The Migrant’s Guide to
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Platform Orientation, Account Architecture &
The Arbitrage Opportunity for Google Ads Specialists.
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THE EDITORIAL BLUEPRINT

The Audience Scale

/\

Bing US Desktop
Search Share

Copilot Integration:
320M MAUs
(Q2 FY2026, +148% YoY)

The Arbitrage
Google Ads Microsoft
Average CPC Advertising CPC

1

('30-42% Lower CPC )

Smaller volume, measurably less competition.
The upside requires adapting your Google Ads
assumptions to Microsoft’s structural reality.




The 5-Level Architectural Hierarchy
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\H (Manager /

Billing authority & permissions
= (Max 15 users, 1-6 accounts).

S < . | Max 10,000 campaigns.

=B . I Budget, Geo, Network & Strategy.

ST

o,

Camaign

P : ‘ Max 20,000 ad groups per campaign.
4 | Max 20,000 keywords.

Max 100 ads (active + paused).
Hard cap: 3 active RSAs.
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Bid Strategies Live at the Campaign Level Only

Campaign Level

J |= ]
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Target CPA /

Ad Group Level

I 1 ]

Max Clicks

|
PR —
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Unlike Google Ads, Microsoft Advertising removed ad-group and keyword-level bid
strategies in April 2021. You cannot apply Target CPA per ad group. Keep
your ad groups tightly themed to give the campaign-level algorithm a clean signal.

.
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The Point of No Return: Permanent Settings

Time Zone Currency
Locks after first billing transaction. Locks after first billing transaction.
y
If you choose UTC during a free trial, your ad Must match your Google Ads account if
scheduling and reporting will permanently running both platforms in parallel to avoid
misalign with your business. cross-currency budget reporting nightmares.
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Deconstructing the Tracking URL

—{CampalgnName}&utm term= {KeyWord}&l

| {1purl}?utm_source=bing&utm_medium=cpc&utm_campaign-
sclkid={msclkid}

with http/https).

Mandatory Core: Must Analytics Feed:
include a landing page Custom parameters
placeholder (or start for GA4.

Microsoft Feed:
Required for offline
conversion tracking.

Inheritance Rule: Templates cascade. Set this max-2,048-character string once at the Account

level; lower levels (Campaign/Ad Group/Keyword) will override it only if explicitly populated.
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Two Separate Analytics Pipes

Microsoft Conversions
(MSCLKID Auto-tagging)

GA4 Analytics
(UTM Auto-tagging)

—— Inactive (Off) m!

=|||| —— Preserve (Safe default: appends

without overwriting manual tags) Appends msclkidm:va_lue:- independent
| LLJ of UTMs. Feeds Microsoft's own
»e=/ — Replace (Overwrites existing tags) conversion and offline goal tracking.
—— Controlled by: AutoTagType Setting ~ Controlled by: Checkbox in Account Settings :

Key Warning: These are two separate toggles. Enabling UTM auto-tagging does not activate

your offline conversion tracking.
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The Translation Matrix: 5 Structural Divergences

Network

Search Partners

Bing, Yahoo, AOL,
DuckDuckGo, Ecosia

The Google Ads Baseline The Microsoft Reality

Auction

GSP / First-Price

Quality Score x Bid
(Exact Match tie-breaking priority)

B2B Targeting

Demographic & Affinity

LinkedIn Profile Attributes
(Company, Industry, Job Function)

AL Integration

AI Overviews

Copilot

(Creation UI + Copilot Chat Placement)

Ecosystem

Native Creation

The Import Center workflow
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Divergence 1: The Extended Network

Ecosia

DuckDuckGo

Strategic Note:

The ‘Search Partners’ togglein
Microsoft Advertising represents a
significantly different traffic pool
than Google's partner network.
Traffic quality varies heavily by
category.

Best Practice:

Disable partners during your initial
launch to isolate pure Bing
performance and establish
baseline CPCs.
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Divergence 2: Auction Mechanics & Tie-Breakers

‘Quality Score
~ (1-10 composite of
CTR, Relevance,

- Landing Page)

The Microsoft Nuance: While the formula mirrors Google, as of December 2025,
Microsoft Advertising grants explicit auction tie-breaking priority to exact-match
keywords—a structural advantage with no direct Google equivalent.
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Divergence 3: B2B Superpower (LinkedIn Profile Targeting)
The LinkedIn Lens

/
i
A

1. Target by Company | :
(Max 1,000 per entity) | 2. Target by Industry 3. Target by Job Function

+$ Bid Adjustment

é‘? Service Sectors Manager

"""""""""'

The Trap: Operates exclusively in BID-ONLY (Observation) mode. It raises bids for
matching users but does not exclude non-matching users from seeing your ads.




Divergence 4. The Two Faces of Copilot

Copilot in the Platform (The Tool)
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Platform Dashboard

Function: UI assistant for generating RSAs,
banners, and running campaign diagnostics.

Ads inside Copilot (The Placement)

1> Bing ((search: [quen]

¢ Q)

What, are the loit generatiow pliting to reveasiont your ]

[ quanar ore search time?

Hedlo, world Lontext? that you have been usadeinfo generated
in contexty. Nowr can inmess your ots-earch sofswxe and
responsa. ilicod nehurd askeinecr chewens andrahars logical
respons:, see the mat.itetalopls her commants.

— Chat Context

Ad Voice

Sample Ad Headline description

Sample ad headiine, description, and staritmrracnting extra bid.
YYields +18% average reach uplift withriodditional CPC cost.

Call to-action

_ Ad Placement
Module

Function: A distribution channel for standard
campaigns. Requires no extra bid. Yields +18%
average reach uplift without additional CPC cost.
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Divergence 5: The Import Center Fidelity Loss

|

Google Ads

Account

Supports OAuth and
recurring schedules.
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Impoxt Center
(Tools » Import - Import from Google Ads)

Microsoft
Advertising

The Fidelity Warning (What Breaks)

1. Bid Strategies

Incompatible strategies (like
Target Impression Share)
automatically downgrade to
Manual CPC.

rF AV &V & & & & i

2. Extensions

I Some ad extensions/assets
require manual re-association
post-import.

1JIF_ZIF_7I"TIl'iI

3. Budgets

Google budgets map 1:1, but ’
Microsoft CPCs are 30-40%

lower, requiring immediate
budget scaling calibration.
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The Blueprint: Building the First Search Skeleton

O o Stop/Go Decision Nodes for Migration Baseline m O

Step 4:
The Tightly

Step 1: | Step 2: Step 3:

Campaign | Strategy | Network
Setup | Definition Isolation

Themed
Ad Group

- Select Search - Select Maximize - Disable Search - Add 3
Clicks Partners exact-match
- Set Daily Budget keywords
(start small, - Gather - Test pure Bing
e.g., $10-$50) conversion first - Add 1 RSA
data before placeholder
switching to
Target CPA
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Step 4 Focus: The Tightly Themed Skeleton

Ad Group Name
Flights_Exact_NYC_London

Keywords Default Bid

T Set low to adjust
(flights new york to london] $1.50 CPC <« after the first
cheap transatlantic flights] week ' s

= Quality Score
book nyc heathrow] data populates.

RSA Note: Build the skeleton with a single Responsive Search Ad

placeholder. Do not overbuild until initial volume is confirmed.




The Migrant’s Pre-Flight Checklist

Pre-Migration Audit

1. Time Zone & Currency \ &
Validated against the Google Ads source account before first billing? &

2. Tracking Pipeline 1p>

] ‘ lpurl}.conr. ..
{lpurl} included in Account-level template? AutoTagType set to Preserve? {}}p T

3. Bid Strategy Reality Check "

Acknowledged that Target CPA will be assigned at the Campaign level, not Ad Group? 1]’? CPA

4. Network Baseline b X
Search Partners temporarily disabled for the initial launch? m Search

Partners

5. The Import Center =Menu [+
Ready to audit for downgraded bid strategies (Tools — Import)? Import

Microsoft Advertising is not a Google clone. Respect the
architectural differences, and the arbitrage opportunity is yours.
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