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Today’s session

What's In:
• AIOs 
• Integrated Marketing Plans 
What's Out:
• Paid Email marketing 
• Vendor owned ads account 
What's Next:
• YouTube
• Search behaviors



What’s In?
Artificial Intelligence Overviews



AI Overviews & the impact on search results



The ‘what’ & ‘how’ of AIOs

WHAT AIOs do
Improve Experience:
• Personalized Search Results
•  Natural Language Processing 

(NLP)

Predictive Analytics:
•  Proactive Recommendations
•  Anticipating Needs

HOW can I improve my 
chances of appearing in 
AIOs (Fraggles)
• Answers that are concise, 

natural language

• Structure content with bullet 
lists, table of contents, TL;DR etc.

• Reviews (more)

• Leverage chatbots and video 
(make sure your video is on 
YouTube for optimal Google 
performance)

• Invest in SEO optimization

Enhanced Content 
Discovery:
•  Voice Search Optimization
•  Visual and Video Search

Virtual Assistance & 
Chatbots:
•  24/7 Support
•  Guided Search Journeys

 Trust & Transparency:
•  Content Authenticity Checks



What’s In?
Integrated Marketing Plans



Focus on the customer journey



Creating Results recommends 
an integrated approach, where 
traditional media helps elevate 
digital conversion rates.

Integrated marketing approach



An integrated marketing approach (Digital + Traditional) will result in 
maximum market share.
Website activity (sessions) is more positively impacted during more integrated placement 
time frames than in primarily digital-only or traditional-only time frames. Creating Results 
monitors and tracks this impact collectively, as well as the ROI of the tactics involved. This 
is the root of our recommended integrated marketing strategy for clients.

Digital + Print + DM
Community re-launch 
with Connected TV

Lead quality



What’s Out?
Paid Email Lists



SOLUTION: 
Run targeted ads to drive email sign-ups
Purchasing paid email lists is generally not an effective way to reach your audience for several reasons:

1. Low Engagement and Poor Targeting
• Lack of Relevance: Bought lists often include people who have 

no idea who you are and haven’t expressed interest in your 
brand.

• Poor Open and Click Rates: Since recipients don’t recognize your 
email address or brand, they’re more likely to ignore, delete, or 
mark your message as spam.

2. Legal and Compliance Risks
• Violates Privacy Laws: Many regions have strict email marketing 

regulations (like GDPR, CAN-SPAM, CASL). Using purchased lists 
can easily lead to violations, fines, and blacklisting.

• No Consent: You usually don’t have proper permission to email 
the contacts, which is a core requirement for compliance.

3. Damages Your Sender Reputation
• High Spam Complaints: Sending unsolicited emails increases 

the risk of being reported as spam.
• Blacklist Risk: Internet Service Providers (ISPs) may block your 

emails if they detect you're using purchased lists, harming your 

domain reputation.
4. Wastes Time and Money

• Low ROI: You’re paying for access to people who likely won’t 
convert.

• Opportunity Cost: You miss the chance to build a list of 
genuinely interested prospects through organic means like lead 
magnets, content marketing, or opt-in forms.

5. Hurts Your Brand Trust
• Perception of Spam: Cold emailing people without their consent 

feels intrusive and can create a negative brand impression.
• Trust Erosion: Even if recipients don’t report your email, they’re 

unlikely to trust or buy from a brand that reaches them through 
questionable tactics.



What’s Out?
Vendor Owned Ad Accounts



SOLUTION:
Request ownership of your ads accounts

BENFITS INCLUDE:

1. Clarity on Spend and Performance
Owning your ad account gives you a clear view of what’s being spent and how it's performing—no guesswork, no 
middle layers. You don’t have to manage it day-to-day, but it ensures your investment is fully visible and aligned 
with your goals.

You stay informed and in control, without needing to be in the weeds.

2. Data Ownership & Historical Performance

When it’s your account, you own the data—audience lists, pixel history, learnings, and campaign results. If you ever 
switch vendors or bring things in-house, you keep all the progress you've paid for.
Otherwise, you're starting from scratch every time you change partners.

3. Platform Optimization Works in Your Favor
Ad platforms like Google and Meta reward accounts with consistent performance history. If you own the account, 
you build long-term trust and algorithmic favor that helps lower costs over time.
Letting someone else “own” your history means they benefit—not you.



What’s Next?
YouTube & Other Media Channels



Because we support both marketing and sales 
teams, we understand how the two need to 
work together, how to provide sales teams with 
the information they need and how to inform 
marketing on-the-ground insights from sales.

We all know senior tech usage is growing



Overwhelmingly, Facebook is the most popular social media for mature customers. 
YouTube is also popular, with most customers using it at least several times a week. 

Bases: Those who use social media n = 227

Question Wording: Q415 Please indicate how much time you spend on each of the following social media sites? 

8%

12%

42%

53%

45%

67%

76%

6%

15%

15%

12%

19%

10%

8%

9%

14%

9%

7%

11%

6%

4%

17%

33%

16%

10%

15%

10%

9%

60%

26%

18%

18%

10%

7%

3%

Facebook

YouTube

Instagram

Twitter

LinkedIn

TikTok

Snapchat
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Social media use
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Cable TV and 
streaming services 
are the primary 
methods for 
watching TV.

68%

67%

30%

4%

Normal cable

Streaming services

Live TV Services/Cable
alternatives

Another way

Method for Watching TV

Bases: Those who watch TV n = 262

Question Wording: Q410. How do you watch your favorite TV shows? Please select all that apply.



YouTube case study
• FellowshipLIFE has been running YouTube since 

February 3rd

• 1.19 Million Impressions
• $4.87 CPM (cost per thousand impressions)
• Majority of views have been on TV Screens



What’s Next?
Future of Search





Searching the internet for websites and reviews 
are the most popular methods for researching 
Senior Living communities.

• Bases: All respondents n = 265
Question Wording: Q300. How do you search for information on senior living or 55+ communities? Select all that apply.

70%

58%

53%

49%
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24%

20%
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Searching the internet for websites

Searching the internet for reviews

Asking people who live in a community

Going in person and asking questions

Taking a tour

Calling a community

Reviewing social media

Emailing a community

Someone else researched for me

Another way



AI Search



In the news... DAILY!



Future of search

“Generative AI will reinvent 
every customer experience.” 
– Andy Jass CEO, Amazon

“We’re using AI to enhance 
user experience, particularly 
in Google Search with 
AI Overviews.” 
– Sundar Pichai, CEO, Google

“The search engine now will use 
the AI to take a single search 
query, assemble the entire 
related areas of conversation, 
run those searches, summarize 
that with the AI, and give you a 
very well-researched and well-
thought-out and summarized 
point of view.” 
– Jim Yu, Founder, Bright Edge




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 10: What’s In? Integrated Marketing Plans
	Slide 11
	Slide 12
	Slide 13
	Slide 14: What’s Out? Paid Email Lists
	Slide 15
	Slide 16: What’s Out? Vendor Owned Ad Accounts
	Slide 17
	Slide 18: What’s Next? YouTube & Other Media Channels
	Slide 19
	Slide 20: Overwhelmingly, Facebook is the most popular social media for mature customers. YouTube is also popular, with most customers using it at least several times a week. 
	Slide 21
	Slide 22
	Slide 23: What’s Next? Future of Search
	Slide 24
	Slide 25: Searching the internet for websites and reviews are the most popular methods for researching Senior Living communities.
	Slide 26
	Slide 27
	Slide 28
	Slide 29

