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/ CHAPTER O

Contributing Practitioners from the Industry

Paid media is undergoing one of the most significant transformations in its history.

For more than two decades, advertisers have relied on search engines, social platforms, audience targeting, and auction-
based advertising systems to generate leads and sales. Today, artificial intelligence is reshaping every stage of that
process.

Campaign optimisation is no longer driven solely by manual adjustments. Advertising platforms increasingly automate
bidding, targeting, budget allocation, creative testing, and audience expansion using machine learning systems that
process millions of signals in real time.

At the same time, consumer behaviour is changing.

Prospects no longer begin every buying journey with a Google search. Many now discover brands through Al assistants
such as ChatGPT, Gemini, Claude, Perplexity, Al Overviews, and Al Mode before they ever reach a search engine or
advertising platform.

This shift is creating new opportunities and new challenges for advertisers.

The insights within this playbook are informed by practitioners actively working inside this evolving ecosystem. Their
combined experience across paid media strategy, campaign management, conversion optimisation, analytics, tracking,
and Al-driven marketing has helped shape the guidance and recommendations throughout this resource.

§
'
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CONTRIBUTING PRACTITIONERS FROM THE INDUSTRY

Alphonse Jeyaraj

Paid Media Specialist - Loop Digital

e EXPERTISE
Google Ads Meta Ads Performance max Paid media strategy
Conversion optimisation Campaign scaling

Alphonse specialises in performance-driven paid media campaigns, helping
businesses leverage automation while maintaining strategic control over
campaign performance. His work focuses on campaign architecture, creative
testing, value-based optimisation, and scaling profitable advertising activity.

Ediga Badrinath

Paid Media Specialist - Loop Digital

e EXPERTISE
Google Ads Keyword strategy Al-assisted campaign optimisation
Ad creative testing PPC research

Ediga works across campaign planning, keyword strategy, competitor
research, and performance optimisation. He actively explores emerging Al
tools and workflows that improve campaign efficiency, testing frameworks,
and advertising performance.

Surya

Digital Marketing Manager - Loop Digital

e EXPERTISE
Paid media strategy Marketing analytics Automation oversight
Performance measurement Data quality

The insights within this playbook are informed by practitioners actively
working inside this evolving ecosystem. Their combined experience across
paid media strategy, campaign management, conversion optimisation,
analytics, tracking, and Al-driven marketing has helped shape the guidance
and recommendations throughout this resource.
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How to use this playbook

This playbook is designed to support a wide range of readers, from business owners and marketing managers to PPC
specialists and agency teams.

Each section explores a different aspect of paid media in the Al era. Depending on your role, some sections may be more
Immediately relevant than others.

Reader type Where to focus How it helps in practice
B‘Hl * Paid media budgeting and cost control Helps you understand where advertising
: * Al's impact on advertising platforms IS i '
BUSINESS OWNErs & - o . f gp . budgets are sp.ent, how Al s |nflu'en.c:|ng
SME decision-makers ?nv§r3|on performance a.n CPC and targeting, and what. reallstic
* Risks In automated campaigns outcomes to expect from paid media.

Useful when planning marketing budgets,
reviewing campaign performance, or
evaluating agency work.

@ * Al-driven campaign structures (PMax, Provides practical guidance for managing
e i AelvEnEg) Al-driven campaigns. Useful for improving
specialists . : et . . .
2 Automation and optimisation workflows  \yorkflow efficiency, testing ad creative at
campaign managers : : . .
el J * Creative testing frameworks scale, adapting to automation systems, and
* Keyword and search intent strategy refining conversion-focused campaign
* Conversion-focused campaign strategy.
optimisation
.{" * Al-driven customer discovery Helps guide strategic planning and budget
. * Attribution and tracking challenges allocation. Useful for understanding how Al
Marketing managers . : . . . .
. * Paid media budgeting strategy IS reshaping the customer journey and how
& growth strategists . . : .
* Long-term advertising trends paid media should evolve within broader
marketing strategies.
,‘,@ * Al challenges in paid media Useful as a client education and internal
' e Campaign risk management training resource. Helps explain industry
Agency teams & » Conversion rate optimisation (CRO) changes clearly and supports campaign
consultants * Expert recommendations and planning, optimisation, and strategic
frameworks discussions with clients.
< * Foundations of paid media Provides a structured understanding of
. * Al in advertising platforms how paid media operates today and how Al
Students & learning . L e _ . ..
. * Campaign optimisation principles IS Influencing advertising strategy and
professionals L :
* Emerging industry trends campaign management.
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About paid media

What is paid media?

Paid media is the practice of paying to place your brand, product, or service in front of a specific audience. In simple
terms, you invest a budget, the platform delivers your message to potential customers, and you measure the results.
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Today, paid media includes several channels such as

@ 1 o

Search advertising Paid social advertising Conversational advertising

Video advertising Shopping campaigns Native advertising Display advertising

While each channel operates differently, the principle remains the same:

Advertisers invest budget, platforms deliver exposure, and performance is measured through impressions,
clicks, leads, sales, or revenue.

Historically, advertisers controlled much of the campaign process manually. They selected keywords, adjusted

bids, defined audiences, and optimised performance directly.

Today, that responsibility increasingly sits with artificial intelligence.

PPC Al PLAYBOOK 06



LOOP. ABOUT PAID MEDIA

Paid media in 2026 and beyond

Paid media in 2026 is increasingly shaped by Al-driven campaign management, predictive modelling, first-party data,
evolving privacy regulations, and changing user discovery behaviour.

While platforms continue to automate bidding, targeting, and creative delivery, advertisers are placing greater emphasis
on data quality, conversion value optimisation, measurement accuracy, and strategic oversight.

Several key shifts now define how campaigns operate.

Al-led campaign execution
Platforms such as Google Ads and Meta Ads now automate large portions of campaign management.

Campaign types including Performance Max, Demand Gen, Advantage+, and Al-powered Smart Campaigns rely heavily
on machine learning to determine:

@ Who sees adverts @ How budgets are allocated

@ When adverts appear @ Which conversions matter most

@ Which creative assets are shown

Advertisers guide algorithms

The role of the PPC specialist has changed significantly. Instead of managing auctions manually, marketers now
guide automated systems.

Today, paid media includes several channels such as

High-quality conversion tracking Value-based optimisation Accurate attribution

Creative strategy Audience signals First-party data

The platforms execute the decisions. Advertisers influence the outcomes.
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Al-assisted product discovery

Many users now begin research with Al assistants such as ChatGPT, Gemini, Claude, Perplexity, and Google's Al-powered
search experiences

These tools summarise options, answer questions, compare providers, and influence decision-making before users visit
websites or interact with traditional advertising.

Google's Al Overviews and Al Mode are also changing how consumers discover products and services.

Rather than reviewing multiple search results, users can continue their research through conversational interactions that
refine recommendations and narrow choices.

This behaviour does not replace paid media.

However, it increasingly influences which brands enter a user's consideration set before advertising platforms ever have
the opportunity to engage them.

Google's Al Overviews and Al Mode are also changing how consumers discover products and services.

Al advertising is emerging

One of the most significant developments in digital marketing is the emergence of advertising inside Al-driven
environments.

Historically, advertisements appeared alongside search results, social feeds, or publisher content.
Today, commercial experiences are beginning to appear directly inside Al conversations and recommendation engines.

Sponsored answers, commercial recommendations, and Al-assisted product placements are gradually becoming part of
the discovery journey.

Although these formats remain relatively new compared to Google Ads and Meta Ads, they represent an important area
for advertisers to monitor as user behaviour continues evolving.

Data-driven targeting

Targeting increasingly depends on behavioural signals and conversion data rather than manually selected audiences

As privacy regulations continue to restrict observable user data, platforms rely more heavily on:

@ First-party data @ Offline conversion imports
@ CRM integrations @ Consent mode
@ Enhanced conversions @ Predictive modelling

Businesses that provide platforms with accurate conversion signals typically gain a significant advantage over
competitors relying on incomplete data.
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This playbook is designed to support a wide range of readers, from business owners and marketing managers to PPC
specialists and agency teams.

Each section explores a different aspect of paid media in the Al era. Depending on your role, some sections may be more
Immediately relevant than others.

Before Al o T < Mﬂ After Al

BEFORE Al AFTER Al

Campaigns were built around tightly Campaign types such as Performance

controlled keyword themes. Max and Advantage+ consolidate multiple
channels into Al-managed systems.
Manual CPC and CPM bidding were
common. Smart Bidding automates bid
management using real-time signals.
Advertisers managed numerous ad
groups and targeting layers. Intent signals increasingly replace rigid
keyword structures

Keyword match types played a central role
INn campaign performance. Campaign performance depends heavily
on data quality and conversion feedback

Manual optimisation was responsible for

W ®» & W ©

most performance gains. Strategic oversight has become more

0 © ©® ©® @

Important than manual optimisation.
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Campaign structure & setup

BEFORE Al

® ©

Advertisers manually selected
demographics, interests, and behaviours.

Marketers built lookalike audiences from
existing customer lists.

Many campaigns relied on tight
segmentation to control targeting.

Retargeting depended on precise pixel
tracking and audience management.

Ad creative & messaging

BEFORE Al

(@)

Teams produced creatives in small
batches and tested them slowly.

A/B testing required manual setup and
long testing periods.

Limited design resources restricted the
number of variations tested.

Creative was often treated as a campaign
launch asset, not a continuous variable.

BEFORE AND AFTER Al

® © © ®

Platforms automatically identify high-value
audiences.

Broad targeting often outperforms
restrictive audience definitions.

Al expands reach when additional
conversion opportunities are identified.

First-party data increasingly replaces
third-party audience data.

Audience quality matters more than
audience size.

®

® © @

Al tools generate multiple creative
variations rapidly.

Advertisers can test messaging at greater
scale.

Creative testing has become continuous
rather than occasional.

Platforms automatically prioritise high-
performing creative combinations.

Creative quality increasingly influences
campaign success.

PPC Al PLAYBOOK
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Reporting & attribution

BEFORE Al

Conversion tracking relied heavily on
cookie-based click attribution.

Platform reporting is often aligned closely
with external analytics and sales data.

Advertisers had access to search terms,

@ @ @

placements, and audience insights.

Marketers generally trusted platform
05 ) dashboards as a clear view of
performance.

The future of paid media belongs to advertisers who can combine automation with strategic oversight, accurate data,

BEFORE AND AFTER Al

&

© ©

@ ©

Platforms increasingly rely on modelled
CONnversions.

Privacy regulations reduce observable
data.

Attribution gaps have become more
common.

Al-assisted discovery creates new
measurement challenges.

Revenue validation and CRM integration
have become essential.

strong creative, and a clear understanding of how customers discover brands in an Al-driven world.
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LOOP. CHALLENGES INTRODUCED BY Al

Artificial intelligence has improved paid media in many
ways. Campaigns can now optimise faster, process

significantly more data, and automate tasks that previously
required extensive manual management.

However, Al has also introduced a new set of challenges.

Many of these challenges are not immediately visible. In
fact, some campaigns appear successful on the surface
while underlying issues quietly reduce profitability, distort
reporting, or limit long-term growth.

Understanding these challenges is essential for advertisers
who want to maintain control over performance while
benefiting from automation.

Challenge 1

Reduced transparency and control

Al-driven campaigns often limit visibility. For example, Performance Max hides

detailed placement data, and Advantage+ provides limited insight into audience

expansion.

As a result, advertisers see only the outcome, not the decision process behind it.
This makes it harder to diagnose poor performance or identify wasted spend.

Challenge 2

Rising CPCs and more competitive auctions

As Al-powered bidding becomes standard across advertising platforms,
auctions are becoming increasingly sophisticated.

HIGHER

In many industries, this has contributed to more competitive auctions and, in

some cases, rising cost-per-click (CPC). SMEs may feel this pressure more
acutely, particularly when competing against brands with larger budgets and
stronger data signals.
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Challenge 3

Al optimises towards the goal it is given. This sounds obvious, but it creates one
of the biggest challenges in modern paid media.

If a campaign is optimised for lead volume, the platform will attempt to generate

Optimised for
LEAD VOLUME

as many leads as possible. The problem is that not all leads have equal value.

Challenge 4

Al discovery is changing customer journeys

Historically, a prospect might:

Search Google Click ad Visit website Convert

Today, many users begin their research elsewhere. Al assistants such as:

ChatGPT Gemini Claude Perplexity Al Overviews Al Mode

are increasingly influencing product discovery and supplier selection.

Users can now compare solutions, ask questions, evaluate providers, and gather recommendations before they ever
perform a traditional search. In some situations, users gather enough information from Al-generated answers to
significantly reduce the number of websites, adverts, or search results they engage with before making a decision.

This means advertisers may have less visibility into the earliest stages of the buying journey than ever before.
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Challenge 5

Attribution and tracking gaps

Attribution has always been imperfect. Al-driven customer journeys make it even more challenging.

Consider the following scenario:

@ ® User discovers a company through ChatGPT.
Most reporting systems will attribute the

conversion to the branded search campaign.

@ ®  User visits the website.
E ¢  User leaves without converting. However, the Al interaction influenced the
discovery process. Traditional attribution
® User returns several days later. models struggle to identify these earlier
touchpoints because Al interactions often occur
Q ®  User searches the company name. outside conventional analytics environments.

, As Al adoption grows, advertisers may
£  ©  Userclicks a Google Ad. , | | |
Increasingly underestimate the role Al discovery

plays in generating demand.
©) ® User becomes a customer.

Challenge 6

Privacy regulations and browser restrictions continue to reduce the amount of
observable user data available to advertisers.

As a result, platforms increasingly rely on technologies such as Google Consent
Mode, Enhanced Conversions, server-side tracking, and modelled conversions

to fill gaps in measurement.

While these solutions improve reporting accuracy, advertisers should still
expect differences between platform-reported performance, analytics tools,
and CRM systems. Understanding these differences is now a core part of
modern PPC management.
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Challenge 7

Hidden Al influence

One of the newest challenges facing marketers is invisible Al influence. Many customer journeys now include Al
touchpoints that are not captured within traditional reporting systems.

For example:

01 A prospect discovers your brand through ChatGPT

025 They compare you against competitors using Gemini

08) They validate reviews through Google

04) They later return through a paid advert

The conversion is visible.

This creates a measurement challenge that many organisations are not yet accounting for. As Al becomes a larger part of
the discovery process, businesses may need to rely more heavily on:

@ Branded search trends @ Sales feedback

@ CRM insights @ Market share indicators

@ Customer surveys

to understand how demand is truly being generated.
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LOOP. IMPROVEMENTS DUE TO Al

While Al introduces new challenges, it also creates
significant opportunities. Many advertisers are achieving
stronger results today than would have been possible only
a few years ago.

The key difference is that success now comes from
combining automation with strategy rather than relying on
automation alone.

Below are some of the most significant improvements

shaping paid media in 2026.

Smarter audience discovery

Al systems analyse far more signals than a human can process. Platforms such
as Google use Smart Bidding to evaluate factors like device, location, time of day,
and browsing behaviour in real time.

As a result, campaigns can adjust bids and targeting automatically. Similarly,

Meta Advantage+ can identify valuable audience segments that advertisers
might not have targeted manually.

Faster creative testing

Al has made creative testing much faster and cheaper. Instead of producing a
few ad variations, marketers can now generate dozens of headline and
messaging options quickly.

Platforms then test these variations automatically. This allows advertisers to

discover stronger messaging faster and improve campaign performance over
time.
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Greater workflow efficiency

Al tools now support many everyday PPC tasks. For example, marketers can use
Al to generate keyword ideas, expand search themes, analyse competitors, and
draft ad copy.

These tools reduce research time significantly. As a result, campaign managers

can spend less time on manual tasks and focus more on strategy, analysis, and
optimisation.

Historically, many SMEs struggled to produce sufficient creative assets.
Budget limitations often restricted testing opportunities.

Al-powered design and content tools now allow businesses to create:

Ad imagery Display assets

Video concepts Social creative

Copy variations

more efficiently than ever before.

This reduces barriers to experimentation and enables businesses to compete more effectively against larger advertisers.

Predictive conversion modelling

As privacy regulations, browser restrictions, and consent requirements reduce traditional tracking signals,
advertising platforms increasingly rely on predictive conversion modelling.

These models analyse historical behaviour and observed user activity to estimate conversions that tracking

systems may miss. Combined with technologies such as Consent Mode and Enhanced Conversions, predictive

modelling helps campaigns continue optimising even when direct tracking becomes less complete.

However, advertisers should regularly validate modelled performance against CRM and revenue data to ensure
optimisation remains aligned with real business outcomes. Each helps campaigns continue optimising even
when direct tracking becomes less complete.
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Value-based optimisation

One of the most important developments in modern paid media is the shift from volume-based optimisation to
value-based optimisation. Historically, advertisers focused on metrics such as:

Cost per click Cost per lead Conversion volume

Today, platforms increasingly allow advertisers to optimise towards:

Revenue Profitability Customer lifetime value Qualified opportunities High-value customers

Through Value-Based Bidding, Enhanced Conversions, CRM integrations, and Offline Conversion Imports, businesses
can train Al systems to prioritise outcomes that actually matter to the organisation.

This often leads to better long-term performance than simply pursuing the lowest cost per conversion.

Al-assisted decision making

Perhaps the greatest improvement is not automation itself. It is decision support.
Al can rapidly analyse:

Al-powered design and content tools now allow businesses to create:

@ Performance trends @ Market opportunities

@ Search behaviour @ Competitor activity

@ Creative patterns

and surface insights that would take humans significantly longer to identify.

Used correctly, Al becomes a strategic assistant rather than a replacement for expertise. The strongest results typically
come from combining machine efficiency with human judgment.

Al identifies opportunities.

People decide which opportunities are worth pursuing.

PPC Al PLAYBOOK 18
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Where paid media is heading next

Paid media will continue to evolve. Al will automate more campaign decisions, while manual controls will continue to
decline. At the same time, the way people discover products is changing. Many buyers now begin research with Al
assistants rather than traditional search results.

Three trends will likely shape the next phase of paid media.
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Chat GPT, Al advertising and commercial discovery

One of the biggest developments in 2026 has been the growing commercialisation of Al platforms.

Businesses are increasingly asking:

‘ Will Al assistants display adverts?

‘ How will sponsored recommendations work?
©) What will Al advertising look like?

‘ How will attribution work?

While conversational advertising remains an emerging channel compared to Google Ads and Meta Ads, early adopters
that understand how visibility works within Al-driven environments may benefit as these platforms continue to evolve.

Whether through sponsored recommendations, commercial partnerships, marketplace integrations, product feeds, or
future advertising models, businesses will increasingly need strategies for visibility within Al environments.

The challenge for marketers is that many traditional PPC frameworks were built around clicks and sessions.
Al discovery may influence decisions long before a user visits a website.

As a result, attribution, measurement, and performance analysis will continue evolving over the coming years.
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Conversational advertising is emerging

Al platforms are beginning to introduce advertising within conversations. Instead of appearing next to search results, ads
may appear while a user actively researches a product or compares solutions.

As Al platforms continue experimenting with commercial experiences, sponsored answers, and recommendation-based
placements, businesses may gain new opportunities to reach users during the research phase of the buying journey.

While conversational advertising remains an emerging channel compared to Google Ads and Meta Ads, early adopters
that understand how visibility works within Al-driven environments may benefit as these platforms continue to evolve.

Al visibility is becoming a paid media factor

Historically, paid media focused on visibility within advertising platforms.
Today, visibility increasingly begins elsewhere.

Many buyers now discover brands through:

ChatGPT Gemini Claude Perplexity Google Al Overviews Google Al Mode

before ever reaching a search engine or social platform.
This creates a new reality for advertisers.

Visibility inside Al-generated responses can influence:

without appearing directly inside traditional advertising reports.
As a result, businesses should think beyond campaign metrics alone.

Increasingly, successful advertisers will combine:
* PPC visibility * SEO visibility * GEO visibility * AEO visibility * Brand visibility

INto a single discovery strategy.

The rise of AEO

Answer Engine Optimisation (AEO) focuses on helping businesses become the answer rather than simply appearing
within search results. As conversational search grows, users increasingly ask questions rather than entering keywords.

‘ Which CRM is best for small businesses? ‘ Which marketing agency should | use?

‘ What is the best accounting software? ‘ How much should SEO cost?

Al systems attempt to answer these questions directly.

Businesses that structure content clearly and demonstrate expertise are more likely to become part of these answers.
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For advertisers, this creates an important strategic consideration.

The same business may now need visibility across:
* SEO * PPC * GEO * AEO

to maximise overall market presence.

Paid media and Al search are converging

Traditionally, SEO and PPC operated as separate disciplines. One focused on paid visibility. The other focused on organic
visibility.

Al is beginning to merge these worlds.

@ ® User asks ChatGPT for recommendations.

Al

@ ®  User researches several suggested providers  deoovery

@) o User searches for one of those brands.

é Website |
conversion

4N  ©  Userclicks a Google Ad.

© e Userconverts.

Which channel generated the customer? The answer is increasingly:
All of them.

This means marketers should stop viewing channels in isolation. The businesses that succeed over the next five years will
optimise visibility across every discovery environment rather than focusing solely on individual platforms.

Agentic commerce and Al agents

Another emerging trend is agentic commerce. Al agents are beginning to assist users throughout the buying process.

These systems can:

Research products - Compare suppliers - Evaluate pricing > Analysereviews - Recommend solutions

without requiring extensive manual effort from users. While adoption remains relatively early, the direction of travel is
clear. Many future purchasing decisions may be heavily influenced by Al systems acting on behalf of consumers. This
creates a new challenge for marketers.

Websites may need to be optimised not only for people but also for Al systems evaluating products and services.

Clear information, transparent pricing, structured data, and authoritative content are likely to become increasingly
Important.
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At the same time, privacy changes are reducing the use of third-party data. As a result, first-party data is becoming one
of the most valuable assets in paid media.

Businesses with strong CRM systems, accurate conversion tracking, and high-quality customer data give advertising
platforms better signals. Over time, this improves campaign optimisation and long-term performance.

CRM

Customer relationships

and interactions

Better targeting

Reach your best
potential customers

Conversion tracking

Improved performance
Accurate events and

behaviour data |  First-party data | Al optimisation Higher conversion value
\ L and efficiency

Stronger signals.
Smarter automaton.

Clean. Accurate.
Actionable.
Stronger growth

N - e Sustainable results

Profiles, preferences over the long term
and purchase history

Customer data
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How experts are adapting?

Understanding change is one thing. Responding to it effectively is
another.

At Loop Digital, our paid media specialists adapt to Al-driven
platforms through continuous testing, structured frameworks,
and data-led decision-making. Over time, this approach has
helped us identify practical methods that work consistently
across different industries and campaign budgets.

Below are some of the key ways experts are adapting to the Al-

led paid media environment.

Adapting to Google's Al-first campaign types

Google’s advertising ecosystem now relies heavily on automationWhile Google has introduced greater reporting
transparency for Performance Max campaigns, advertisers still have less visibility and control compared to traditional
Search campaigns. Understanding how automation allocates budget and generates conversions remains an ongoing
challenge for many advertisers.

Separate branded and non-branded campaigns

Branded searches behave very differently from non-branded acquisition queries. If both sit inside one automated
campaign, Performance Max can claim easy branded conversions while hiding true acquisition performance.

Keeping these campaigns separate gives advertisers a clearer view of where growth actually comes from.

Feed the platform high-quality conversion signals

Al systems learn from the data they receive. If campaigns track low-quality leads, the algorithm will optimise for more of
those leads

Instead, advertisers should prioritise qualified conversions, revenue signals, and customer value data. This increasingly
Includes Enhanced Conversions, Offline Conversion Imports, CRM integrations, and Value-Based Bidding strategies that
allow platforms to optimise towards revenue rather than simple lead volume.

Close collaboration between marketing and sales teams is essential to ensure the platform receives accurate feedback
on lead quality and business outcomes.

The biggest risk in modern PPC is assuming the platform is always right. We cross-reference Google Ads data
against GA4, against CRM, against actual revenue every month. When numbers diverge significantly, that is where

the most important optimisation decisions live.

a. Surya
&' " Digital Marketing Manager
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Adapting to Meta's advantage+ model

Meta has also moved strongly toward automation. Campaign types such as Advantage+ expand audiences and optimise
delivery automatically. While this can improve reach, it also requires careful oversight.

Successful advertisers typically follow three key disciplines

Test Advantage+ alongside controlled campaigns

Automation should never operate without comparison. Running a controlled campaign in parallel helps marketers
evaluate whether Al expansion is genuinely improving results or simply increasing low-quality traffic.

Optimise for value, not just volume

If the platform optimises only for conversion volume, it will often target the cheapest conversions available. These leads
may not represent high-value customers.

Instead, advertisers should prioritise value-based optimisation, feeding purchase value or revenue signals into the
platform.’

Maintain brand control over creative

Meta’s algorithm optimises primarily for engagement signals. However, engagement does not always reflect brand
positioning or long-term customer value.

For this reason, marketers should define clear messaging pillars and use Al mainly to generate variations for testing.

Meta’s Al thrives on volume, variation, and quality signals. Success today depends less on manual audience
targeting and more on strong creative, clean data, and disciplined oversight of automation. The objective is not to

fight the algorithm. It is to guide it intelligently.

M Alphonse
= PPC Specialist

it
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Adapting the day-to-day workflow

Al tools now support many parts of the PPC workflow. Specialists increasingly use them for keyword research,
competitor analysis, ad copy generation, and strategy development.

However, the quality of results depends heavily on how these tools are used.

Structured prompting has become an essential skill. Clear inputs produce useful outputs, while vague prompts often
generate generic results.

Used correctly, Al tools reduce research time and allow marketers to focus more on strategy and performance analysis.

Al helps me generate multiple ad copy variations quickly, which makes A/B testing faster and more structured. |
also use it for keyword expansion, competitor research, and refining campaign strategy. But the output depends

entirely on the quality of the prompt. The tool is only as good as the brief you give it.

Ediga
PPC Specialist
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TIMELINES FOR POTENTIAL CHANGES WITH Al

Timelines for potential changes with Al

2026

2027

2028

2029 - 2030

Al advertising ecosystems continue developing
Conversational advertising expands across platforms
Al discovery influences more customer journeys

Al Mode adoption increases significantly

First-party data becomes even more important

Al agents begin influencing larger volumes of product research
Attribution becomes increasingly challenging across all channels
GEO and AEO become mainstream marketing disciplines

More businesses optimise specifically for Al visibility

Al assistants become a significant discovery channel for many industries
Commercial experiences inside Al platforms become more common

Businesses increasingly measure Al visibility alongside SEO and PPC performance

Al-assisted buying journeys become normal behaviour
Agentic commerce expands significantly

Marketing teams manage visibility across search, social, paid media, Al search,
and conversational platforms simultaneously

The distinction between paid and organic discovery becomes increasingly
blurred
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EXPERT RECOMMENDATIONS - ACTIONABLE TIPS

Expert recommendations - actionable tips

These recommendations draw directly from the combined experience of the Loop Digital paid media team. Each one is

actionable, specific, and grounded in real campaign outcomes rather than theoretical best practice. Apply them in order

of relevance to your current situation.

Audit your conversion tracking first

Check for duplicate events, missing conversions, and reporting differences between GA4
and ad platforms. Clean tracking ensures Al receives accurate optimisation signals.

Run controlled campaigns alongside Al campaigns

Do not rely only on Performance Max or Advantage+. Keep a controlled campaign running
to compare results and validate real performance.

Treat creativity as a continuous optimisation lever

Refresh creatives every 3 - 4 weeks. Test new messaging angles regularly and use Al tools
to generate variations quickly.

Focus on long-tail and conversational search intent

Target problem-focused and comparison queries, not just short transactional keywords.
Build landing pages aligned to these search intents.

Validate platform results against real revenue

Do not rely only on platform-reported ROAS. Compare campaign results with sales data and
CRM insights regularly.

PPC Al PLAYBOOK
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Optimise for value, not just conversion volume

Use value-based optimisation whenever possible. This helps platforms prioritise higher-
value customers rather than cheaper conversions.

Feed lead quality data back into campaigns

Work with sales teams to identify high-quality leads. Use this data to refine targeting and
exclude poor-performing audience segments.

Monitor search terms and control expansion

Review search term insights regularly, especially in Performance Max campaigns. Add
negative keywords when irrelevant queries appear.

Build landing pages that match search intent

Create pages that closely match the ad message and user intent. Clear messaging and a
single call-to-action improve conversion rates.

Build brand visibility beyond ads

Al assistants increasingly influence product discovery. Strengthen brand presence through
authoritative content, structured data, and strong digital signals.

PPC Al PLAYBOOK
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For many years, digital advertising followed a relatively predictable customer journey:

Awareness = Search = Click = Website = Conversion

Today, Al is changing that process.

Many users now discover brands, products, and services through Al assistants before conducting a traditional search. As
a result, a growing number of customer journeys now look more like:

@ @ > s Q

Conversion Brand validation Search Website Conversion

This shift means paid media is ho longer responsible for generating all demand directly. Instead, successful PPC

campaigns increasingly support and capture demand that may have originated through Al search, content marketing,
social media, referrals, or brand awareness activity.

Advertisers who understand this shift are better positioned to evaluate campaign performance accurately and build a
more complete digital marketing strategy.

THE TRADITIONAL PPC JOURNEY

Awareness Search Website

THE NEW AI-INFLUENCED JOURNEY
\

\|

" -‘
‘I c{ “[{]i "

Al Discovery Brand Website Conversion
(Al Assistants) Validation
® ®

& B & K
- = (N
Content Social Brand

Al Search Marketing Media Relemals Awareness
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Conclusion

Paid media is not disappearing. However, it is changing quickly as Al becomes central to how campaigns run.

Today, advertising platforms handle much of the execution. Bidding, targeting, and delivery now rely heavily on
automated systems. Because of this, advertisers must focus less on manual controls and more on data quality, strategy,
and creative performance.

At the same time, the fundamentals of marketing remain the same. Success still depends on reaching the right audience
with the right message at the right moment.

The difference is how that outcome is achieved. Businesses that rely only on automation may struggle with unclear results
and rising costs. In contrast, those that guide Al with clean data, strong creativity, and clear business goals can scale
campaigns more effectively.

As a result, the role of the paid media specialist is evolving. Instead of managing small tactical changes, experts now focus
on strategy, data signals, creative testing, and performance analysis, the areas where human judgment still matters most.
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HOW LOOP DIGITAL APPROACHES PAID MEDIA IN THE Al ERA

How Loop Digital approaches paid media in the Al era

At Loop Digital, we do not simply hand campaigns to automation. Instead, we guide Al with clear data, structured testing,

and continuous performance validation. Over time, this approach has helped UK SMEs run paid media campaigns that

remain efficient even as platforms become more automated.

Our approach focuses on five practical principles.

-----------------

1,
-

@ il

]

Data-first campaign strategy

Before launching campaigns, we audit tracking and conversion signals. Accurate data
ensures advertising platforms optimise for outcomes that actually matter to the business.

Controlled automation

We test Al campaign types carefully. Automation runs alongside controlled campaigns so we
can measure real performance before scaling.

Structured creative testing

Creative plays a major role in Al-driven advertising. We test multiple messaging angles and
refresh creatives regularly to maintain performance.

Intent-led campaign structure

We align campaigns with how people actually search today. This includes conversational
queries, long-tail searches, and problem-focused intent.

Revenue-level validation

Finally, we compare campaign performance with real business results. Platform dashboards
alone are not enough. Revenue data and sales feedback complete the picture.

PPC Al PLAYBOOK
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The businesses gaining the greatest advantage from Al today are not necessarily the largest. They are often the quickest
to adapt. If you want to improve paid media performance in the Al era, start with these four actions.

1. Review your tracking infrastructure

Ensure your tracking is accurate, compliant, and aligned with business objectives.

2. Improve your conversion signals

Feed platforms richer information through CRM integrations, Enhanced Conversions, Offline Conversion Imports, and
value-based optimisation.

3. Expand your visibility strategy

Consider how customers discover your business across:

PPC SEO GEO AEO Al search platforms

rather than viewing each channel in isolation.

4. Get an independent campaign review

Many businesses uncover significant growth opportunities through a professional audit.

At Loop Digital, our Paid Media and Conversion Optimisation audits evaluate:

01 Tracking accuracy 05’ Landing page effectiveness
02 Campaign structure 06 Attribution quality
03 Al campaign performance 07) Revenue alignment

04 Creative testing frameworks

The goal is simple:

To help businesses generate better outcomes from every pound invested in advertising.

Because in the Al era, success is ho longer measured solely by clicks or conversions.

It is measured by meaningful business growth.
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Key takeaways

KEY TAKEAWAYS

The paid media landscape has undergone a structural transformation. These six takeaways capture the most important
shifts and the most actionable responses. Read them, share them with your team, and use them to audit your current

paid media approach against what the Al era requires.

Al now drives campaign execution

Advertising platforms increasingly automate
bidding, targeting, and delivery. Your advantage
now comes from clean data, a strong strategy, and
clear conversion signals.

First-party data is a major advantage

Businesses with accurate tracking and strong
customer data give advertising platforms better
signals for optimisation.

Validate performance beyond platform
dashboards

Platform-reported ROAS may not always reflect
real outcomes. Always compare results with actual
revenue and sales data.

User discovery is expanding beyond search

Many buyers now research products through Al
assistants and conversational tools before
reaching search results or ads.

Creative plays a bigger role than targeting

Strong messaging and regular creative testing
often influence performance more than detailed
audience segmentation.

Conversion optimisation completes the
campaign
Paid ads bring traffic. However, landing pages,

forms, and user experience determine how much
of that traffic converts into real customers.
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Let’s talk about what’s next.

Ready to turn better data, stronger creative and smarter automation into

meaningful growth? Our team is here to help.

REACH US AT

‘ 01604 806020
. loopdigitaluk

‘ info@loop-digital.co.uk ‘ loopdigitaluk

‘ LoopDigitaluk

TRUSTED BY BUSINESSES
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https://calendly.com/loop-digital-info/30min?month=2026-07
tel:+441604806020
mailto:info@loop-digital.co.uk
https://www.linkedin.com/company/loopdigitaluk/posts/?feedView=all
https://www.instagram.com/loopdigitaluk/
https://www.facebook.com/LoopDigitalUK

