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INTRODUCTION

01. The Al revolution in Search
Engine Marketing

1.1 — Context and Definition

Paid Search is currently undergoing the most significant transformation since the
introduction of Smart Bidding in the late 2010s. While Paid Search was previously a
discipline characterized by manual precision, granular keyword management, and constant
tactical adjustments, it has now evolved into a highly automated, user-intent-driven system
based on artificial intelligence (Al). In this new environment, Al is not merely another tool
for advertisers, but the operating system on which modern advertising platforms such as
Google Ads and Microsoft Ads are built. These systems are capable of making complex
decisions in real time at a scale and speed that are unattainable for humans.

In the context of Paid Search, Al comprises a range of machine learning and data analysis
technologies. The algorithms analyze vast amounts of data, from historical performance
data and real-time user signals to broader market trends, in order to identify and predict
user behavior. On this basis, they automate campaign management, from bid submission
at the moment of the auction to the dynamic adjustment of ad content, with the goal of
optimizing ad delivery for maximum performance.

1.2 — The Key Benefits of Al

The rapid and comprehensive integration of Al into Paid Search platforms is driven by three
core promises:

01 EFFICIENCY GAINS

One of the most important benefits is the improvement of operational processes.
Tasks that were traditionally time-consuming—such as adjusting bids for thousands
of keywords, testing ad variations, monitoring budgets, or creating reports—are
increasingly supported by algorithms. This not only reduces the risk of human
error, but also makes it possible to manage significantly more complex campaign
scenarios. As aresult, the focus of work shifts more strongly toward analysis, quality
assurance, and strategic steering, rather than purely manual routine activities.
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(02 | PERFORMANCE MAXIMIZATION

Al systems are able to evaluate enormous volumes of signals in order to predict the
probability of a conversion for each individual search query. Through automated
bidding strategies and more precise audience targeting, advertising budgets are
directed toward the most promising auctions. The result is typically improved
cost efficiency, reflected in a higher return on ad spend (ROAS) or lower costs per
conversion (CPA).

03 IMPROVED SCALABILITY

As a company grows, the complexity of its advertising campaigns increases
exponentially. Managing campaigns across multiple products, markets, and languages
quickly becomes unmanageable when done manually. Al enables advertisers to scale
their activities efficiently without a proportional increase in personnel effort. The
algorithms continuously learn and adapt to changing market conditions, ensuring
consistent performance even as complexity increases.

1.3 — The New Role of the Advertiser

The increasing automation of these core tasks entails a fundamental realignment of the
responsibilities and value contribution of Paid Search experts. The requirements shift
away from purely operational campaign management toward a significantly more complex
strategic and analytical field of activity. Competitive advantage no longer lies in the speed
of manual optimizations or the ability to manage campaign structures by hand. Instead,
the ability to guide technological automation, interpret it, and strategically leverage it for
business objectives moves to the forefront.

The modern Paid Search expert evolves into
the strategist of an automated advertising
machine. Their core competencies lie not
only in setting the right guardrails for the Al
system, but also in continuously monitoring,
evaluating, and further developing them. This
includes the precise definition of business
objectives, ensuring reliable data quality for
machine learning, and the ongoing provision
and development of high-quality creative
assets (ad copy, images, videos).

This shift forms the central foundation for
correctly understanding and successfully
deploying Al in both today’s and future Paid
Search environments.
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o 02. Current Al Applications:
u Google Ads

p  ——

Google Ads is now a deeply integrated Al ecosystem in which nearly every core function is
supported or fully automated by machine learning. A detailed analysis of the mostimportant
Al-driven components is essential in order to understand the platform'’s functionality and
strategic potential.

2.1 — Smart Bidding: Automating Bid Logic

Smart Bidding is the core of Al-driven optimization in Google Ads. It replaces manual bid
adjustments with a system that determines an optimal bid in real time for each individual
auction.

The key innovation of Smart Bidding is so-called “auction-time bidding.” Instead of adjusting
bids only a few times per day on a general basis, Google's Al evaluates a vast range of
contextual signals for every single search query that triggers an ad auction, in order to
determine conversion probability and potential conversion value. These signals go far beyond
what a human could process manually and include, among others:

« Device-specific signals: device type (mobile, desktop, tablet), operating system,
browser

* Location and time signals: the user’s physical or otherwise relevant location,
time of day, day of the week

* User behavior: search history, previous interactions with the website
(remarketing lists), language settings

* Ad attributes: the specific creative competing in the auction

By analyzing these signal combinations, the algorithm can make highly precise predictions.
For example, it may recognize that a user searching for a product on a Saturday evening via
amobile device in a specific city, who has previously visited the website, has a significantly
higher probability of conversion, and dynamically increase the bid accordingly.

® G GOOGLEADS @ %/ & &) & 6
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Google offers various Smart Bidding strategies that are directly aligned with specific business
goals. This marks a strategic shift from bidding on clicks (cost-per-click, CPC) to bidding
on actual business outcomes:

* Target CPA (Cost per Acquisition): Optimizes bids to generate as many
conversions as possible at an average cost per conversion defined by the
advertiser.

» Target ROAS (Return on Ad Spend): Focuses on maximizing conversion value
and aims to achieve a specific return on ad spend. This is particularly relevant
for e-commerce businesses with varying product values.

« Maximize Conversions: Seeks to achieve the maximum number of conversions
within the given daily budget, without specifying a CPA target.

» Maximize Conversion Value: Aims to generate the highest possible total
conversion value within the budget, without specifying a ROAS target.

The effectiveness of Smart Bidding depends entirely on the quality and quantity of the data
provided to the system. The machine learning algorithms rely completely on accurate and
sufficient conversion data in order to make reliable predictions. This elevates data integrity
and conversion tracking from a technical side task to a central strategic necessity.

Incorrectly configured tracking or inaccurate conversion values cause the Al to optimize
toward the wrong objectives and actively and efficiently direct budget in the wrong direction.
Google recommends a minimum volume of historical data—typically between 15 and 30
conversions in the last 30 days—so that the algorithms can learn effectively. In addition,
assigning different values to different conversion actions (e.g. a newsletter subscription
versus a high-value product purchase) is crucial so that the Al can prioritize the true business
value of a conversion.

This dependence on robust data creates a
“data gap” that can become a significant
competitive advantage for data-rich
companies. Large, established advertisers
with thousands of conversions per day
can provide the Al with a rich and nuanced
dataset, leading to superior predictions
and a self-reinforcing performance spiral.
Smaller companies or new market entrants, by
contrast, may struggle to reach the necessary
data threshold to effectively use the most
advanced bidding strategies at all. In this
context, Al becomes a performance amplifier
for those who already possess a high level
of data maturity.
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2.2 — Performance Max (PMax)

Performance Max (PMax) represents the consistent further development of Google’s Al
strategy. It is a single, goal-based campaign type that gives advertisers access to the
entire Google inventory, including Search, YouTube, Display, Discover, Gmail, and Maps.

The core principle of PMax is that advertisers relinquish direct control over channel and
placement selection. In return, they receive fully automated, cross-channel optimization
driven by a single overarching business objective. The Al takes over the complex task of
dynamically allocating budget across channels in order to reach users at the most appropriate
touchpoints and achieve the defined conversion goal. PMax complements existing Search
campaigns and respects their keyword targeting. In cases where a search query exactly
matches an exact-match keyword, the Search campaign is prioritized according to Google.

Although PMax is highly automated, campaign success depends decisively on the quality
of the advertiser’s strategic inputs. There are three central levers for steering the PMax Al:

CONVERSION GOALS

The advertiser defines what success means—whether generating online
sales, leads, or store visits. These goals are the guiding thread for the
entire Al optimization.

CREATIVE ASSETS

A diverse portfolio of high-quality text,image, and video assets is essential.
The Al dynamically combines these assets to create suitable ad formats
for each channel and user. The more high-quality assets are available,
the more testing opportunities the Al has and the greater the potential
performance.

Rather than directly defining target audiences, advertisers provide the
Al with “signals” or indications of who the most valuable customers are.
These can include remarketing lists, customer lists (Customer Match), or
custom segments. The Al uses these signals as a starting point to find new
user groups with similar characteristics and high conversion probability,
thereby scaling reach.

For successful PMax implementation, several best practices have emerged. Structuring
campaigns by business objectives or product categories enables more targeted control and
evaluation. For e-commerce advertisers, a well-optimized and error-free product data feed
in Google Merchant Center is crucial, as it forms the basis for Shopping ads within PMax.
Although insights into performance at the channel level are limited, Google is increasingly
providing more data, such as reports on search categories, which allow better analysis and
strategic adjustment of the provided assets and audience signals.
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2.3 — Responsive & Dynamic Search Ads

The creation and optimization of ad creatives is also increasingly shaped by Al technologies.
Google Ads offers two central formats that use machine learning in different ways.

Responsive Search Ads (RSAs) are now the standard format for text ads in Search campaigns.
Instead of creating a static ad, advertisers provide the system with up to 15 headlines and
4 descriptions as modular components. Google’s Al then tests countless combinations
of these assets in real time and learns which combination achieves the best performance
(e.g. highest click-through rate) for a specific search query, user, and context. This represents
an “Al-assisted” approach that automates large-scale manual A/B testing of assets and
simplifies continuous optimization of ad messaging. Responsive Display Ads (RDAs) function
in a similar way.

Another ad format that follows an Al-driven approach is Dynamic Search Ads (DSAs). This
format uses Google's web crawling technology to analyze the content of a website. When
a user submits a relevant search query that matches the content of a page, the system
automatically generates a suitable headline and selects the most relevant landing page.
The advertiser only needs to provide the description text. DSAs are ideal for companies with
large, frequently changing product inventories (e.g. e-commerce shops) and are well suited
to covering long-tail search queries that may be overlooked in manually created keyword
lists. However, the format is now considered somewhat outdated and has largely been made
redundant by the introduction of PMax.

(]
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=@ 03. Current Al Applications:
® Microsoft Ads

While Google Ads dominates the market in terms of reach and data volume, Microsoft Ads
pursues a differentiated Al strategy. Instead of competing directly on the sheer volume of
search data, Microsoft focuses on distinguishing itself through unique data integrations
and accessible generative Al tools.

3.1 — Smart Bidding: Same Strategies as Google Ads

Microsoft offers the same types of bidding strategies as Google Ads. However, the system
appears to be significantly less mature. In various accounts, it has been observed that when
automated bidding strategies are activated, CPCs canincrease dramatically without delivering
measurable added value, making campaigns correspondingly inefficient. In these cases,
advertisers often achieve significantly better results with the now outdated manual CPC
bidding. One possible reason for the weaker performance of automated bidding strategies
may be the typically much lower traffic volume on Microsoft, which makes it more difficult
for the algorithm to draw statistically valid conclusions from the data.

3.2 — Copilot & DALL-E: Generative Al as a Creative Partner

Microsoft leverages its leading position in the field of generative Al to provide advertisers
with powerful tools directly within the advertising platform.

The integration of Microsoft Copilot—the Al assistant also used in Office products—is a
central element of this strategy. Copilot acts as an intelligent advisor within the Microsoft
Ads interface. It analyzes historical performance data, market trends, and user behavior in
order to provide real-time recommendations for campaign improvement. These suggestions
can relate to bidding strategies, ad copy, or audience targeting. For example, Copilot can
automatically suggest suitable image assets for an ad based on a landing page URL by
crawling the page and identifying appropriate images.

Another notable feature is the native integration of the image generation model DALLE.
This function allows advertisers to create high-quality images for their ads directly within
the platform by entering simple text descriptions. This significantly lowers the barrier to
creating appealing visual assets and is particularly advantageous for small and medium-
sized businesses that often do not have dedicated design resources.

& G @ MICROSOFTADS %/ £ & &K 10
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3.3 — Strategic Advantages Through LinkedIn Data
Integration

The most significant strategic advantage and clearest unique selling point of Microsoft Ads
lies inthe exclusive integration of LinkedIn data. This enables advertisers to target audiences
with a level of precision in B2B marketing that is unmatched. Users can be segmented based
on their professional LinkedIn profile data, including:

« Company: targeting employees of specific organizations
* Industry: targeting users from specific sectors

* Function and job title: reaching decision-makers with specific roles or positions
(e.g. IT managers, marketing managers)

The ability to use professional demographic attributes for audience targeting within the
Search network provides B2B advertisers with a clear advantage that Google Ads cannot
currently offer in this form.

3.4 — Feature Comparison: Al Capabilities in Google Ads
vs. Microsoft Ads

FEATURE GOOGLE ADS MICROSOFT ADS

Al Bidding Highly advanced Smart Bidding Also offers automated bidding

(strategies & maturity) with auction-time bidding; broad strategies (Target CPA, Target
range of goal-based strategies ROAS); generally requires a lower
(tCPA, tROAS); requires large data conversion threshold, but is often
volumes for optimal performance. significantly less efficient.

Creative Al Combinatorial: Responsive Search Generative & combinatorial: RSAs
Ads (RSAs) combine advertiser- and DSAs plus Copilot for text
provided assets; Dynamic Search and asset recommendations and
Ads (DSAs) generate headlines DALLE for on-demand image
from website content. generation.

Audience Al Uses vast amounts of Google Uses Bing search data and data

(data sources) search and behavioral data, from the Microsoft network (MSN,
YouTube interactions, Gmail data, Outlook). Key differentiator is
etc. to build in-market and affinity LinkedIn profile data integration
audiences. (job, industry, company).

Performance Max Performance Max (PMax): Performance Max (PMax): also

equivalent fully automated, cross-channel offers a similar PMax campaign
campaign covering the entire type covering the Microsoft
Google inventory (Search, Display, network, without strictly requiring
YouTube, etc.). video assets.

Key strategic Unmatched reach and data Superior B2B targeting via LinkedIn

advantage volume, enabling higher scalability data integration and lower average
and more precise predictions given advertising costs (CPC/CPA),
sufficient data. enabling high cost efficiency.

® G M MICROSOFTADS %/ & &) & 1
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‘6 4 04. The Future of Paid Search

The evolution of Al in Paid Search continues to accelerate. Announcements from industry
leaders such as Google provide a clear outlook on the next generation of Al-driven advertising
technologies, which will once again fundamentally change the interaction between users,
search engines, and advertisers.

4.1 — Al Overviews

Perhaps the most significant upcoming change is the native integration of ads into
Al-generated search results, known as “Al Overviews.” Instead of a list of links (and ads),
users will increasingly receive dialog-oriented, summarized answers to complex queries.
Search and Shopping ads will be placed contextually within these Al-generated answers.

This has far-reaching implications for advertising effectiveness. Ads will no longer appear
merely alongside results, but directly within the answer itself, potentially leading to higher
visibility and relevance. At the same time, the nature of the click changes: a user who clicks
on an ad within an Al Overview is likely already better informed and more qualified. Google
has announced that advertisers already using Performance Max or Search campaigns with
predominantly broad-match keywords will automatically be eligible for these new placements,
creating a strong strategic incentive to adopt these Al-centric campaign types.

4.2 — Al Max

Google is further advancing the automation of campaign management with “Al Max.” Early
announcements suggested that Al Max would be a standalone campaign type; in practice,
however, Al Max is an add-on for Search campaigns. It allows Google Ads and its algorithm to
independently create and use keywords and additional ad assets by crawling landing pages,
and it can also select the final URL “if this is very likely to lead to improved performance.” This
function is optional and can be restricted by adding URL exclusions (useful, for example, for
promotional pages or separating brand and generic campaigns). Essentially, the “Al Max” or
“Optimize campaign with Al Max” feature is a lightweight version of a PMax campaign that
is limited to the Search network rather than the entire Google Ads ecosystem.

Initial tests show that campaigns with full or partial opt-in to Al Max functions can often
demonstrate improved performance in terms of conversion KPIs. However, the share of
incremental conversions directly attributable to Al Max functionalities (keywords, final URL,
and assets) is relatively small. In some cases, the proportion of Al-generated keywords,
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assets, or URLs within campaigns is negligible, making it difficult to conclude that these
elements perform better than manually created ones.

Al Max can therefore generally be tested without major performance losses. However,
particularly with regard to keywords, campaign intent becomes diluted if search terms
are not regularly excluded. The latter is, of course, not encouraged or recommended by
Google. Depending on how strictly campaign types must be separated, advertisers should
consider not only pure performance metrics, but also whether additional conversions are
truly incremental, could have been generated by other campaigns or keywords, or whether
other campaigns are being cannibalized.

4.3 — Asset Creation

The future of creative production lies in centralized, Al-driven platforms such as the
“Asset Studio.” These hubs will bundle advanced generative models such as Google's Veo
(video generation) and Imagen (image generation). Advertisers will be able to transform
static product images into dynamic videos or generate hyper-realistic image assets of
their products. This development democratizes the production of high-quality advertising
materials and enables rapid, scalable adaptation to different channels and audiences. At the
same time, however, it raises questions about creative originality and brand differentiation
when many competitors rely on the same generative tools.

G O 4 FuturRe & & #X 13
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05. SEO and Al: Generative
Engine Optimization (GEO)

With the rise of generative search systems, a new field of digital visibility is emerging:
Generative Engine Optimization (GEO). While traditional SEO aims to achieve high rankings
in organic search results and generate clicks, GEO focuses on ensuring that content is
recognized by Al systems as a trustworthy source and cited within their responses.

As aresult, the customer journey is fundamentally changing. Users are asking more complex,
conversational questions and receiving summarized answers, often without ever leaving the
Al interface. Since users receive answers directly within the Al environment, the incentive
to click on traditional organic results is decreasing. GEO is therefore not only an extension
of traditional SEO, but also a strategic response to declining organic traffic.

Success in this environment is no longer measured primarily through clicks, but through
the so-called “Share of Model”: how frequently, in what context, and with what sentiment a
brand is mentioned by Al systems. Brands that do not appear in these responses effectively
cease to exist for a growing share of users.

5.1 — The Synergy Between GEO and Paid Search

GEO creates an important bridge to Paid Search, particularly in formats such as Google Al
Overviews:

Presence in Al Summaries

In Al Overviews, organic citations often appear in close proximity to advertisements.
A well-designed GEO strategy can ensure that a brand appears organically as a
cited source while simultaneously remaining visible in paid placements — creating
a double brand touchpoint.

High-Quality Content as the Common Denominator

The building blocks of successful GEO content (structured data, clear FAQ sections,
tables, fact-rich and well-structured texts) are exactly the same inputs required by
Al-driven advertising formats such as Performance Max or Responsive Search Ads
to generate relevant ad variations. Companies that invest in content quality benefit
across both disciplines.

Expanded Cross-Channel Visibility

Content optimized for generative systems is more likely to appear in citation-ready
answer formats, whether in Al Overviews, traditional Featured Snippets, or responses
from external Al assistants. This multi-channel presence increases overall brand
visibility and amplifies the effectiveness of parallel paid campaigns.

® G & % &b GEO @Lﬁs 14
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5.2 — Core Strategies for GEO

To become visible in generative engines, brands must prepare their content strategically.
Three key levers are particularly important:

Structured Data and Schema Markup

These help Al systems correctly understand entities, relationships, and contexts
on a technical level. This forms the foundation for a brand to even be considered
as a potential source.

Snippable Content

Information should be presented in formats that are easy to quote, such as lists,
tables, concise paragraphs, or clearly formulated key takeaways. Content containing
concrete numbers, facts, and evidence is significantly more likely to be used as a
source by generative systems than purely descriptive text.

E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness)

Originally a framework from Google’s Quality Guidelines, E-E-A-T is increasingly
gaining importance in generative search systems as well. Al models tend to favor
sources whose authority is consistently reinforced across multiple platforms — for
example through mentions in industry publications, professional forums, customer
reviews, and independent comparison websites.
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06. Risks and Disadvantages:
A Critical Perspective on the
Use of Al

Despite undeniable gains in efficiency and performance, the increasing reliance on Al in
Paid Search entails significant strategic risks and disadvantages. A balanced assessment
of these challenges is essential for advertisers in order to make informed decisions and
protect business interests.

6.1 — The “Black Box” Problem: Lack of Transparency and
Loss of Control

One of the greatest and most frequently discussed risks is the “black box” nature of many
Al systems. With highly automated campaign types such as Performance Max, advertisers
relinquish a large degree of control over targeting, bidding, and placements to the algorithm.
When such a campaign underperforms or performance suddenly drops, the lack of granular
data and transparent insights into the Al's decision logic makes it very difficult to diagnose
the cause and take targeted corrective action.

This lack of transparency is not merely an analytical inconvenience, but a serious business
risk. When a system that controls a significant share of revenue or lead generation becomes
unpredictable and non-diagnosable, a fragile dependency on the platform emerges. Similar
to a fleet of autonomous vehicles that must be completely grounded after an unexplained
incident, a sudden, inexplicable performance drop in a “black box” campaign can paralyze a
key marketing channel without the company having internal means to resolve the issue. This
turns a performance marketing channel into a potential single point of failure and should
be considered in any strategic risk assessment.

6.2 — Data Quality, Bias, and Ethical Concerns

Al systems are fundamentally data-driven and follow the principle of “garbage in, garbage
out.” The quality of training data directly determines the quality of the results. If an Al is
trained on historical data that contains unintended biases, it will not only reproduce them,
but potentially amplify them at scale. A well-known example outside of Paid Search is a
recruiting tool developed by Amazon that learned to disadvantage female applicants due to
historically male-dominated applicant data. In Paid Search, an algorithm trained on biased
conversion data could systematically over- or undervalue certain demographic groups.
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In addition, the use of customer data (e.g. via Customer Match lists) to feed these algorithms
and the creation of detailed user profiles raise important data protection issues, particularly
under regulations such as the GDPR.

Furthermore, monetization of Al bots leads to a loss of independence and, consequently,
credibility. Users may no longer be presented with the objectively best product for their
needs, but rather with the product for which the advertiser has paid the highest amount
(simplified). In this context, it is also interesting to consider how monetization will work for
one of the best-known Al bots, ChatGPT. OpenAl CEO Sam Altman recently stated in an
interview that Google’s advertising model in Al mode would not be an option for OpenAl,
as it could undermine user trust.

6.3 — The Risk of Creative Standardization and Brand
Dilution

An excessive reliance on Al for creating ad copy and visual assets carries the risk of a
“regression to the mean” and dilution of brand identity. Al systems optimize based on
what has statistically worked best in the past. This can lead to the production of generic,
undifferentiated advertising messages that lack a unique brand voice and emotional depth.

This creates a strategic tension between short-term efficiency and long-term brand building.
While Al may identify the most efficient path to a measurable conversion, building a strong
brand often requires originality, creativity, and emotional connection—qualities that are
difficult to quantify in historical performance data. If all competitors use similar Al tools
trained on similar datasets, there is a risk that advertising efforts converge into a sea of
sameness, undermining long-term brand differentiation and loyalty.

17
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6.4 — The Value of Human Expertise in the Age of Al

Despite increasing automation, human expertise does not become obsolete; it becomes
more valuable than ever. The best results emerge from a symbiotic relationship between
humans and machines. The human role shifts to areas where Al reaches its limits:

* Strategic direction: defining the right business goals and KPIs that serve as
guardrails for the Al

* Contextual understanding: interpreting nuanced market changes, competitive
activity, or societal trends that are not immediately reflected in the data

* Brand safety and brand leadership: ensuring that automated ad delivery aligns
with brand values and voice and preserves creative distinctiveness

* Creativity: developing breakthrough campaign ideas and compelling creative
concepts that go beyond statistical optimization and generate genuine emotional
resonance

Human intuition, experience, and creativity remain decisive factors in effectively steering
Al and achieving a sustainable competitive advantage.

18
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% 07. Strategic Recommendations
for Advertisers in the Age of Al

The integration of artificial intelligence has irreversibly transformed Paid Search and
presents advertisers with new challenges and opportunities. To succeed in this dynamic
environment, companies and marketing teams must continue to evolve their strategies
and capabilities. This requires greater specialization, continuous optimization, and a deep
understanding of the technology.

7.1 — The Role of the Paid Search Manager

The role of the Paid Search Manager is undergoing a fundamental transformation. Core
competencies are shifting from manual, tactical execution toward a higher-level strategic
steering function. Successful teams and individuals must develop into versatile experts
who combine four key roles:

* Al strategist: defines business objectives, selects suitable Al-driven campaigns
and bidding strategies, and understands how to “feed” the algorithms with the
right inputs

* Data steward: ensures the integrity, accuracy, and strategic use of first-party data
and conversion tracking

* Creative director: develops or specifies a portfolio of high-quality, brand-compliant
assets (text, images, videos) that serve as the creative toolkit for the Al

* Performance analyst: interprets the results delivered by the Al, identifies overarching
trends, and derives strategic adjustments rather than getting lost in micro-
optimizations

7.2 — Data Integrity and Measurability

Even the most powerful Al is ineffective without a solid data foundation. The most important
strategic recommendation is therefore to invest in robust, precise, and value-based conversion
tracking. This is no longer a technical option, but the absolute foundation of any successful
Al-driven advertising strategy. Companies must ensure that they not only measure conversions,
but also assign them realistic business values. Only then can the Al learn to optimize toward
the most profitable outcomes and truly maximize return on investment (ROI).

® G O % & & 48 STRATEGY 19



7.3 — “Human in the Loop” Framework

The most effective approach is not to relinquish control to Al, but to establish a “human in
the loop” model. This framework strategically balances automation and human oversight:

* Use Al for: scalability, speed, complex real-time data processing, and automation
of repetitive tasks

* Retain human control for: defining overarching business objectives, developing
creative strategy, safeguarding brand identity and safety, and making final strategic
decisions

This approach combines the strengths of both sides—the computational power of machines
and the strategic, contextual, and creative judgment of humans.

7.4 — Diversification and Portfolio Approach

Concentrating the entire advertising budget on a single, increasingly “black box” ecosystem
represents a significant business risk. Strategic diversification across platforms is therefore
essential. A hybrid strategy that uses both Google Ads for its unmatched reach and Microsoft
Ads for its cost efficiency and unique B2B targeting capabilities is a prudent risk mitigation
approach. This portfolio strategy allows advertisers to leverage the strengths of both platforms,
reduce dependency, and optimize the overall performance of their Paid Search programs.

7.5 — Creativity as a
Competitive Advantage

As the underlying optimization technology
of advertising platforms becomes equally
accessible to all competitors, the decisive
competitive advantage shifts. Differentiation
will no longer be determined by who has the
better Al, but by who supplies the Al with better
creative inputs. Investments in high-quality,
original, and persuasive creative assets—from
ad copy that perfectly reflects brand voice to
visual elements that capture attention—will
become the key lever for success. Human
imagination and strategic creativity remain
irreplaceable and will create the strongest
and most sustainable competitive advantage
in the age of Al-driven Paid Search.

G O % & & K STRATEGY



ART-FACT WE OFFER END-TO-END

Al IS ABOUT PEOPLE DATA & Al SERVICES

N\ Data/ Al Strategy
&D$ta /fAI Strategy A Al Transformation
ranstormation A Data/ Al Adoption
A Customer Experience
Data / Al A Marketing
for Customer A Sales
A Customer Service
A Office Operations
A Supply Chain
Data / AI A Manufacturing & Interventions
for Operations AP
rocurement
A R&D
A Finance
Data / Al A HR
for Support functions A Legal
A Sustainability
A IT strategy
A AlforlT
IT & Al ' A Al Foundations
Technologies A Analytics & BI
A\ Data Governance & Management
A Data Tech Foundations

HEALTHCARE - BANKING & INSURANCE PUBLIC & GOVERNMENT * REAL ESTATE

FMCG * RETAIL & ECOMMERCE * LUXURY & COSMETICSASPORTS & ENTERTAINMENT - TRAVEL & TOURISM
TELECOMMUNICATIONS MANUFACTURING & UTILITIES



ARTZFACT

IS ABOUT

19, rue Richer
75009 — Paris
France

hello@artefact.com
artefact.com/contact-us
artefact.com



mailto:hello%40artefact.com%0D?subject=
http://www.artefact.com



