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Before diving into how social listening and content teams must 

work together in the new world of search, it is important to first 

understand how the search landscape has changed:

o Over the last 10 years, Google continues to dominate 

however, in more recent months we’re starting to see a 

decline in Google’s market share 

o Google’s global search market was less that 90% for the final 

3 months of 2024 (for the first time since 2015) likely in the 

wake of LLMs like Chat GPT and younger audiences growing 

preference to use social media to search

Part of this shift in the landscape is down to the role ChatGPT now 

places in the search landscape. ChatGPT is now the 8th most popular 

website in the world, and it’s 12 years younger than any other site we 

can see here
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o Social search isn’t necessarily new but what we do know is that audiences are increasingly using 
social to search in the wake of AI and younger audiences' general preference to use platforms like 
TikTok as their first point of search – up to 41% of users use TikTok for search now.

o Brands are rapidly becoming aware that Organic clicks are continuing to decline through Google 
search where AI Overviews now dominate causing Increased zero-click searches. For example, a 
study from Clarity Global found the increasing presence of AI Overviews correlates to a 23% 
decrease in clicks (since January) and a substantial CTR drop despite stable ranking positions.

= brands can address this Google traffic loss by taking a content and social 
listening led approach on social 

https://clarity.global/news-insights/team-insights/how-are-ai-overviews-impacting-organic-traffic
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Increase in finding 
inspiration for 

things 

Decrease in 
staying connected 
with friends/family

Digitally-native Gen Z has seen the 
biggest shift in their reasons for 
using social media. 

While staying connected with friends 
and family remains the top 
motivation for 49%, this is down 9% 
since 2020. 

Conversely, ‘finding inspiration for 
things’ has grown by 19% over the 
same period. 

From a content perspective, this 
underscores the rising importance of 
a search-led approach to social, not 
just Google. 

For brands targeting younger 
audiences like Gen Z, a social-first 
strategy is more critical than ever. 

Finding inspiration for things

Finding like-minded communities/interest groups

Staying connected with friends/family

Posting about your life

Finding products to purchase
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https://www.linkedin.com/pulse/nothing-off-table-four-freedoms-ryanairs-disruptive-/
https://www.linkedin.com/pulse/nothing-off-table-four-freedoms-ryanairs-disruptive-/
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https://www.adobe.com/express/learn/blog/reddit-search-engine#:~:text=Searching%20with%20Reddit,-Reddit%20has%20become&text=Nearly%20two%20in%20three%20people%20in%20the%20U.S.%20said%20they,and%20relatively%20newer%20web%20surfers.
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It’s one thing reaching audiences Organically, but 
when it comes to engaging them, the quantitative 

aspect of social listening deepens audience 
understanding. This informs genuinely audience-

centric content. 

This extends beyond on-site and social as to win 
across LLMs, audience-first content and brand 

mentions are crucial. 
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o There’s a consensus amongst B2B decision-makers that messaging and content is too vague and irrelevant. In a highly competitive purchase 
journey, this is a problem. 

o Having insight into the demographics of your audience is vital but, the value of quantitative data which includes the pain-points, genuine thoughts 
and feelings that your audience is experiencing in the workplace is unmatched. 

o Through social listening, we can dig into authentic conversations as users turn to platforms like Reddit to share their thoughts on products, 
difficulties at work and ask questions as if they are asking Google. This data, working alongside social media search volume data as a key role in 
content ideation and inspiration.  
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Brands are looking to cut through competitive category landscapes with authentic content that’s both 
reflective of their brand and offering but as brands are trying different strategies, it’s getting harder to 
differentiate. 

With a micro-influencer content strategy (which works), brands can demonstrate their authenticity and with 
algorithms consistently ranking creator over brand content, it enables content at scale. 

Decision-makers are influenced by their peers, industry experts and analysts –  individuals who have authentic 
and unbiased opinions. It is these elements that can be translated into organic social content and form part of 
the wider organic content strategy. 
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