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Anyone else overwhelmed by 

the growth of the digital 

landscape? 
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Content
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digital experts.

education
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marketing
transformed

Client experienceClient experience
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45+
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20+
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I’d like to cover…
Today 

Understand how AI search is reshaping 

student journeys 

Practical examples and a framework to 

improve your AI performance

Learn how to maximise student acquisition 

through an AI-Powered approach



If your ideal student asked AI 

where to study, would AI 

recommend you?
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Accelerating 

AI is 

That’s not a niche technology. That’s mainstream 

•

•

Chat GPT (LLMs)

2.5 billion

1 billion 2024 to over 2.5 billion 2025

Daily Prompt Volume

800 million

Double in 12 months to 800 million+ 

in 2025

Weekly Active Users



Started! 

The Landgrab has

That’s not a niche technology. That’s mainstream 

•

•

• –

•

50%
Grew from 6.49% of search to over 50%

January – October 2025

Google AI Overview

60-69%

Zero Clicks rose to



Threat or Opportunity?

AI Search

Threats

• AI means users are getting 

answers without visiting your 

website

• Less brand exposure 

• Can provide incorrect results

Opportunities

• First mover advantage

• Complements SEO not 

replaces it

• It’s becoming more trusted



Who has purchased a 

product recommended by AI?

62% of consumers use AI 

are part of their purchasing 

decision!
Source: Consumer Intelligence / Search Engine Land (2025)



HE recruitment lives or dies in the research phase



Behaviour

Change in search



Shift from

Keywords to questions

•

•

•

•

•

•

•

•



Are decreasing

Attentions Spans 

12 

Seconds

2000

9 

Seconds

8.5 

Seconds

2012

6.5 

Seconds

2025



You are competing for 

The undecided!!

Not all students are undecided – but 

enough are!!

• Location, brand and careers still matter

• But competition is fiercest at the undecided stage

• This is where visibility now wins or loses enrolments



What if your we can influence just a 2% of 

student enrolments? 

By year three, that’s over £5,4M 

additional income

*The actual income is significantly higher as it does not take into 

account international students and other course offerings

Category
Current 

Students
+2% - Students Funding / Student 2% Uplift -  Income (£)

Higher Education 9,500 190 £9,535 £1.8M

A Commercial

Perspective



AI is already part of the 

decision journey

The only question is whether 

it’s telling our story, or 
someone else’s.



Simple 

Scenario



Simple 

Scenario



Conversations ABOUT your 

Brand



Personal 

Bias



Down the funnel

Questioning 

Which Uni’s offer mechanical 
engineering courses?

Do I need Math & Physics to get on an 

Engineering course?

When do I need to apply by? What’s process?

Conversions

Awareness

Research

Consideration

Application

Stage

Which of theses courses is more practical - 

Mechanical Eng or Product Design Engineering?



AI  

Overviews

“AI Overviews are Google’s 

else. “



Three things we need:

1. Understand the conversation

2. Be part of the conversation

3. Feed the conversation / AI



Where to start

AI-style question research

Simple, practical, low-tech

• Ask AI what students and 

parents worry about

• Compare answers to your 

website

• Map questions to pages 

and FAQs
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HE examples 

AI-style questions

What we think students ask

• What engineering courses do you offer?

• What are the entry requirements?

• What is the pastoral care like?

• Which Uni has the best facilities?

What students actually ask AI

• I didn’t get the grades I wanted,  what’s my 
safest option?

• I like practical work but hate exams, will I 

cope?

• Which route keeps my options open if I change 

my mind?

• How long is the bus journey?

These are emotional, private, and risk-driven 

questions

These are sensible, rational, marketing-friendly 

questions.

If your website doesn’t answer the questions on the 
right, AI will,  using someone else’s content.



Building your 

Questions Bank



Feed this into 

The AI



Feed this into 

The AI



Where are 

Our Gaps?



Where are 

Our Gaps?

Question Status Existing content link Notes

Do I need to be really 

good at maths?

Engineering subject area: 

https://www.uni.ac.uk/course-

subjects/engineering/

Maths requirements 

appear only in 

individual course entry 

criteria, not explained in 

plain English

What if I like practical 

work but struggle in 

exams?

Engineering subject area: 

https://www.uni.ac.uk/course-

subjects/engineering/

Practical learning is 

implied (workshops), 

but anxiety around 

exams is not addressed 

directly

What kind of people do 

well on engineering 

courses?

— No learner-profile or 

“who this suits” content

Is engineering boring or 

hands-on?

Engineering subject area: 

https://www.uni.ac.uk/course-

subjects/engineering/

Facilities are described, 

but lived experience is 

not

Self-fit: “Is engineering actually right for me?”

https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/
https://www.suffolk.ac.uk/course-subjects/engineering/


Where are 

Our Gaps?
2. Entry requirements & options (anxiety-driven)

Question Status Existing content link Notes

What grade grades 

do I need?

BSC Engineering (example): 

https://www.uni.ac.uk/courses/det

ail/engineering-peo-2/

Entry requirements 

are clear but written 

for admissions, not 

students

What happens if I 

don’t get the grades? —
No safety-net or 

“what next” 
explanation

Can I still do 

engineering if I fail 

maths or English?

Beng Engineering: 

https://www.uni.ac.uk/courses/det

ail/engineering-peo-2/

Maths/English 

requirements listed 

but no reassurance 

or alternative routes 

explained

Difference between 

BSc & BEng
—

Content exist but 

meaning is not 

explained

https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/
https://www.suffolk.ac.uk/courses/detail/engineering-peo-2/


Using AI to Generate

The right content Using AI to generate the right content

(not more content)

Start with real student 

questions

• Emotional – Is this right for me?

• Practical – What if I don't get the 

grades?

• Comparative – Which route keeps 

my options open?

What AI is good at

• Speed

• Coverage

• Consistency

What humans still control

• Accuracy

• Tone

• Reassurance

• Context

Use AI



Roadmap
Developing the 

Step 1: Questioning 

Research & Audit

✓ Identify content that 

influences student 

decisions

✓ Check AI is reading your 

key pages

✓ Baseline how students 

research & apply

Step 2: Focus and Fix

✓ Improve content for one 

high-value subject area

✓ Deepen answers to 

important student 

questions

✓ Simplify guidance pages 

in plain English

Step 3: Prove & Scale 

✓ Measure engagement & 

assisted conversions

✓ Share insights with 

leadership

✓ Expand to other key 

subjects

Iterate



AI visibility is measured by 

influence, not traffic



Measuring

Performance

 
• AI doesn’t behave like traditional search

• Influence happens before a click

• Measurement is about signals, no silver 

bullets

Visibility ≠ traffic, but it matters



Time for some…
Goods news

Bad news!!!



Good news!

It will never be as easy 

as it is now!!



Bad News!

Passive optimisation 

only goes so far!



Won’t Fix a Visibility Problem
ChatGPT



Maturity Curve
AI Visibility  



Pipeline
Our Multi-Agent



Quickly
Delivering results



System
Our Multi-Agent



Take aways

Some  

Write for questions, not just keywords

Create answers AI can understand and trust

Prioritise content that influences decisions

Use AI to do the heavy lifting 

Take the first mover advantage



Experts in education 

marketing 

We're Itineris, 

Thank you & say Hello
Matt.Horsup@itineris.co.uk
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