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GENERATIVE AI …AND COPILOT

Copilot in Bing enhances search 

results with better tailored answers.

MSN uses AI to personalize real-time 

content curation based on user interests.

M365 Copilot helps summarizing 

emails and drafting replies.

Copilot helps answer questions, summarize 

content, translate text or rewrite content. 

G A M I N G

L I N K E D I N

P A R T N E R

A rapidly 

changing  

landscape

More breadth, 

more personalization

R E I M A G I N I N G  E N G A G E M E N T



Growth of Copilot 

usage in Bing

R E I M A G I N I N G  E N G A G E M E N T
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Nearly 1 in 3 user journeys 

now include mobile30%

Daily active users140M 

1.8X 

Growth in daily active 

users Oct 24 to Feb 2025



R E I M A G I N I N G  E N G A G E M E N T
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Copilot Chat Conversation

Users on Chat take about up to half of the time of traditional search 

to reach a decision.
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The user journey shortened just days after the 

launch of the Chat experience



R E I M A G I N I N G  E N G A G E M E N T
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Participants 

rated both 

similarly on 

reliability,

but 

preferred the 

Chat search 

experience.



A new medium making 

hyper-personalization a reality

R E I M A G I N I N G  E N G A G E M E N T
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T O D AY

M E D I U M P R I N T R A D I O T E L E V I S I O N D I G .  M E D I A S M A RT  P H O N E S G E N  A I

A D O P T I O N  R AT E Centuries 14 years 35 Years 10 years 5 years 2–3 years

P E R S O N A L I Z AT I O N Low Low to mid Moderate High Very high Hyper

I M P E R S O N A L  P E R S O N A L I Z A T I O N  S C A L E H Y P E R - P E R S O N A L



M A K I N G  A U T O M A T I O N  W O R K  F O R  Y O U
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The evolving role of performance marketing

Optional tagging and tracking

Linear, predictable journeys

Reactively adjusting bids and 

budgets to meet goals

Keywords and blue links adsPerformance 

marketing we 

once knew

Hand-selecting inventory

and audiences

Tactical execution

Conversion tracking required

Dynamic, ever-changing journeys

Proactively managing targets and 

signals to meet goals

Assets to create richer ads

Unified channel and

audience management across orgs

Strategic leadership

Future-proofed

performance

marketing



M A K I N G  A U T O M A T I O N  W O R K  F O R  Y O U
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The evolving role of performance marketing

Isolated, restrictive levers of 
traditional paid search

Performance 

marketing we 

once knew

Algorithms that learn from your 
inputs and performance to optimize, 
with different levers for control

Future-proofed

performance

marketing



Geo-sync tool and 

other automation 

tactics with JET        

(Just Eat Takeaway.com)
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JET: 356,000 partners 

(restaurants, grocery, 

retail stores) across 

17 countries



JET’s automation tactics to drive efficiencies

S C R I P T S  A N D  

A U T O M AT E D  R U L E S

I M P O R T I N G  G O O G L E  A D  

C A M PA I G N S  T O  M S F T

[ S O O N ]  T E S T I N G  M S F T  

A U T O B I D D I N G



JET’s Geo Sync tool: Revolutionizing precision 

targeting for localized ad delivery automation
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C H A L L E N G E :  L O C A L I Z E D  

D E L I V E R Y  R A D I U S

Partners deliver within a 

limited area

Ads should only reach users 

within this area

Manual geo-targeting is 

time-consuming and 

imprecise

S O L U T I O N :  G E O  S Y N C  T O O L

Internally developed with Tool 

Solutions & Automation 

teams

Uses latitude, longitude, and 

range to define delivery 

zones

Automatically integrates 

geolocation into campaigns

Automates a previously 

manual process

Ensures highly accurate geo-

targeting, especially for MSA

Goes beyond platform 

limitations for better 

campaign reach

I M P A C T :  P R E C I S I O N  &  

E F F I C I E N C Y



UET + platform bidding, 

intent signals, and 

Performance Max

15



Part 1: Moving from Floodlight + 

SA360 intra-day bidding to UET + 

Microsoft Advertising autobidding 

16



I N - P L A T F O R M  M I C R O S O F T  A D V E R T I S I N G  B I D D I N G
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What you miss without UET
Compared to Floodlight 

via Search ads 360

What Microsoft Advertising UET provides What Google Floodlight via SA360 provides

Conversion tracking Track conversion data related to Microsoft Advertising across all Microsoft 

Advertising accounts.

Share conversion data attributed to Microsoft Advertising with all Microsoft 

Advertising accounts linked to your SA360 sub-manager account.

Audience building Real-time data for building your audiences
 

UET Required for Remarketing, Dynamic Remarketing, and Similar Audiences.

No data for building your audiences.

Ad personalization Personalized ad experiences based on site interactions, including:

• Remarketing

• Dynamic remarketing.

No personalized ad experiences based on site interactions.

Comprehensive 

attribution

All Microsoft touchpoints available in attribution modeling and conversion 

reporting (including impressions, video views, etc.).*

Limited touchpoints available in attribution modeling and reporting—

only click-based traffic.

Product support Support for all Microsoft Advertising products, including Performance Max 

and Audience ads.

Support for many Microsoft Advertising products, but not Performance 

Max** or Audience ads.

Additional features • Supports incremental lift analyses to measure ad effectiveness.

• Supports view-through conversion attribution (for Audience ads 

bidding).

• Supports auto conversions to easily detect your site events.***

No support

*more information here. ** not officially supported ***coming soon

https://microsoft.sharepoint.com/sites/MSA-Sales-Central/SitePages/Performance-Corner.aspx#conversion-attribution-1


I N - P L A T F O R M  M I C R O S O F T  A D V E R T I S I N G  B I D D I N G
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Bidding solutions available to SA360 customers

SA360 Bidding strategies (intraday)

• Not real-time; only updates bids every 6 hours 

(4X/day).

• Does not allow customers to use Microsoft 

Advertising bidding solutions beyond eCPC.

• No additional signals shared with Microsoft 

beyond bids, modifiers, and budgets.

• Not a recommended option for customers.

Auction-time bidding (Open Beta)

• Combines imported (Offline) conversion goals 

and Microsoft Advertising Autobidding.

• Bidding is fully managed by Microsoft 

Advertising while macro-optimizations like 

targets and budgets are managed by SA360.

• Currently in Open Beta and available to all 

SA360 customers.

• Conversion Source = SA360 Floodlight Data

Microsoft Advertising auto-bidding

• Flexible, advanced bidding tools to save you 

time and maximize your ad spend.

• Current automated bidding strategies:

• Enhanced CPC (default)

• Target CPA/ROAS

• Maximize Click/Conversions

• Target Impression Share

• Maximize Conversion Value

• Microsoft controls all aspects of bidding; 

No data or signals are shared with SA360.

• Conversion Source = Microsoft UET

Available Solutions In SA360 Must be set-up In Microsoft Advertising

R E C O M M E N D E D  O P T I O N SN OT  R E C O M M E N D E D



Part 2: Enhancing in-platform 

bidding with enhanced conversions 

and micro conversions

19
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If still having low volume 

for the automation to 

work with, you can add 

in micro conversions

Available conversion goals:

Adding “add to cart” as 

a secondary micro 

conversion to serve as 

an intent signal outside 

of just purchases 
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Supercharge your 

UET with enhanced 

conversions
Setting up enhanced conversions:

Supplements your existing 

conversion measurement 

by sending following data 

to improve match rates

1) email addresses 

2) phone number 



Part 3: Incremental revenue uplift 

with Performance Max

22
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❑ Performance Max did not function as a complete catch-

all campaign, as we noticed we were still missing out in 

capturing relevant search volume

❑ To set Performance Max up for success, it requires:

❑ Patience and allowing a sufficient learning period

❑ A strong budget maintained

❑ Consistent conversion goals

❑ Bid strategies with ample signals (+ micro conversions)

PERFORMANCE MAX LEARNINGS

Testing MSFT 

Performance 

Max

❑ Incremental revenue uplift when Performance Max was 

set up as an additional campaign

❑ More consolidated data came together, giving us the 

opportunity to capitalize on MSA more effectively with less 

optimization time spent

PERFORMANCE MAX RESULTS SO FAR



P E R F O R M A N C E  M A X  A N D  O T H E R  C A M P A I G N  T Y P E S

24

Testing PMax as an addition to your current setup

Performance Max complements and augments your 

existing Microsoft Advertising strategy across the funnel

A W A R E N E S S

C O N S I D E R A T I O N

C O N V E R S I O N

R E - E N G A G E

SEARCH 

CAMPAIGNS

Drive consideration, 

conversion and re-

engagement with 

keyword-based 

campaigns.

PERFORMANCE 

MAX

Drive more 

conversions across 

multiple formats and 

channels to hit your 

marketing goals, 

powered by the best 

of Microsoft AI and 

automation.

AUDIENCE 

CAMPAIGNS

Drive engagement 

with your ideal 

audience based on 

rich intent signals.

SHOPPING   

CAMPAIGNS

Drive consideration, 

conversion and re-

engagement for your 

products.

PMax campaigns are 

currently prioritized over 

shopping campaigns in the 

auction.

A U T O M A T I O N C U S T O M I Z A T I O N

Complementary to 

Performance Max

Complementary to 

Performance Max



Audience signals unique to 

Microsoft’s Performance Max
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1 2 3
In-market audiences 

by job titles and 

company size

[In pilot] LinkedIn profile 

targeting by company, 

industry and job function

*UK, FR, DE, CH, US, AU, CA, and 

more markets 

Impression-based 

remarketing to close 

the loop



U N I Q U E  T O  M I C R O S O F T  A D V E R T I S I N G
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Using impression-based remarketing in 

Search and Performance Max campaigns*

Build remarketing 

lists based on 

exposure to your ads.

*Support for impression-based remarketing on search campaigns will launch soon. Currently you can only associate impression-based remarketing lists with Audience ads. 

**Search ads is inclusive of product ads and vertical ads. 

Advertisers must be in the pilot for performance features on display and video ads.

You can build impression-based remarketing lists based on CTV exposure but cannot use the lists to target on CTV. 

BUILD LIST FROM EXPOSURE TO TARGET USERS IN 

Display ads

Video ads

Connected TV ads

Native ads

Search ads**

Performance Max



Performance Max is also the optimal way to have 

your ads running on Copilot

27

Text ads Feed-based ads Multimedia ads



28Microsoft 1P data | Dec 2024 – Jan 2025

Responsive Search Ads Multimedia Ads Shopping Ads

Click Through Rates of Ads in PMax Campaigns and in Copilot 

Search Campaigns in User Journeys

WITHOUT Copilot Influence

PMAX Campaigns in User Journeys

WITHOUT Copilot Influence

PMAX Campaigns in User Journeys

WITH Copilot Influence

The strong PMax user engagement doubled with 
Copilot in user journeys

1.7x 2.8x

2.6x
1.5x 2.3x

1.1x



Key automation tactics: 

29

P E R F O R M A N C E  M A X  T O  

E X T E N D  A N D  A U G M E N T  

Y O U R  E X I S T I N G  S T R AT E G Y

1 )  M A I N TA I N I N G  U E T  a n d  

2 )  M O V I N G  A W AY  F R O M  

S A 3 6 0  I N T R A - D AY  B I D D I N G  

( I N F E R I O R  O P T I O N )

A D D I N G  S I G N A L S  W I T H  

1 )  M I C R O  C O N V E R S I O N S  

a n d  2 )  E N H A N C E D  

C O N V E R S I O N S



Upcoming 

roadmap



Feature​ Google Ads Microsoft Advertising

Script support Available Now available

Audience insight reports v1 Available Now available

Asset level conversion reporting Available Now available

LinkedIn profile targeting as an audience signal N/A Pilot – March 2025

New customer acquisition goal Available Pilot – April 2025

Conversion value rules Available In pilot / For PMax and other campaign types

Disclaimer support (in native ads as well) Available Pilot - Q2 CY2025

Video assets Available Pilot - Q2 CY2025

F E A T U R E  R E L E A S E S

Performance Max – catching up to Google capabilities 



Feature​ Google Ads Microsoft Advertising

Brand exclusions enhancements – query brand 

exclusions, import
Available Q1 CY2025

Brand guidelines for asset generation Available Q2 CY2025

Keyword anti-themes Available Q2 CY2025

Incrementality measurement (for PMax, Search and 

Audience ads)
Available CY2025

Additional audience and asset insight reports Available Coming in the future

Support for vertical ads Available Coming in the future

And more!

Talk to us as we continue to shape Performance Max for our ecosystem ☺

F E A T U R E  R E L E A S E S

Performance Max – catching up to Google capabilities 



Feature​ Description​ + Main Benefit​ Est. timeline

Automated bidding for vertical ads Conversion-based bid strategies for vertical ads Q2 CY2025

Bid strategy and conversion delay 

reporting

Additional reporting on bid strategies and conversion delays to 

help better measure performance. 
Q2 CY2025

Flexible website URL exclusions for 

audience ads

Create website URL exclusion lists to prevent delivery of Audience 

ads on specific sites. 
Q1 CY2025

Copilot in the Microsoft Advertising 

Platform - Performance comparison

Compare performance between two ad groups, campaigns, or 

campaign types. Compare one campaign or performance metric 

period over period. Identify top and lowest-performing 

campaigns, ad groups, ads, and keywords.

Q2 CY2025

Copilot in the Microsoft Advertising 

Platform – Dynamic keywords and 

recos

In text asset recommendations for RSA and MMA, Copilot will 

insert dynamic keyword insertions to help improve relevance. Text 

asset recommendations for PMax, RSA, MMA, and Audience ads 

now consider top-performing keywords.

Q1 CY2025

F E A T U R E  R E L E A S E S

Some other upcoming capabilities for H1 CY2025



Roadmap spotlight: 

Showroom ads

34

First ad experience built specifically for Copilot

Alpha for starting in April or May with a small 

group of advertisers







S H O W R O O M  A D S











Thank you


	Slide 1: AI in Search and Automation strategies to drive impact
	Slide 2: Presenters
	Slide 3: A rapidly changing  landscape  More breadth,  more personalization
	Slide 4: Growth of Copilot usage in Bing
	Slide 5: Copilot wall of screenshots
	Slide 6: Copilot wall of screenshots
	Slide 7: Copilot wall of screenshots
	Slide 8: A new medium making hyper‑personalization a reality
	Slide 9: The evolving role of performance marketing
	Slide 10: The evolving role of performance marketing
	Slide 11: Geo-sync tool and other automation tactics with JET        (Just Eat Takeaway.com)
	Slide 12: JET: 356,000 partners (restaurants, grocery, retail stores) across 17 countries
	Slide 13
	Slide 14
	Slide 15: UET + platform bidding, intent signals, and Performance Max
	Slide 16: Part 1: Moving from Floodlight + SA360 intra-day bidding to UET + Microsoft Advertising autobidding 
	Slide 17: What you miss without UET
	Slide 18: Bidding solutions available to SA360 customers
	Slide 19: Part 2: Enhancing in-platform bidding with enhanced conversions and micro conversions
	Slide 20: If still having low volume for the automation to work with, you can add in micro conversions
	Slide 21: Supercharge your UET with enhanced conversions
	Slide 22: Part 3: Incremental revenue uplift with Performance Max
	Slide 23
	Slide 24: Testing PMax as an addition to your current setup
	Slide 25: Audience signals unique to Microsoft’s Performance Max
	Slide 26: Using impression-based remarketing in Search and Performance Max campaigns*
	Slide 27: Performance Max is also the optimal way to have your ads running on Copilot
	Slide 28
	Slide 29
	Slide 30: Upcoming roadmap
	Slide 31
	Slide 32
	Slide 33
	Slide 34: Roadmap spotlight: Showroom ads
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42

