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A Few 
Starting 
Details

+ 45-minute sessions, including time for questions 
and conversation at the end

+ Session recordings shared with attendees via 
email at later this  week

+ Use the Zoom Chat and Q+A panels to engage 
with attendees and submit questions

+ Need help? Use Whova’s “Ask Organizers 
Anything” section in the Community Board or 
email us at conferences@carnegiehighered.com 

mailto:conferences@carnegiehighered.com
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Presenter

Mia Pang
Director, Content + SEO

Archetype Persona
The Persevering + Creative 
Curator

Content marketer crafting 
strategies for organic growth; 
Cat mom; Foodie
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1 The Impact of AI on Organic Search 

2 Optimizing for the “Experience”

3 Building Thought Leadership Content

4 Repurposing Content

Agenda
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Do you agree? 
“SEO is dying.”
Submit your response in the poll.
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“SEO is Dying.”

SEO is dying if we only optimize for the search engine bot and 
ignore the student experience. 

+ Whether it’s traditional search engines or AI models, 
ultimately we are creating content for the human users. 

+ SEO is not just about traffic and rankings. Engagement 
and conversions are more important.

+ It's time to refocus on optimizing for the 
"Experience" and not just the bots.
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Engine vs. Experience

Search “Engine” Optimization Search “Experience” Optimization 

+ Stuffing keywords on every page of 
the website

+ Prioritizing quantity of content 
instead of quality

+ Duplicating content 

+ Producing thin low value content

+ Targeting only top-funnel keywords

+ Only optimizing text content

+ Understanding users through search 
keywords

+ Prioritizing quality content and 
consistency

+ Unique pages with clear purposes

+ Creating comprehensive content

+ Use a full funnel strategy 

+ Utilizing multimedia 
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AI and 
Generative 
Search

1

How does AI impact SEO and students’ 
search behaviors?
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Google AI Overview

Rolled out in May, 2024, Google AI Overview 
shows AI-powered snapshot of key 
information to a query, with citation links for 
users to keep exploring more website 
content.

+ Typically appears at the top of the Google 
search result page

+ Appears when the algorithm detects that AI 
generative answers can boost the search 
experience

+ Includes citation links to website sources

+ Higher education website content can be cited 
in AI Overviews
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Other Emerging AI Search Engines

AI search engines leverage machine learning and natural language processing to provide a more 
advanced search experience.

+ Personalized responses: remember your search history and your preferences 

+ Contextual comprehension: understand complex content and the intent behind the query

+ Multiple sources: pull information beyond the web

+ Generate new content: answer user questions instead of listing existing web pages



Search Experience Optimization: The New SEO
11

The Traditional Student Search Behavior
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The New Search Experience
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Ask Follow Up Questions
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Ask Follow Up Questions

Source: Expanding AI Overviews and Introducing AI Mode, Google

https://blog.google/products/search/ai-mode-search/
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Take a guess: 
How much has website 
traffic from LLMs grown 
over the past year?
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850% Year-over-Year Growth 
“Even though AI search engines are not yet the 
mainstream of website traffic, we saw a 
significant increase in a single year.” 

—Carnegie Analytics Team
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What’s Changed?

Search experience is now a
fluid conversation

AI generates information right 
in the conversation

Students only go to your website 
for in-depth & trusted insights

Measure engagement and 
conversion to track ROI 

Type each keyword into the search bar

Search engines list websites on the SERP

Students go to your website to find information

Traffic and rankings are most important to SEO.
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Optimizing for 
the Experience

2

Crafting content that supports students’ college 
search journey
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Think Beyond Keywords

Understand the “Why” behind the search query.

+ Students no longer just search “head terms”

+ They ask questions, seeking insights, and advice

+ Higher ed marketers and SEOs need to change the mindset

+ We are not targeting “keywords”. We are targeting “intent” to serve 
students needs and give support

+ Speak to your target audience and address their concerns
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Create Human-First Content

Demonstrates EEAT (Experience, Expertise, Authoritativeness, Trustworthiness)

+ Ensure AI models and Google recognize you as a reputable source of information 

+ AI search engines rely on external database to enhance the accuracy of generated answers

+ Inaccurate content on your website will mislead LLM models and ultimately students

+ Expert opinions and unique perspectives entice students to engage and take action 

+ More shareable content to increase brand mentions on the internet
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Mid-Bottom Funnel Content

Considering how AI search results can easily provide quick facts and answers to top funnel 
awareness questions like “Best universities for nursing major”, higher ed websites have 
more opportunities to influence enrollment decisions through lower funnel content.  

+ Only having top-level program pages are not enough to be cited in AI search results. 

+ Develop decision enabling thought leadership content to serve the needs for advice, inspirations, 
and insights.

+ “Why choose nursing major?” “ADN degree vs. BSN” “Is computer science degree worth it?”

+ “Is XYZ a good college?” “Why you choose to attend XYZ university?” “Steps to submit application”
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Build Thought 
Leadership 
Content

3

Steps

+ Brainstorm content ideas
+ Map content to the student enrollment journey
+ Create content with my secret recipe
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What Is Thought Leadership Content?

+ It applies to a wider audience, helpful for users who don’t even know about your institution

+ Providing expert insights and solutions to enable decision making
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Explore Content Ideas

Google Search Console: Create a regex filter 

“what|why|how|when|where|who|^is|^are|vs”
 to identify question-based queries.
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Explore Content Ideas

Answer the Public: Discover user questions 
about a certain topic, such as “Can accounting 
degree work in finance?”
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Explore Content Ideas

Consult ChatGPT for brainstorming
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Explore Content Ideas

ChatGPT is not perfect.

+ Don’t forget to refine ChatGPT’s ideas with your 
knowledge

+ Keep prompting to get more ideas
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Map Your Content to the Student Journey

How Automation is Shaping the Future in Healthcare Administration
Healthcare Leadership Styles

The ROI of a Master's in Health Administration
Career Paths and Job Outlook for Health Administrators
MPH vs. MHA vs. MBA

Accreditation and Program Quality: Why It Matters
How to prepare application for MHA

Continuing Education and Certifications: What Comes After an MHA?
Students/alumni success stories
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The SPAM Recipe

Insights from Subject matter experts 

Unique Perspectives

Relevant to the target Audience

Leverage Multi-media content
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Other Best Practices

+ Use specific examples to prove your 
authority and real-world experience

+ A succinct content structure with 
proper header tags

+ Provide a summary at the beginning 
of the article for easy 
reading/crawling

+ Relevant keywords naturally 
incorporated into the copy

+ Internal and external links to other 
relevant content

+ Straight to the point and enticing 
metadata

+ Strong call to action to inspire next 
step
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Repurpose 
Content

4

Expand your impact and brand awareness 
on other platforms
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Multimedia Strategy for a Better Search Experience

An effective way to maximize 
cross-channel visibility

+ Webinars

+ Podcasts

+ Videos

+ Organic social media campaigns
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YouTube Optimization Is Important

+ YouTube is the second largest search engine after 
Google and is owned by Google.

+ YouTube videos appear in regular organic search results.

+ YouTube videos are one of the most cited resources in 
Google’s AI Overviews. 

+ +25% since January according to BrightEdge

+ Enhance students search experience with 
engaging video content.

https://searchengineland.com/youtube-citations-google-ai-overviews-surge-2025-451852
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Repurposing Videos to 
Thought Leadership Content

Converting videos to thought leadership content can help you 
have more pages indexed on Google and AI search engines. 

Converting text content to YouTube video content for 
more authentic engagement.

+ Quality content meeting students wherever they search.

+ Easy to scale: you don’t need to create from scratch! 

+ It’s not duplicating content or reposting. It’s presenting 
the content in another format to add value.
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The Process

+ Find a high-performing, evergreen video that is at least 10 minutes long and contains 
valuable content

+ Transcribe the video  
+ Based on the video content conduct keyword research 
+ Outline your content
+ Use header tags to separate different topics covered in the video
+ Fix grammar mistakes, rephrasing the transcript to improve readability
+ Add value to what’s covered: new examples, additional tips, additional information related 

to the topic
+ Insert internal links and CTAs
+ Embed the video on the thought leadership article page
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What About Converting Articles to Videos?

+ Start from high traffic thought leadership articles 

+ Develop video script based on the article 

+ Leverage AI to help you with the draft

+ Refine it with your knowledge and expertise

+ Pass it to the video team for production
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Students’ search behavior is 
evolving and we must challenge the 

SEO status quo. It’s time to shift 
from optimizing for the “engine” to 

optimizing for the “experience.”
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Dive Deeper
How to Turn YouTube Video in to Written Articles

How to Conduct Keyword Research

Learn More
How to Optimize Higher Education Websites for Google 
AI Overviews

Explore
Partner with Carnegie

Resources

https://www.carnegiehighered.com/blog/repurpose-video-content-to-articles/
https://www.carnegiehighered.com/blog/seo-basics-for-colleges-and-universities-how-to-perform-keyword-resear
https://www.carnegiehighered.com/blog/how-to-optimize-higher-education-websites-for-googles-ai-powered-search-generative-experience/
https://www.carnegiehighered.com/blog/how-to-optimize-higher-education-websites-for-googles-ai-powered-search-generative-experience/
https://www.carnegiehighered.com/about/contact-us/
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Scan the QR code for a 20% discount on a 
12-month Conversion Rate Optimization package
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Mia Pang
mpang@carnegiehighered.com

Thank You!

210 Littleton Road, Suite 100 Westford, MA 01886
978-692-5092  |  info@carnegiehighered.com

CarnegieHigherEd.com


