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Executive Summary

Digital growth is shifting to automation, retail media, connected TV, and Al-led discovery. Success
depends on first-party data, consent signals, creative breadth, and defensible measurement. Treat
privacy, identity, and incrementality as non-negotiable.

What Changed in 2025-26

» Al summaries in search reduce some clicks. Optimize to be included and keep direct conversion
paths strong.

* Retail media and CTV receive more budget. Manage frequency and test incrementality.

« Platforms lean into automation. Feed quality and server signals now decide performance.

How Vastify Operates

» Data first: consented first-party data, server-side tagging, and clean rooms with retailers/publishers.
» Measurement that stands up: geo-experiments, lift tests, and lightweight MMM, calibrated together.
* Creative as a system: weekly iteration, strong hooks, clear CTAs, and cross-format variants.

» Channel discipline: simple account structures, broad delivery with guardrails, and constant
diagnostics.

Privacy, Identity, and Consent
* Third-party cookies remain uncertain. Plan for first-party identifiers and modeled conversions.

* EEA/UK: Consent Mode v2 with certified CMPs; send ad_user_data and ad_personalization
regionally.

» Email: DMARC, DKIM, SPF, low complaint rates, and one-click unsubscribe are table stakes.

» US: state-level privacy continues; standardize data maps, purpose limits, and minor protections.

Measurement You Can Defend

 Causality: geo-lift, PSA holdouts, and platform lift.

* Mix modeling: quarterly MMM to set caps and floors.

» Diagnostics: attention, hook rate, creative quality, and assisted conversions.

» Cadence: weekly pacing, monthly mix checks, quarterly resets.

Creative Principles
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* First three seconds matter. Show product in use. Tackle one objection per scene. Clear CTA.
* Ship weekly variations. Swap hooks, intros, formats, and offers.
 Track thumb-stop, 3-second view, 25% hold, CTR, and assisted conversion.

* Keep rights, claims, and disclosures in order.

Channel Playbooks

Google Ads

» Performance Max with clean feeds and audience signals. Brand controls via Search for priority
terms. Use experiments and incrementality where possible.

SEO for Google

» Optimize for Al experiences: entity authority, citations, and multi-format content. Technical: Core
Web Vitals with INP, structured data, and log monitoring.

Meta Advantage+

* Few campaigns, broad audiences, full placements. Strong Conversions API with deduped events.
Calibrate with lift/geo-tests.

TikTok & Shop

* Creator-native style, rapid cuts, social proof. Catalog and Shop reduce drop-off. Keep policies in
mind and portability across platforms.

YouTube & CTV

* Treat as performance. TOF hooks 5-15s, mid-funnel explainers 20—60s, 6s bumpers for recall. Use
frequency caps and household reach.

Amazon & Retail Media

» Tie awareness to retailer traffic. Sponsored Products for defense, Sponsored Brands for discovery,
DSP for retargeting. Use clean rooms for path analysis.

LinkedIn (B2B)

* Lead Gen Forms with CRM sync. Sequence by role and problem. Optimize to qualified pipeline, not
clicks.

WhatsApp & Messaging

* Click-to-Message into flows and agents. Capture consent for follow-ups. Centralize templates,
opt-outs, and reply SLAs.

SEO in the Al Era
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» Target answerable intents with expert, cited, and refreshed content.
* Use structured, multi-format outputs and schema.
« Build brand and category entities across site and profiles.

* Prepare for zero-click results with embedded converters and jump links.

CRM, Email, and SMS

 Authenticate domains and enforce BIMI prerequisites.
» Keep complaint rate under 0.3% and enable one-click unsubscribe.
» Maintain list hygiene, preference centers, and lifecycle triggers.

» Measure cohort LTV by source and track deliverability.

CRO and User Experience

» Speed goals: INP <200 ms, LCP < 2.5 s, CLS £0.1 on real-user data.
» Reduce friction with fewer steps and native payments.

* Place trust signals near CTAs and make returns/guarantees clear.

* Pre-register hypotheses and run adequately powered tests.

Data Plumbing
 Server-side events: GA4 server, Meta CAPI, and server-to-server for major platforms.
» Event contracts: consistent names and parameters.

» Warehouse: BigQuery or Snowflake with CDC; reverse ETL audiences include consent flags and
suppressions.

» Baseline events: view_item_list, view_item, add_to_cart, begin_checkout, add_payment_info,
purchase with standard item and user parameters.

Budgeting and Pacing

* Plan to MER and contribution margin, not isolated platform ROAS.
» Use MMM curves for caps/floors and validate with geo-tests.

* Pacing bands of £20% unless tests require deviation.

» Keep continuous holdouts or geos for ongoing incrementality reads.

» Core formulas: MER, Blended ROAS, Incremental ROAS, Breakeven CPA.
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Operating Model

» Cadence: weekly operations, monthly strategy, quarterly reset.

* Roles: growth, creative, data/measurement, channel owners, lifecycle.
* Libraries: briefs, naming conventions, experiment registry.

* Risk: policy shifts and outages. Maintain backups and spend flexibility.

Toolkit Highlights
« UTM taxonomy for consistent attribution.
» Experiment brief template with decision rules.

* GA4 Consent Mode v2 and Meta CAPI Gateway checklists.

Glossary (selected)

* Al Overviews: Al-generated search summaries.

* INP: Interaction to Next Paint, a responsiveness metric.

* MER: Marketing Efficiency Ratio, revenue + ad spend.

« MMM: Marketing Mix Modeling for channel contribution and saturation.

* Retail media: Ads sold by retailers using shopper data.

Where to Learn More

A live, linked source list is maintained on vastifyads.com, covering privacy updates, Core Web Vitals,
retail media forecasts, and platform product changes.

Contact

For media or partnership inquiries, contact Vastify at vastifyads.com.
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