintended 
consequences or costs.136 Another discussed potential costs of implementing 
new systems to manage and monitor controls and risks of their content being 
downranked if they exercise the control.137  

5.22 We consider that publishers would only incur these costs and risks if they 
decided to exercise Google’s new controls, and therefore we take them into 
account as potential limitations to the benefits in our analysis below (see 
paragraph 5.29). Further, our CR would prevent Google intentionally 
downranking the websites of publishers that use the proposed control in non-
generative AI search features.138 In any event, we consider that any such 
costs could to a material extent be mitigated through the precise 
implementation and monitoring of the Publisher CR. 

 
 
133 See Google’s response to the CMA’s RFI. 
134 As set out at paragraph 1.14 we recognise that Google has taken steps to improve attribution. 
135 Further, in paragraph 4.67 we consider there could be benefits in Google providing publishers with a way to 
communicate their reasons for blocking content from appearing in AI-generated responses. We consider this 
likely to impose small costs, since it broadly aligns with current practices within the ‘thumbs up/thumbs down’ 
mechanism and because it appears possible to implement it within an existing offering (Google Search Console).  
136 [] response to the CMA’s RFI. 
137 [] response to the CMA’s RFI. 
138 There may be second-order effects as a result of opting out which induce downranking. For example, Google 
gave the example of the scenario where a publisher opts out of AI Overviews and as a result, it reduces its own 
opportunities to attract clicks. In doing so, this may in turn have an impact on user traffic. See Google’s 
submission to the CMA. 
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Costs to consumers 

5.23 Google did not identify any particular costs to users from the new search 
generative AI features content control applying to grounding and display.139 
Whilst we have identified some possible negative effects, we consider that the 
risk they are significant is small and Google has the ability and incentive to 
mitigate them.  

5.24 Specifically, a reduction in the amount of content used to ground generative 
AI features could risk lowering their quality.140 This could lead to an increase 
in search friction, eroding trust in generative AI services and features as a 
source of reliable information.141 However, Google’s index is very significant 
in scale, which would likely provide some robustness to opt-outs because it is 
more likely Google’s index contains content it can substitute for the opted-out 
content. Insofar as opt-outs increase the risk of inaccuracies, Google’s current 
approach would be [].142 Further, in our view, Google would have the 
resources and be incentivised to strike deals with key publishers to maintain 
access to their content and allow Google to maintain the quality of their 
generative AI services in Search. Indeed, [].143, 144  

5.25 Whilst increased pressure to provide payment for content might to some 
extent increase Google’s costs and be passed through to end-consumers in 
the short run, we expect the value consumers derive from payments to 
publishers supporting their profitability would more than offset any such 
impacts.145 As set out in paragraph 5.45 below, our Publisher CR would be 
likely to increase competitive pressure on Google; it may through this 
mechanism effect offsetting cost reductions. 

 
 
139 Google said the costs it raises of including training and fine-tuning in a search control would be avoided, were 
the control only to provide choice over display and grounding. See Google’s response to the CMA. 
140 [].  
141 Given the scale of Google Search’s usage by UK consumers, the costs to users of even a few seconds of 
additional search time on affected AI Overviews could be in the millions of pounds per year. 
142 Google submitted that it may [] if it receives feedback from users that flags that AIO Overviews generated in 
response to that query are ‘Not factually correct’. See Google’s response to the CMA’s RFI. 
143 In the context of Google-Extended, Google’s internal documents indicate []. However, the same document 
notes that []. Another Google internal document indicates []. Source: Google’s internal document. Google’s 
internal document. 
144 Further, as explained below, our interventions could support AI assistants and other GSEs in serving a wider 
range of user queries. This could strengthen Google’s incentives to mitigate any such frictions, and allow 
consumers to avoid additional search frictions by using an alternative service. 
145 Passthrough in less competitive industries (such as general search services) is typically below passthrough in 
more competitive industries (such as web content development). 
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Overall view on costs 

5.26 Overall, we recognise that our Publisher CR would lead Google to incur some 
direct costs. We consider however that the costs of the choice aspects of our 
CR would be significantly less than the [over £150 million] per year in 
annualised and discounted terms which Google estimated for a crawler 
separation remedy.146 Google estimated additionally [up to £3.5 million] per 
year in annualised and discounted terms for the transparency and attribution 
aspects of our CR.147 Whilst there is some risk that consumers would 
experience additional search frictions if a significant number of key publishers 
restrict Google from using their content, we assess this risk to be low. As set 
out in in paragraphs 5.49 to 5.52 below, we consider that the costs are lower 
than the benefits we expect. 

Potential benefits 

5.27 As set out in the effectiveness section above, we expect the design of our 
Publisher CR would lead to publishers being able to make better decisions for 
their businesses, and consumers being able to make better decisions about 
the content they interact with. As set out in paragraph 5.13, we measure these 
benefits relative to an alternative in which Google maintains its existing 
practices and so the issues set out in paragraphs 1.8 to 1.16 persist. 

5.28 In particular, the evidence suggests that our CR would: 

(a) Empower publishers to exercise existing controls: several of the 
publishers that responded to our RFI stated that improvements to control 
and transparency would enable them to have greater choice over how 
their content is accessed and what it is used for by Google.148 A few 
publishers responding to our RFI highlighted the particular role of 
transparency in providing them with clearer information on which to base 
opt-out decisions in relation to grounding in AI-generated responses.149 
Opt-out rates for Google-Extended are below rates for other similar 

 
 
146 Applying discounting at the Green Book rate of 3.5%. Google’s response to the CMA’s RFI. 
147 Applying discounting at the Green Book rate of 3.5%. Google’s response to the CMA’s RFI. 
148 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
149 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
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crawlers (such as GPTbot),150 and a few publishers stated their decision 
to opt-in was related to uncertainty around its functioning.151  

(b) Enable publishers to make better decisions in running their businesses, 
such as in content production: Most publishers responding to our RFI 
explained more transparency would support decisions around content 
(such as editorial allocation across content type).152 

5.29 There could be some factors that limit the extent to which publishers exercise 
the control in practice. Whilst our control would reduce the costs of publishers 
opting their content out from search generative AI features, there may still be 
material costs of doing so. These costs could increase were search 
generative AI features to become more central to general search services.153 
On the other hand, a few publishers told us that they would expect to exercise 
the control or rely on it in negotiations with Google.154 Furthermore, even if it 
were infrequently used, we would expect it to play a disciplining role on 
Google. The provision of transparency measures and requiring Google to 
attribute would also have benefits beyond enabling choice. For these reasons, 
we expect the CR design above allows for substantial benefits, as we 
evaluate further below. 

5.30 We have identified three main categories of benefits which flow from these 
improvements. These are improved viability of web publishers’ business 
models; benefits flowing from resulting continued consumption of web 
content; and increased competition in general search and adjacent activities.   

 
 
150 Google’s internal document.  
151 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. 
152 Sources: [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
[] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response 
to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
153 Google’s internal document on the impact of []. The same document indicates Google []. Source: 
Google’s internal document.   
154 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. Further, at least for the foreseeable future, we also expect consumers to rely in 
significant part in their search journeys on organic non-generative listings, which reduces the prospect that 
publishers are unable to exercise the control on any content because of the need to appear in AI-generated 
responses. [] Google’s data showing that [] of clicks stem from organic listings [] where AI Overviews are 
shown. For example, in June 2025, on queries that surfaced an AI Overview, organic links below the AI Overview 
received approximately [] million clicks, compared to links inside the AI Overview, which received [] million. 
See Google’s response to the CMA’s RFI.  
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Supporting the viability of web publishers’ business models 

5.31 Increased empowerment of publishers would lead to publishers producing 
better products and therefore increasing their revenue. Publishers advanced a 
range of ways in which the proposed improved choice, transparency and 
attribution could improve their ability to monetise their content. 

(a) Improved ability to use controls may allow publishers to improve their 
click-through rate by removing certain content from AI Overviews or 
wider generative AI features. As set out in paragraph 1.15(a) this could 
include opting out of AIOs where the publisher feels it is not benefiting 
from being included or where it is not happy with the way it is attributed.  
Two publishers we spoke to told us that a choice remedy would help 
them improve traffic,155 including the ability to test the effect of AI 
Overviews on traffic and subscriptions and adjust their controls as a 
result.156 For example, a publisher submitted to us that with controls they 
would be able to withhold higher-value content from appearing in 
AOIs.157 

(b) Better user engagement data would support publishers’ strategies 
around content development, subscriptions and advertising revenue.158 
Several publishers mentioned other commercial benefits, including 
highlighting that transparency would help publishers take actions to 
increase the effectiveness of advertising on their content and being able 
to price their subscriptions in a way that maximises revenue.159 The 
evidence shows that higher-quality publisher articles improve ad 
performance and conversions for advertisers.160 Evidence also shows 
that optimisation of web pages for selection in grounding in generative AI 
features can lead to direct benefits for consumers such as content 

 
 
155 [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
156 [] said reliable reporting would allow them to test the effect of AI Overviews on traffic and subscriptions (for 
example, incremental discovery vs cannibalisation) and amend their use of controls. [] response to the CMA’s 
RFI. 
157 [] response to the CMA’s RFI. 
158 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI. 
159 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI.   
160 Iizuka, K., Seki, Y. and Kato, M.P., 2021, October. The effect of news article quality on ad consumption. 
In Proceedings of the 30th ACM International Conference on Information & Knowledge Management (pp. 3107-
3111). 
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diversity,161 and that improving transparency can support publisher 
revenues.162  

(c) Improving the bargaining position of publishers. Several publishers told 
us the CR would support their negotiating position by providing more 
information on the value of their content and how it is used.163 A few 
publishers also said that a choice remedy would improve their bargaining 
position with Google relating to access to their content,164 with one of 
these describing withholding consent as their central piece of 
leverage.165 Evidence from a Google internal document shows [].166 
Indeed, Google has already entered into deals and we consider that our 
CR would increase Google’s incentives to continue with and expand this 
programme.167 

(d) Incentivising Google to improve accurate and prominent attribution 
through increased choice and transparency.168 A publisher told us that 
improved choice in respect of search generative AI features would put 
pressure on Google to improve attribution, referral of traffic and the 
factuality of results in its AI interfaces, to encourage publishers to opt 
in.169 Two publishers suggested that high quality attribution drives user 
engagement with publisher content, helping maintain flows of traffic from 

 
 
161 Ma, L., Qin, J., Xu, X. and Tan, Y., 2025. When Content is Goliath and Algorithm is David: The Style and 
Semantic Effects of Generative Search Engine. arXiv preprint arXiv:2509.14436. 
162 A study by the Incorporated Society of British Advertisers found improvements in data materially increased 
publisher revenues. The study shows the proportion of advertiser spend reaching publishers increasing from 51% 
to 65% in the period between the 2020 and 2022 as a result of increased AdTech data (e.g., matching impression 
data, reducing “unknown delta” of ad-spend). Whilst the data differs from precisely that made available in our 
intervention, it illustrates the potential value of data to publisher revenues. This principle is reflected also the 
inclusion of transparency elements (including audience data) in the ACCC bargaining code, which led to 
voluntary agreements. Sources: Incorporated Society of British Advertisers, ‘UK programmatic audit suggests 
improvements in online advertising transparency’, published on 20 April 2023, accessed by CMA 10 December 
2025. Australian Competition and Consumer Commission, ‘Mandatory news media bargaining code’, 19 May 
2020. 
163 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI.  
164 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI.  
165 [] response to the CMA’s RFI. 
166 Google’s internal document. 
167 For example, the deal between Google and Reddit for access to Reddit’s content for use in AI models - 
Exclusive: Reddit in AI content licensing deal with Google | Reuters 
168 As set out in paragraphs 4.20 to 4.25 our CR compels Google to offer page level opt-outs, which increases 
publishers’ ability to exercise choice since they can restrict use only of content most likely to be poorly attributed. 
169 See [] response to the CMA’s RFI. 

https://www.isba.org.uk/article/uk-programmatic-audit-suggests-improvements-online-advertising-transparency
https://www.isba.org.uk/article/uk-programmatic-audit-suggests-improvements-online-advertising-transparency
https://www.accc.gov.au/system/files/ACCC%20-%20Mandatory%20news%20media%20bargaining%20code%20-%20concepts%20paper%20-%2019%20May%202020.pdf?ref=0&download=y
https://www.reuters.com/technology/reddit-ai-content-licensing-deal-with-google-sources-say-2024-02-22/
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Google and from users visiting their site directly.170 In addition, several 
publishers told us that prominent attribution was important for brand 
recognition.171 Such attribution helps maintain the commercial viability of 
publisher business models, and supports social benefits associated with 
that web content.172  

5.32 We expect that requiring Google to ensure sufficient attribution of Search 
Content (see paragraphs 4.51 to 4.69) would further increase the benefits of 
accurate and prominent attribution for publishers set out above. In particular, 
recognising the limitations set out in paragraph 5.29 on the extent to which 
publisher choice alone can drive benefits, we consider that an effective 
backstop would help assure these benefits. This was supported by some third 
parties. One publisher told us that prominence should be required to protect 
the value of a publisher’s content and to ensure that users are exposed to this 
attribution at critical junctions.173  Further, one association proposed conduct 
requirements which sought (in addition to ensuring publisher choice around 
how its content is used) to ensure appropriate prominence and visibility of 
attribution.174 

5.33 Collectively, the mechanisms above could enable publishers to mitigate or 
reverse adverse click-through rate impacts on a certain proportion of queries 
showing AI Overviews.175 Even if benefits were felt only across a small 
fraction of queries where search generative AI features are shown, the total 
value to publishers would be significant. This is because AI Overviews are 
triggered on a material number of queries: over [] billion searches by UK 
users returned an AI Overview in June 2025 alone, corresponding to [a 
minority] of all searches made on Google Search.176  

 
 
170  [] response to the CMA’s RFI. [] response to the CMA’s RFI. As set out in paragraphs 5.36 to 5.41 
below, end users could benefit directly from improved incentives to attribute. 
171  [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. 
172 The click-through rate of links that are attributed inside of AI Overviews has generally increased over time. For 
example, the click-through rate more than doubled (from []% to []%) between August 2024 and June 2025. 
This improvement in click-through rate may be partially attributable to Google’s experimentation with and 
changes to the attribution style of AI Overviews, as discussed above. Google’s response to the CMA’s RFI.  
173 [] response to the CMA’s RFI. 
174 News Media Association’s submission to the CMA.  
175 As set out above in paragraph 1.15, traffic on queries showing AI Overviews sees [] reduced click through 
across the whole SERP (by around []% in the UK). Google’s internal document. 
176 Data indicates from June 2025 indicates [a minority] of Searches returned an AI Overview. Source: Google’s 
response to the CMA’s RFI. More recent data from Google’s documents indicates that the proportion of searches 
made in the UK that surface an AI Overview has increased [slightly] to approximately []. Google’s internal 
document. 
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5.34 To illustrate the potential impact, we draw on estimates of digital revenues 
accruing to UK publishers. Based on data from DAMS on UK open display 
advertising revenues and Ofcom data on the scale of non-advertising revenue 
such as subscriptions, publishers’ digital revenues could be around £3.5 
billion per year.177, 178, 179 An alternative methodology incorporating non-open 
display ad revenue based on data from the news sector implies web publisher 
revenues of up to £9 billion.180  Supporting even 0.2% of these publisher 
revenues through the mechanisms above would imply £6 million to £17 million 
in revenue to UK web publishers alone each year.181 A 0.2% revenue impact 
for publishers is consistent with publishers being able to offset negative 
impacts of AI Overviews in [] queries currently showing AI Overviews.182  

5.35 We consider this calculation to be cautious. There are reasons to expect the 
benefits would be greater (or else that benefits of this scale would in practice 
be achievable were our intervention to benefit a smaller proportion of AI 
Overviews). Google is rolling out AI-generated responses across an 
increasingly broad range of queries, which implies that publishers would 

 
 
177 In DAMS, we estimated that UK advertisers spent around £2 billion per year on open display advertising, 
representing around £2.6 billion in today’s prices. We also estimated that publishers receive around 65% of ad 
spend, implying £1.7 billion per year in undiscounted terms. This excludes exclude direct deals and other forms 
of advertising which also contribute significant revenue for publishers. We undertake a sensitivity to include such 
revenues explained below. Source: CMA, Digital Advertising Market Study, Appendix C Table C.6; CMA, Digital 
Advertising Market Study, Appendix R, paragraph 46; ONS, ‘CPI Index’, November 2025. 
178 We assume that publishers have other revenue sources in equal proportion to advertising revenues, broadly 
in line with data from the news sector showing subscriptions comprise 72% (Ofcom) to 89% (AOP) of advertising 
revenues generalises to wider web content, both sources also recognise that there are other revenue sources in 
addition to subscriptions. Sources: Ofcom, ‘Media plurality and online news: discussion document’, page 14; 
Source: Association of Online Publishers, ‘AOP and Deloitte Data Reveals Reduction in Display Advertising 
Revenue for Publishers in Q1 2024’, as Subscriptions Continue to Rise, 9 July 2024.  
179 A document from one large online news publisher shows that reduced traffic from search would be expected 
to result in a significant loss in subscriptions: [] internal document.  
180 Based on data from Ofcom, UK news publishers earned advertising revenues of around £592m in 2023, from 
all sources of digital advertising (not just open display). We express this in 2025 prices and maintain the 
assumption that non-advertising sources of revenue are of the same magnitude. We scale the revenue data to all 
web publishers, based on an estimate using Ofcom view time data that news could represent around 13% of 
relevant content consumed. Specifically, Ofcom’s 2025 Online Nation report found that users spend an average 
of 10 minutes visiting an online news service, of 1 hours 17 minutes they spent online and not using large 
platforms. Source: Ofcom, ‘Online Nation 2024’, 28 November 2024, page 57; Ofcom, ‘Online Nation 2025’, 10 
December 2025, pages 23 and 45. 
181 The low end of the range takes the lower revenue estimate above, the high end the higher estimate. We 
assume constant benefits over a 4-year period beginning in year 2, discounted at the Green Book rate of 3.5%. 
We report annualised figures using the simple average of the discounted benefit. 
182 Assuming news publisher click data is representative of all web publisher data, clicks from Google Search 
(excluding discover) represent only around 28% of publisher traffic. If publisher revenue is broadly proportionate 
to traffic, this implies supporting 0.2% of publisher revenue would require supporting around 0.7% of Google 
traffic. AI Overviews currently trigger on around []% of queries, implying that supporting this level of revenue 
requires supporting around []% of AI Overview query traffic. This is equivalent to avoiding a []% reduction in 
click-through on []% of AI Overviews. Source: CMA analysis of 13 responses to the CMA’s RFI from: []. 

https://assets.publishing.service.gov.uk/media/5dfa0748e5274a0910cb6d7e/Appendix_C_Market_Outcomes.pdf
https://assets.publishing.service.gov.uk/media/5fe49625e90e071207e10eff/Appendix_R_-_fees_in_the_adtech_stack_WEB.pdf
https://www.ons.gov.uk/economy/inflationandpriceindices/timeseries/d7bt/mm23
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/multi-sector/media-plurality/discussion-media-plurality.pdf?v=328775
https://www.ukaop.org/research/aop-and-deloitte-data-reveals-reduction-in-display-advertising-revenue-for-publishers-in-q1-2024-as-subscriptions-continue-to-rise?utm_source=chatgpt.com
https://www.ukaop.org/research/aop-and-deloitte-data-reveals-reduction-in-display-advertising-revenue-for-publishers-in-q1-2024-as-subscriptions-continue-to-rise?utm_source=chatgpt.com
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2024/online-nation-2024-report.pdf?v=386238
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2024/online-nation-2024-report.pdf?v=386238
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experience greater benefits than set out above (for a constant share of AI 
Overview impacts avoided). Google is also testing the inclusion of summaries 
in Google Discover (although this feature is not currently available in the UK), 
a material source of traffic for news and magazine publishers, with similar 
impacts for the value of our CR.183 Support of digital revenues may also help 
assure non-digital revenues by covering in part fixed costs, or providing 
indirect benefits to business dependent on the production of web content.184 
The estimates also do not include wider sources of value set out above, such 
as supporting new payment for content deals.  

Supporting the consumption of web content 

5.36 The evidence shows that risks faced by web content publishers in making an 
adequate return may cause content creators to invest less in their 
coverage.185 This may lead to gaps in the information that web users can 
access. Supporting the financial viability of online content would therefore 
deliver benefits deriving from the consumption of a wider range of web 
content.  

5.37 These include private benefits associated with online content consumption, 
represented by the value consumers place on access to content over and 
above what they actually pay. Drawing on academic estimates of the value of 
leisure time spent online on the open web,186 were our interventions to 

 
 
183 Discover represents around 9% of news publisher traffic. CMA analysis of 13 responses the CMA’s RFI from: 
[]; also see Google’s, The Keyword, ‘New AI-powered features help you connect with web content in Search 
and Discover’, dated 13 October 2025, accessed by the CMA on 23 January 2026.  
184 For example, various forms of online content (including news and subject specific expertise) support the 
development of AI services and decision making by businesses. News for example is valuable in both cases 
because its content is generally novel and because it supports real time decisions based on current affairs. 
185 There is a volume of literature on the impact of financial pressures on news output in the UK. There is also 
evidence that industry players perceive generative AI features to be inhibiting content production across a wide 
range of content: businesses in the open display advertising sector have publicly identified risks to the volume of 
ad-inventory available to them. See for example Economic Insight, ‘Press Sector Financial Sustainability: A report 
for the Department of Culture, Media and Sport,’ May 2021, page 89; Ofcom, ‘Media plurality and online news: 
discussion document,’ November 2022, page 35; The Trade Desk, ‘As AI Search Threatens Open Web Ad 
Supply DSPs face a reckoning,’ 20 August 2025; and Magnite, Form 10-K, filing for the fiscal year ended 
December 31 2024.  
186 An academic study estimates UK consumer surplus of online content to be between £33 billion and £121 
billion per year. We adjust this surplus to remove the largest online platforms, since we expect our CR would 
primarily support smaller and UK-specific publishers. Specifically, we multiply this consumer surplus by the 
fraction of online time spent outside of the 12 largest platforms derived using Ofcom analysis of Ipsos iris data 
(specifically, we multiply the estimated surplus by approximately 29%). We then rebase the consumer surplus 
figure to October 2025 prices. Some large platforms remain and could lead this illustrative calculation to 
overestimate benefits; on the other hand, we conservatively do not account for the increased size of the UK 
population and consumers spending more of their time on online-leisure activities in 2025 compared to 2011. 
 

https://assets.publishing.service.gov.uk/media/627292f3d3bf7f0e74602929/DCMS_Economic_Insight_final_report.pdf
https://assets.publishing.service.gov.uk/media/627292f3d3bf7f0e74602929/DCMS_Economic_Insight_final_report.pdf
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/multi-sector/media-plurality/discussion-media-plurality.pdf?v=328775
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/multi-sector/media-plurality/discussion-media-plurality.pdf?v=328775
https://www.thetradedesk.com/press-room/as-ai-search-threatens-open-web-ad-supply-dsps-face-a-reckoning
https://www.thetradedesk.com/press-room/as-ai-search-threatens-open-web-ad-supply-dsps-face-a-reckoning
https://www.sec.gov/Archives/edgar/data/1595974/000159597425000008/mgni-20241231.htm
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support the viability of 0.2% of web content viewed by UK consumers, the 
benefits would be around £26 million to £94 million per year.187 Potential 
benefits from individual types of web content are significant in their own right: 
one survey indicates that on average consumers pay much less than they 
value their consumption of entertainment and news content.188  

5.38 As set out in paragraph 4.57 increased choice and transparency would 
support consumer benefits and will support prominence and accuracy in 
attribution. This would facilitate users in identifying sources, and also in 
verifying the information or understanding its original context more easily by 
clicking through if they desire.189 These impacts could help build greater trust 
in the information consumers are reading:190 indeed, a BBC study found that 
when it comes to AI Overviews, users benefit from being able to easily verify 
content and expect summaries to be accurate, unbiased, and clear.191 The 
impacts will allow consumers to get direct and concise answers to their 
queries faster which produces a consumer benefit in terms of time saved.192 
Our CR would therefore support end-consumers in capitalising on the 
potential for AI-generated responses to improve their search experience. 
Provided AI-generated responses are implemented well, this potential is 
material. For example, data Google presented at its I/O conference suggests 
AI Overviews reduced time spent per search by 15% but increased query 
satisfaction rates by 23%.193  

5.39 As set out in paragraph 4.58 to 4.61, we expect some limits to the extent to 
which publisher choice could drive these benefits by itself. Effective 

 
 
Sources: Pantea, Smaranda; Martens, Bertin (2014): The Value of the Internet for Consumers, Institute for 
Prospective Technological Studies Digital Economy Working Paper No.2014/08 p12 and p16; Ofcom, ‘Online 
Nation Report 2025,’ p23; ONS, ‘CPI Index,’ November 2025. 
187 We assume constant benefits over a four-year period beginning in year 2, discounted at the Green Book rate 
of 3.5%. We report annualised figures using the simple average of the discounted benefit  
188 The survey showed that consumers pay an average of £2.70 for news per month, but would spend up to an 
average of £9.90 per month. World Economic Forum, ‘Understanding Value in Media: Perspectives from 
Consumers and Industry,’ 2020, April 2020, page 28. 
189 These two specific mechanisms imply differential impacts on click-through rates to publishers; more widely we 
expect our CR’s effect on attribution to still lead to benefits to publishers for the reasons set out in paragraph 
5.31(d). 
190 The BBC submitted evidence from a study they conducted which showed that attribution strengthens trust and 
makes the link between the content and the publisher visible at the moment of reading. BBC’s response to the 
CMA’s RFI. 
191 BBC’s response to the CMA’s RFI. 
192 If greater trust leads to even a small reduction in the time spent searching, the cumulative effect across a 
large number of queries can generate a substantial overall benefit. 
193 Boston Institute of Analytics. 2025. “Will Google AI Overviews Kill Traditional SEO? An In-Depth Analysis 
(citing HubSpot, 2024), Boston Institute of Analytics, July 29, 2025.  

https://www.econstor.eu/bitstream/10419/202198/1/jrc-dewp201408.pdf
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2025/online-nations-report-2025.pdf?v=409837
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2025/online-nations-report-2025.pdf?v=409837
https://www.ons.gov.uk/economy/inflationandpriceindices/timeseries/d7bt/mm23
https://www3.weforum.org/docs/WEF_Understanding_Value_in_Media_Perspectives_from_Consumers_and_Industry_2020.pdf
https://www3.weforum.org/docs/WEF_Understanding_Value_in_Media_Perspectives_from_Consumers_and_Industry_2020.pdf
https://bostoninstituteofanalytics.org/blog/will-google-ai-overviews-kill-traditional-seo-an-in-depth-analysis/#:%7E:text=65%25%20of%20marketers%20believe%20AI,LLMs%20(Ahrefs%2C%202025)
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a p pli c ati o n of o ur  C R’ s o bli g ati o n i n p ar a gr a p h 6 of t h e C R  f or s uffi ci e nt 

attri b uti o n  wo ul d  u n d er s c or e t h e  b e n efit s  s et o ut i n t h e p ar a gr a p h a b o v e.  

5. 4 0  T h er e ar e al s o s o ci al b e n efit s, w h er e  c o n s u m pti o n of w e b c o nt e nt w o ul d l e a d 

t o b e n efit s b e y o n d t h o s e c o n s u m er s a c c o u nt f or. F or e x a m pl e, t h e s e c o ul d 

i n cl u d e n e w s c o nt e nt ( S u p p orti n g a b ett er-i nf or m e d p u bli c), h e alt h c o nt e nt 

(r e d u ci n g c o st s t o t h e t a x p a y er a n d/ or a v oi d a bl e ill n e s s s pr e a d) ,1 9 4  a n d o p e n -

a c c e s s e d u c ati o n al r e s o ur c e s (i n cr e a si n g e c o n o mi c pr o d u cti vit y t hr o u g h 

k n o wl e d g e s pill o v er eff e ct s). 1 9 5   

5. 4 1  Gi v e n t h e i m p ort a n c e of t h e s e i s s u e s, a n d t h e s c al e of c o nt e nt aff e ct e d, t h e s e 

b e n ef it s w o ul d  li k el y b e si g nifi c a nt. H o w e v er, t h e y ar e  h ar d er t o q u a ntif y . 

T a ki n g n e w s al o n e, a f e w  p u bli s h er s t ol d u s t h er e ar e si g nifi c a nt wi d er 

s o ci et al b e n efit s of e n s uri n g c o nti n u e d vi a bilit y of a w ell -f u n cti o ni n g a n d 

di v er s e n e w s m e di a .1 9 6  Evi d e n c e fr o m p u bli c i n q uiri e s  h a s i d e ntifi e d  t h at n e w s 

pl a y s  a vit al r ol e i n i nf or mi n g t h e p u bli c, e n a bli n g b ett er d e ci si o n -m a ki n g, a n d 

e n a bli n g a cti v e ci vi c e n g a g e m e nt .1 9 7 , 1 9 8  St u di e s s h o w c o n s u mi n g n e w s 

b o o st s k n o wl e d g e, b eli ef a c c ur a c y a n d tr u s t,1 9 9  a n d t h er e i s s o m e e vi d e n c e 

t h at c o n s u m pti o n of n e w s t hr o u g h  tr a diti o n al m e di a o utl et s (r at h er t h a n di git al 

i nt er m e di ari e s) l e a d s t o m e a s ur a bl e f urt h er b e n efit s.2 0 0   

S u p p orti n g  c o nt e st a bilit y of  g e n er al s e ar c h a n d a dj a c e nt a cti viti e s  

5. 4 2  O ur C R c o ul d h a v e b e n efit s f or t h e c o m p etiti v e o ut c o m e s i n a dj a c e nt a cti viti e s  

(s u c h a s AI a s si st a nt s ) a n d g e n er al  s e ar c h s er vi c e s . W e di s c u s s e a c h i n t ur n . 

 

 
1 9 4  R e s e ar c h s u g g e st s t h at o nli n e h e alt h i nf or m ati o n a s si st s p e o pl e i n m a ki n g h e alt h r el at e d d e ci si o n s s u c h a s 

i m pr o v e d a d h er e n c e t o t h e a d vi c e of a p h y si ci a n a n d i m pr o v e d s elf-c ar e. S o ur c e: T h a p a D K, Vi s e nti n D C, 

K or n h a b er R, W e st S, Cl e ar y M. , ‘T h e i nfl u e n c e of o nli n e h e alt h i nf or m ati o n o n h e alt h d e ci si o n s: A s y st e m ati c 

r e vi e w. P ati e nt E d u c C o u n s’, 2 0 2 1 A pr; 1 0 4( 4): 7 7 0 -7 8 4 . 
1 9 5  R e s e ar c h b y K h a n A c a d e m y i n di c at e s o nli n e e d u c ati o n al r e s o ur c e s pr o vi d e si g nifi c a nt e d u c ati o n al b e n efit s t o 

i n di vi d u al s. S o ur c e: K h a n A c a d e m y, ‘R e s e ar c h o n h o w K h a n A c a d e m y dri v e s l e ar ni n g o ut c o m e s ’, a c c e s s e d b y 

t h e C M A o n 1 D e c e m b er 2 0 2 5. 
1 9 6  [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] r e s p o n s e t o t h e C M A’ s R FI. [ ] 

r e s p o n s e t o t h e C M A’ s R FI. F or e x a m pl e, o n e p u bli s h er [ ] s ai d t h at i nt er v e nti o n c o ul d r e d u c e t h e ri s k of 

r e a c hi n g a p oi nt w h er e G o o gl e r ef er s n o tr affi c at all t o n e w s p u bli s h er s. T hi s p u bli s h er e x pl ai n e d t h at m a n y 

p u bli s h er s, e s p e ci all y s m all er o n e s, d o n ot r e c ei v e s u b st a nti al dir e ct tr affi c a n d t h er e i s a s eri o u s ri s k t h e y will 

si m pl y c oll a p s e a b s e nt i nt er v e nti o n. T hi s w o ul d h a v e c o n s e q u e n c e s f or m e di a di v er sit y a n d pl ur alit y, w hi c h i n 

t ur n w o ul d b e h u g el y d a m a gi n g t o d e m o cr a c y. 
1 9 7  H o u s e of L or d s C o m m u ni c ati o n s a n d Di git al C o m mitt e e: 1 st  R e p ort of S e s si o n 2 0 2 4 - 5, ‘T h e f ut ur e of n e w s ,’ 

p a g e 9 . 
1 9 8  A u str ali a n C o m p etiti o n a n d C o n s u m er C o m mi s si o n, ‘ M a n d at or y n e w s m e di a b ar g ai ni n g c o d e ’, 1 9 M a y 2 0 2 0. 
1 9 9  Alt a y, S., H o e s, E. & W oj ci e s z a k, M. , ‘F oll o wi n g n e w s o n s o ci al m e di a b o o st s k n o wl e d g e, b eli ef a c c ur a c y a n d 

tr u st’ N at H u m B e h a v  9 , 1 8 3 3– 1 8 4 2 ( 2 0 2 5) . 
2 0 0  Of c o m, ‘N e w s C o n s u m pti o n i n t h e U K: 2 0 2 4 ,’ pa g e 1 0 ; Of c o m, M e di a pl ur alit y a n d o nli n e n e w s, ‘A n n e x 3 

s ur v e y a n al y si s: n e w s c o n s u m pti o n h a bit s a n d m e di a pl ur alit y o ut c o m e s ’, 1 6 N o v e m b er 2 0 2 3, p a g e 1 . 

https://pubmed.ncbi.nlm.nih.gov/33358253/
https://pubmed.ncbi.nlm.nih.gov/33358253/
https://blog.khanacademy.org/research/
https://publications.parliament.uk/pa/ld5901/ldselect/ldcomm/39/39.pdf
https://www.accc.gov.au/system/files/ACCC%20-%20Mandatory%20news%20media%20bargaining%20code%20-%20concepts%20paper%20-%2019%20May%202020.pdf?ref=0&download=y
https://www.nature.com/articles/s41562-025-02205-6
https://www.nature.com/articles/s41562-025-02205-6
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/tv-radio-and-on-demand-research/tv-research/news/news-consumption-2024/news-consumption-in-the-uk-2024-report.pdf?v=379621
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/multi-sector/media-plurality/annex-3-survey-analysis.pdf?v=328776
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/multi-sector/media-plurality/annex-3-survey-analysis.pdf?v=328776
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5.43 The evidence suggests concerns that Google’s position in general search and 
its design of its publisher content controls may provide its AI assistant 
services with advantages over its competitors.  

(a) As set out in paragraph 1.06 the evidence shows that Google’s position 
in general search services implies publisher websites have no realistic 
alternative but to allow Google to crawl their content for search. As set 
out in paragraphs 1.11 to 1.13 Google’s design of its controls within 
general search and limited transparency around the functioning of 
Google-Extended imply publishers are in practice compelled (due to 
concerns about Search ranking) to allow Google to use their content for 
generative AI services and features.  

(b) For these reasons, AI firms suggested Google has an unfair competitive 
advantage. One firm said that any AI model developer with preferential 
access to publisher content may have an advantage over other model 
developers, potentially resulting in reduced competition in AI models,201 
and [].202, 203  

(c) This is consistent with third party data, which suggests publishers opt 
their Search Content (in full or in part) out of appearing in Google’s wider 
generative AI services through Google-Extended materially less 
frequently than they do for rival AI assistant services.204 

5.44 The improved control provided by our proposed CR could help address 
concerns about these advantages in adjacent activities, such as AI assistant 
services. 

(a) A few AI assistant firms' submissions suggested that competition in 
wider AI services may be negatively impacted by Google's preferential 
access to publishers' websites by virtue of the must have nature of being 
indexed for Google Search.205   

 
 
201 [] response the CMA’s RFI.  
202 []. [] submission to the CMA.  
203 OpenAI [] referenced testimony at the US Google Search hearing that Google’s Search Index is an 
important input to training Google’s generative models, including Gemini. Open AI’s submission to the CMA.  
204 Cloudflare’s submission to the CMA. Cloudflare’s data also shows that publishers permit Google’s use of their 
data in Google Search much more frequently than in other services.  
205 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [ 
]response to the CMA’s RFI. 
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(b) Several publisher submissions highlighted concerns around Google’s 
ability to bundle crawling for AI services with crawling for search.206 
These submissions highlighted the importance of clarity that would be 
provided through our CR on the impact of exercising Google-Extended, 
and the positive impact that reducing barriers to exercising the control 
would have on competition.207  

5.45 Within general search services, Google’s ability to incorporate search 
generative AI features directly into its existing products contrasts with AI 
assistants which must encourage users to switch to their products.208 Models 
powering Search AI features derive from Google’s Gemini foundation model 
family.209 Google’s access to publisher content often provided for the 
purposes of appearing in traditional search links to train its models reduces its 
costs of Search product development, relative to those its competitors would 
all else equal be able to achieve (for similar reasons as set out above). 
Google’s current publisher content controls may therefore have the effect of 
maintaining its market position in general search services, reducing the 
prospect that AI assistants develop into a more sustained and significant 
competitive constraint.210  

5.46 Our CR’s effect of clarifying the role of Google-Extended and ensuring a 
product agnostic scope could reduce the extent to which Google can offer 
features that other general search engines and AI assistants are unable to 
match. Insofar as our CR would lead to improved payment terms to publishers 
or investment in improved attribution in search generative AI features (through 
such mechanisms as set out in paragraph 5.30(d) and 5.31(d), this would 
reduce the extent to which Google faces cost advantages derived from its 
SMS position in general search services over an important input when 
compared to rivals.  

 
 
206 [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] 
response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to the CMA’s RFI. [] response to 
the CMA’s RFI. 
207 One publisher [] said this bundling allowed Google to ‘effectively [compel] publishers to provide content to 
fuel its AI products’. [] response to the CMA’s RFI. Another [] told us that with Google’s market power, the 
risk of unintended consequences from applying controls is too great for them to take. [] response to the CMA’s 
RFI.  
208 Strategic Market Status investigation into Google’s general search services: Final Decision (SMS Decision), 
10 October 2025, paragraph 5.262. 
209 Google’s submission to the CMA.  
210 Half of consumers are actively seeking out AI-powered search engines according to October 2025 McKinsey 
& Co consumer polling (Source: Winning in the age of AI search | McKinsey). Also see CMA, Strategic market 
status investigation into Google's general search services Final Decision, 10 October 2025, paragraph 5.262. 

https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/new-front-door-to-the-internet-winning-in-the-age-of-ai-search
https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
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5.47 Even if there would only be small benefits to competition in these activities, 
the impact would be substantial given their widespread use and role in 
facilitating everyday activities.211, 212 End users would benefit from improved 
choice and higher quality or lower cost services from supporting competition 
in AI assistant development, and improved attribution.213   

Overall view on benefits 

5.48 Overall, we consider that our CR would lead to substantial benefits over and 
above how we expect the status quo to evolve, through supporting web 
publisher business models, supporting consumption of web content by end 
users; and supporting competition in general search and adjacent activities 
(with benefits for end users of these services).  

Comparing the costs and the benefits 

5.49 In this section we bring together the evidence on the costs and benefits and 
consider their relative size.214 

5.50 The analysis above indicates substantial benefits of the proposed CR. 
Improved publisher content controls (enabled by transparency measures 
facilitating their use) would support web publishers’ financial viability and 
incentives to produce web content. Given the scale of web content 
consumption, the issues facing web content developers and the significant 
volume of qualitative evidence linking our intervention to the mitigation of 
these issues, we consider these benefits significant. To support our evaluation 
of their approximate order of magnitude, in paragraph 5.34, we set out an 
illustrative calculation suggesting annualised benefits of the order of £6 million 

 
 
211 As set in the CMA’s final SMS decision, Google has had a market share greater than 90% in general search 
services for several years and also has tens of millions of UK users. See Strategic Market Status investigation 
into Google’s general search services: Final Decision (SMS Decision), 10 October 2025, paragraphs 5.26 and 
5.276.  
212 In AI assistants, high levels of capital expenditure by Google and its competitors supporting generative AI 
features and services indicates significant expected returns to investments. Google have estimated their capital 
expenditure to be approximately $91-93 billion, a figure that has been twice revised upwards this year. See AI’s 
capital expenditure shows no sign of cooling, published 9 November 2025. OpenAI have publicised they 
expected their annual recurring revenue of $20 billion for 2025, Sam Altman says OpenAI has $20B ARR and 
about $1.4 trillion in data center commitments | TechCrunch. 
213 As set out above, publishers benefit from improved brand reputation. End-consumers benefit from more 
confidence in answers to their queries with lessened to click through multiple websites. Results from a Google 
experiment indicate that AI Overviews materially reduce search friction (measured by the number of manual 
refinements made by users). []. See Google’s internal document.  
214 We have not identified relevant notable impacts of this intervention for people with protected characteristics. 

https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://assets.publishing.service.gov.uk/media/68e8b643cf65bd04bad76724/Final_decision_-_strategic_market_status_investigation_into_Google_s_general_search_services.pdf
https://finance.yahoo.com/news/ai-capital-expenditure-shows-no-093005586.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAAT4WD_rp7vbAsNQOiclyqqHV6b83RvPMbFfn5QysDjE9IPOLE1sjDAb5exjdyf_MI7hG5X1KJeAPxHbpmLLO8u0R5bZE8BZIitACyd7f10RSwP5lhnYQ9UNvmPuV2FUGCx-18Bdkbg5apBSq0UmFf5vWU56_9ibKK2NwwT0CScR
https://finance.yahoo.com/news/ai-capital-expenditure-shows-no-093005586.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAAT4WD_rp7vbAsNQOiclyqqHV6b83RvPMbFfn5QysDjE9IPOLE1sjDAb5exjdyf_MI7hG5X1KJeAPxHbpmLLO8u0R5bZE8BZIitACyd7f10RSwP5lhnYQ9UNvmPuV2FUGCx-18Bdkbg5apBSq0UmFf5vWU56_9ibKK2NwwT0CScR
https://techcrunch.com/2025/11/06/sam-altman-says-openai-has-20b-arr-and-about-1-4-trillion-in-data-center-commitments/
https://techcrunch.com/2025/11/06/sam-altman-says-openai-has-20b-arr-and-about-1-4-trillion-in-data-center-commitments/
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to £17 million.215 Assuring publisher viability would preserve direct consumers 
benefits from consuming that content: in paragraph 5.37, a similar illustrative 
calculation suggests annualised benefits of the order of £26 million to £94 
million.216 As set out in paragraph 5.35 and 5.41, the calculations are cautious 
and we expect additional significant wider benefits flowing from increased 
consumer trust in web content and from supporting the consumption of 
socially valuable content such as news. Further, as set out in paragraphs 5.42 
to 5.47, our Publisher CR could also support competition in general search 
and adjacent activities (such AI assistants), where even small impacts could 
be significant.  

5.51 The proposed Publisher CR would also lead to some costs. Whilst the precise 
magnitude remains uncertain, the largest cost to Google is the design and 
implementing the new search generative AI features control for publishers. 
The upfront costs of this are at most £[] million in annualised terms; whilst 
likely to be substantially lower (for the reasons set out in paragraph 5.11(a)), 
at this stage we take a cautious approach and assume this full amount.217 The 
ongoing costs are unknown, and we assume they are comparable to the 
transparency measures.218 Based on the costings set out in paragraph 5.26, 
Google could incur annualised costs of [up to £3.5 million] from supporting 
transparency measures.219 Altogether, we expect a reasonable upper bound 
to the direct costs of our CR to be [up to £40] million per year.220 Whilst we 
would not expect publishers to opt out a significant fraction of web content 
from AI-generated responses in Search or wider AI services (and consider 
Google to have strong incentives to address the risks of significant opt outs), 

 
 
215 We assume benefits in years 2-5, annualise over 4 years and discount at the Green Book rate of 3.5%. 
216 As above, we assume benefits in years 2-5, annualise over 4 years and discount at the Green Book rate of 
3.5%. 
217 As set out in paragraphs 5.7 to 5.12, Google submitted that the cost of building a new search generative AI 
features content control would be less than the costs of complying with a crawler separation remedy, which 
Google estimated to be [at least £150 million] per year (in annualised and discounted terms). As set out in 
paragraph 5.17, we consider publisher content controls will not incur such significant upfront costs. We assume 
all upfront costs are incurred in year 1, but annualise the costs over 5 years for comparability with ongoing costs 
(and there is no need therefore to discount). Source: Google’s response to the CMA’s RFI. Google’s response to 
the CMA’s RFI.  
218 As set out in paragraph 5.11, we consider crawler control costs will incur substantially lower ongoing costs 
than for publisher content controls and (in each year at least) lower also than the upfront costs. The high end of 
Google’s transparency estimates for years 2 to 5 of the transparency and attribution measures imply costs of [up 
to £1.5] million when discounted and annualised over a 4 year period, using the Green Book discount rate of 
3.5%). Source: Google’s response to the CMA’s RFI. 
219 Figures are annualised over 5 years and discounted at the Green Book rate of 3.5%. 
220 As above, figures are annualised over 5 years and discounted at the Green Book rate of 3.5%. 
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w e t a k e i nt o a c c o u nt  at l e a st s o m e ri s k t h at  co n s u m er s m a y i n c ur s o m e  

i n dir e ct c o st s t hr o u g h a d diti o n al s e ar c h fri cti o n s.   

5. 5 2  Gi v e n t h e n at ur e a n d br e a dt h of t h e b e n efit s w e i d e ntif y a b o v e, w e  e x p e ct  t h e 

b e n efit s t o o ut w ei g h t h e c o st s . I n p arti c ul ar , w e h a v e t a k e n a c c o u nt of t h e 

s u b st a nti al b e n efit s  c o n s u m er s d eri v e fr o m w e b  c o nt e nt , t h e e vi d e n c e li n ki n g 

o ur pr o p o s e d C R  t o t h e pr e s er v ati o n of t h e s e b e n efit s, a n d t h e s c al e of t h e 

wi d er  a ct i viti e s i n w hi c h w e e x p e ct o ur i nt er v e nti o n t o s u p p ort c o m p etiti o n. 

W hil st o ur q u a ntifi c ati o n i s ill u str ati v e, t a ki n g t h e l o w e n d of b ot h b e n efit 

c al c ul ati o n s s u m m ari s e d i n p ar a gr a p h s 5. 3 4 a n d 5. 3 7  gi v e s a r a n g e of £ 3 2  

m illi o n t o £ 1 1 1 milli o n p er y e ar .2 2 1  Alt h o u g h t h e c o st e sti m at e i n p ar a gr a p h 

5. 5 1 f alls wit hi n t h at r a n g e, it d o e s  s o at t h e l o w er e n d .2 2 2  F urt h er, t h e c o st 

e sti m at e s r e pr e s e nt a r e a s o n a bl e u p p er b o u n d , w hil st  t h e b e n efit e sti m at e s 

ar e c a uti o u sl y e sti m at e d a n d  e x cl u d e si g nifi c a nt s o ur c e s of b e n efit s, s u c h a s 

s o ci al v al u e d eri v e d fr o m c o n s u m pti o n of w e b c o nt e nt . Ov er all t h er ef or e w e 

ar e s ati sfi e d t h at t h e C R w o ul d  n ot pr o d u c e di s a d v a nt a g e s di s pr o p orti o n at e t o 

t h e ai m.  

Pr o vi si o n al c o n cl u si o n o n pr o p orti o n alit y  

5. 5 3  O ur o v er all pr o vi si o n al a s s e s s m e nt i s t h at t h e pr o p o s e d P u bli s h er C R  i s 

eff e cti v e a n d pr o p orti o n at e . W e will c o nti n u e t o r efi n e o ur u n d er st a n di n g of 

t h e c o st s a n d b e n efit s of t h e m e a s ur e a s p art of t h e fi n al pr o p orti o n alit y 

a s s e s s m e nt , t o i nf or m o ur d e ci si o n a b o ut w h et h er  t o i m p o s e t hi s C R. 

 

 
2 2 1  A s a b o v e,  c o st  fi g ur e s ar e a n n u ali s e d o v er 5 y e ar s a n d di s c o u nt e d at t h e Gr e e n B o o k  r at e of 3. 5 %. B e n efit 

fi g ur e s ar e a n n u ali s e d o v er 4 y e ar s a n d di s c o u nt e d at t h e Gr e e n B o o k  r at e of 3. 5 %. 
2 2 2  O v er a 5 y e ar h ori z o n, s o c o m p ari n g c o st s a n d b e n efit s o v er a n e q u al l e n gt h of ti m e, t h e c o st e sti m at e still 

f all s b el o w t h e mi d p oi nt of t h e e sti m at e d r a n g e. 
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6.  Q u e sti o n s f or c o n s ult ati o n 

6. 1  W e w el c o m e vi e w s o n a n y a s p e ct of t h e P u bli s h er C R d e si g n or a n al y si s s et 

o ut a b o v e . W e ar e p arti c ul arl y i nt er e st e d i n st a k e h ol d er f e e d b a c k o n t h e 

f oll o wi n g q u e sti o n s. 

6. 2  I n r el ati o n t o e n s ur i n g p u bli s h er s h a v e s uffi ci e nt c h oi c e : 

( a) A s n ot e d i n p ar a gr a p h 4. 1 3 , w e w o ul d w el c o m e  f urt h er e vi d e n c e o n 

t h e b e n efit s a n d ri s k s of  G o o gl e pr o vi di n g s e p ar at e  c o ntr ol s  o v er tr ai ni n g 

a n d  gr o u n di n g o ut si d e of g e n er al  s e ar c h.  

( b) A s n ot e d i n p ar a gr a p h 4. 2 5 , w e w o ul d li k e t o r e c ei v e f urt h er e vi d e n c e o n 

t h e b e n efit s a n d ri s k s o f G o o gl e pr o vi di n g  p a g e -l e v el c o ntr ol s o ut si d e of 

g e n er al s e ar c h (i e f or G o o gl e-E xt e n d e d ). 

6. 3  I n r el ati o n t o gr e at er tr a n s p ar e n c y f or p u bli s h er s: 

( a) A s n ot e d i n p ar a gr a p h 4. 4 5 , w e w o ul d li k e t o r e c ei v e f urt h er e vi d e n c e o n 

t h e b e n efit s a n d ri s k s of G o o gl e pr o vi di n g p erf or m a n c e a n d e n g a g e m e nt 

i nf or m ati o n o n a ‘ p er-f e at ur e’ b a si s wit hi n g e n er al s e ar c h . 

( b) A s n ot e d i n p ar a gr a p h 4. 5 0 , w e w o ul d w el c o m e vi e w s o n w h at w o ul d b e 

t h e m o st eff e cti v e w a y( s) f or G o o gl e t o pr o vi d e p u bli s h er s wit h 

i nf or m ati o n t o e n a bl e t h e m t o u n d er st a n d t h e q u alit y of cli c k s r ef err e d 

fr o m s e ar c h g e n er ati v e AI f e at ur e s. 

6. 4  I n r el ati o n t o attri b uti o n: 

( a) A s n ot e d i n p ar a gr a p h 4. 6 7 , we w el c o m e vi e w s o n w h et h er a 

m e c h a ni s m f or p u bli s h er s t o m or e e a sil y c o m m u ni c at e t h e r e a s o n s f or 

bl o c ki n g c o nt e nt  fr o m a p p e ari n g i n G o o gl e’ s s e ar c h g e n er ati v e AI 

f e at ur e s w o ul d e n h a n c e t h e eff e cti v e n e s s of o ur pr o p o s e d  P u bli s h er C R 

w hil st e n s uri n g it r e m ai n s pr o p orti o n at e.  

 

( b) W e w el c o m e f urt h er e x a m pl e s  of i nf or m ati o n a n d m etri c s t h at h el p 

e x pl ai n h o w S e ar c h C o nt e nt i s attri b ut e d  i n s e ar c h g e n er ati v e AI 

f e at ur e s a n d t h e f a ct u alit y of t h o s e f e at ur e s, a n d vi e w s o n h o w t h e s e 

d at a w o ul d b e b e st di s s e mi n at e d .  

( c) W e w el c o m e f urt h er vi e w s o n t h e e xt e nt t o w hi c h o ur pr o p o s e d 

P u bli s h er C R  c a n b e e x p e ct e d t o r e s ult i n t h e i d e ntifi e d c o n s u m er 

b e n efit s , i n cl u di n g e n s uri n g t h at u s er s ar e a bl e t o a s s e s s a n d tr u st 

c o nt e nt t h e y r e a d o n t h e w e b .  


	1. Introduction
	Issues we are seeking to address
	Summary
	The issues arising from Google’s use of publisher content in generative AI


	2. The aim of our Publisher CR
	Statutory objective(s)
	Permitted type(s)
	Consumer benefits likely to result from this CR

	3. Our proposed Publisher CR and Interpretative Notes
	Publisher CR
	Interpretative Notes

	4. Effectiveness of our proposed Publisher CR
	Key design issues we have considered
	How the CR ensures that Google will provide sufficient controls over Google’s use of publishers’ Search Content in its generative AI services and features
	The use cases covered by the controls should allow publishers to opt Search Content out of being used for grounding of search generative AI features and grounding and training of broader generative AI services
	The scope of the controls should be product-agnostic and consistent within and outside general search
	The granularity of controls should allow publishers to opt out at directory-level and page-level within general search
	Supplemental requirements necessary to ensure the effectiveness of the controls

	How the CR ensures that Google will provide transparency over its use of publishers’ Search Content in its generative AI services and features and user engagement with their Search Content in search generative AI features
	Google should provide publishers with sufficient transparency over how it uses publishers’ Search Content in generative AI services and features
	Google should provide transparency over the effect and scope of its publisher controls
	Google should provide publishers with sufficient transparency over user engagement and performance within search generative AI features
	Access to performance data on a per-feature basis
	Transparency over ‘Click Quality’ for traffic referred from search generative AI features


	How the Publisher CR ensures that Search Content will be sufficiently attributed in search generative AI features
	Factors relevant to how Search Content is attributed within search generative AI features
	The further steps Google needs to take to ensure that Search Content is sufficiently attributed in search generative AI features
	Whether publishers require additional means to raise complaints about the way Search Content is attributed within search generative AI features


	Implementation and compliance
	Approach to monitoring and compliance
	Consistency with existing and expected laws and standards
	Existing Copyright Framework & robots.txt debate
	Internet Engineering Task Force



	CRs that could be equally effective
	Crawler separation


	5. Provisional proportionality assessment for the Publisher CR
	The CR is effective at achieving its intended aim
	The CR is no more onerous than necessary
	The CR is the least onerous of equally effective measures
	The CR does not produce disadvantages which are disproportionate to the aim
	Potential costs
	Costs to Google
	Costs to web publishers
	Costs to consumers
	Overall view on costs

	Potential benefits
	Supporting the viability of web publishers’ business models
	Supporting the consumption of web content
	Supporting contestability of general search and adjacent activities
	Overall view on benefits

	Comparing the costs and the benefits

	Provisional conclusion on proportionality

	6. Questions for consultation



