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Helping Families Find Your 
School: 

Reaching Parents Across Online 
Platforms
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The “Old” Search Methodology
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Single-Path Search: 

• Ten blue links 

• SEO ruled

• Focus on keywords, rankings 

and the home page

Google/Bing

Website
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Google’s global market share in 

April fell to 89.65% — the lowest 

since 2013.

46% of  Gen Z and 35% of  

Millennials prefer social media over 

traditional search engines.
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Between January 2024 and May 2025, 

news-related prompts in ChatGPT rose 

by 212%, while equivalent Google 

searches declined by 5%.

Multi-Platform Search:

• Social search skyrocketing 

among Gen Z… and beyond

• Generative search usage 

compounding faster than we’ve 

ever seen

• Multiple companies attempting 

to completely upend search

The New Search Ecosystem
B Y  T H E  

N U M B E R S



The New Search Ecosystem
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Google searches fell in Safari for the 

first time ever in April 2025. “That 

has never happened in 22 years.” - 

Apple’s Eddy Cue. 

Up to 41% of  users use TikTok for search, 

while 76% have discovered brands and 

products through social media.

Around 1.5B people now use AI 

overviews to quickly surface the 

information they need.

45% of  Reddit users aren’t on Instagram, 

69% aren’t on LinkedIn and 58% aren’t on 

TikTok.
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35.8% of  Americans now use ChatGPT 

on a regular basis. 58% of  consumers 

have replaced “traditional” search 

engines with AI tools.

Users who are referred from AI search 

compared to traditional referrals stay on 

site 8% longer, browse through pages 12% 

more and are 23% less likely to just visit 

the link and bounce.

B Y  T H E  
N U M B E R S



Search Engines

• Google

• Bing

The New Search Ecosystem: 
Key Platforms & Implications
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Generative AI Search

• ChatGPT 

• Perplexity

• Gemini 

• Claude

Social Search

• Instagram

• TikTok

• Reddit 

• Education-specific forums 



YouTube

Website

Mapping the Multi-Platform Journey
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The Answer Engine 

Ecosystem

• A holistic approach to 

discovery whose goal is a 

quick and authentic answer

• Web traffic reductions

• Trust, authority and relevance

Google 

Bing

Voice
AI 

Search

Reddit Social



Mapping a Multi-Stage Journey
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Initial Research Compare Options Validation

YouTube

Voice

Social Google
AI 

Search

RedditWebsite



Search Engines: Not Going Away
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Search Engines

• Still the dominant player, 

especially for paid 

• AI overviews maintain relevance

• Influences generative search

• Zero-click search traffic

• Structured content, E-E-A-T 

(Experience, Expertise, Authority, 

Trust), reviews, local listings



Search Engines: Not Going Away
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Generative AI: Answers Made Easy
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Generative Tools

• Adoption growing at 

unprecedented rate

• Lack of clarity on sourcing 

factors – query fan out

• Search engines, social are big 

factors

• Third-party validation important



Generative AI: Answers Made Easy
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An Earned Media Resurgence
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• Earned media provides authentic 
validation through trusted third-
party coverage that drives 
conversations

• The earned media resurgence 
reflects a shift toward credibility 
and authenticity as the currency of 
influence for brands

• Earned media alone isn't enough. 
It remains vital but requires 
integration with other marketing 
strategies

• Digital amplification is crucial since 
over half of U.S. adults get news 
from social media



An Earned Media Resurgence
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Earned Media: Power of  GEO
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GEO, or Generative Engine 

Optimization, emphasizes earned 

media because AI search engines 

prioritize content from trusted, 

third-party sources like journalists, 

analysts and communities to 

answer user queries.

89%

“…Turns out, a lot of it comes down to PR… PR coverage 

is now one of the most powerful sources for influencing 

how these tools respond to billions of daily prompts.”

A new study from Muck Rack

of AI-cited links come 

from earned media

27%

of those are 

journalistic

https://www.google.com/search?q=Generative+Engine+Optimization&sca_esv=efb3ab264f9589fa&biw=1284&bih=706&sxsrf=AE3TifOW-bhv5YMVMWX95rzokuy6uT8IJA%3A1757282484715&ei=tAC-aKGpK_qfkPIPvYbzyQ8&ved=2ahUKEwi_yIC208ePAxX8mO4BHeB6K6QQgK4QegQIARAB&uact=5&oq=GEO+in+earned+media&gs_lp=&sclient=gws-wiz-serp&mstk=AUtExfBKh7a9p5Av7s3Oh3_jOZNX7_1tJP55c4KHMcoBZvgcgrIeF5jSb-guUnrvDS0uaDkv1YFSe_IttoboQiF_CizHTR_FALlNb5CxmYtgbM0GfTzWQoMf0ElXK3pFtns-Wg5n3wvLDU-RuX_M-u6Ybp_HTEKKvToGsGuc75xmf1o4QPpMS8p1iDxfadtywBcBrzACuSnOxwKAWZ4VqRovoA2X8hvhkbFBTzqPbyox74z__KkDaMi9RvCfpV_TDpfKxhYQmHcogmPc1Ou_BiXAgvTz&csui=3
https://www.google.com/search?q=Generative+Engine+Optimization&sca_esv=efb3ab264f9589fa&biw=1284&bih=706&sxsrf=AE3TifOW-bhv5YMVMWX95rzokuy6uT8IJA%3A1757282484715&ei=tAC-aKGpK_qfkPIPvYbzyQ8&ved=2ahUKEwi_yIC208ePAxX8mO4BHeB6K6QQgK4QegQIARAB&uact=5&oq=GEO+in+earned+media&gs_lp=&sclient=gws-wiz-serp&mstk=AUtExfBKh7a9p5Av7s3Oh3_jOZNX7_1tJP55c4KHMcoBZvgcgrIeF5jSb-guUnrvDS0uaDkv1YFSe_IttoboQiF_CizHTR_FALlNb5CxmYtgbM0GfTzWQoMf0ElXK3pFtns-Wg5n3wvLDU-RuX_M-u6Ybp_HTEKKvToGsGuc75xmf1o4QPpMS8p1iDxfadtywBcBrzACuSnOxwKAWZ4VqRovoA2X8hvhkbFBTzqPbyox74z__KkDaMi9RvCfpV_TDpfKxhYQmHcogmPc1Ou_BiXAgvTz&csui=3
https://weinsteinpr.us2.list-manage.com/track/click?u=e8fe77bc7345df22c240be015&id=19771ac2ab&e=d5638d2e06


Social Search: The New Word of  Mouth
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Social Search

• Staying power over “virality”

• Influencers more important 

than ever

• Reddit/forums are incredibly 

powerful

• New strategy, content workflow 

and goals



Content Optimization Across Platforms
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Tracking & Measuring Search Behavior
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Understanding Your Visibility

• Keywords & search terms

• Tracking process 

• Tool availability 

• Website analytics & audience 

changes 



The Answer Engine Assessment
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Understanding to 

Optimization 

• Setting a baseline 

• Visibility scores

• Competitive analysis 

• Content identification 

• Marketing plan



Continuous Adaptation: Staying Ahead
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Constant Evolution

• Consistent monitoring 

• Generative usage & familiarity

• Integrations & partnerships

• Proactive content planning 

• Cross-functional teams



Quick Wins & Next Steps
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Operational 

• Ensure technical SEO 

excellence

• Prepare your website for AI 

crawlers

• Strengthen current internal 

linking

Measurement

• Create dashboard to measure 

on-site social and generative 

referrals

• Implement system for visibility 

measurement  

• Take current baselines of 

visibility and content 

performance on all platforms



Quick Wins & Next Steps
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Website Content 

• Repurpose and restructure 

existing long-form content

• Ensure content answers user 

queries 

• Develop plan to add identified 

missing content 

• Review site for action-

oriented audience shift

Content Strategy

• Develop proactive content 

strategy to address gaps and 

maintain visibility 

• Web

• Social

• Earned media 

& third party

• Utilize parents as 

ambassadors 

• Forums & reviews



Q&A
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