The Microsoft
Advertising Arbitrage
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Recalibrating Keyword & RSA Strategies
for the Bing Auction Environment
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The Platform Diagnostic Matrix

Metric / Dimension

C

The Google Habit

Auction Competition

Saturated baseline

I

~36% Less Competition

Average Cost (CPC)

Premium baseline

~30% Lower Shopping CPC

Primary Audience Age

Even distribution
(Younger skew)

35-54 majority
(1/3 of US users over 55)

Search Volume Estimate

High raw top-of-funnel
volume

Lower raw volume
(Requires expectation reset)

Conversion Cost

Baseline CPA

| 33% Cheaper

/\

Key Takeaway: Success on Bing isn’t about importing Google
campaigns as-1is; 1t’'s about adjusting mechanics to fit a
fundamentally different, less contested auction geometry.
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The Bing Buyer Profile

DATA PROFILE TACTICAL OUTPUT

- " o __\I

INCOME BRACKET _ _ _
Bid Higher on Premium Texrms

Confidently bid on high-value
queries (e.g., 'business class

48% rank in the top 25% of US
household incomes; 41% earn

k>$190'@@@/year* f flights London’, ‘5-star hotels

. 4 Barcelona’) because the purchase
BUYING POWER intent behind the query is higher.
Spend 25% more than the average , ‘
internet user. |

. ’ Capture the Research Phase
TRAVEL CONTEXT Favour longer decision-cycle queries

(e.g., 'best time to visit Spain’) to
capture deliberate, research-
oriented buyers.

)

40% of all Bing searches involve
domestic travel planning; 21%
involve international travel.
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The Keyword Volume Illusion

[1@,@0@ searches]

[2,00@ searches1

[Cﬂnversiuns]

The Trap

' The Reality

{Cunversiuns]

fAction

Microsoft Advertising Keyword
Planner estimates are
historically lower than Google's.
Panic-pausing ‘low volume’ terms
is the #1 migration mistake.

m-"J

Bing's audience profile (older,
wealthier, more decisive) means
the conversion rate from those
2,000 impressions often rivals
the return from Google's 10,000.

h‘—-—————-—-———f"’

Use Keyword Planner for
relative term comparison and
directional minimum bids, not
absolute budget forecasting.




The Arbitrage Equation

-36% Auction Competition

Enables safe, aggressive use of Broad Match.

e

Premium Audience Skew
Delivers higher conversion value per click.
Unpinned 15/4 RSAs

Unlocks full combinatorial testing for the Bing AI.

‘The M1crosoft Arbltrage Advantage-

[ To extract this value, you must abandon the rigid, exact-match-heavy control tactics required on Google. J
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Ad Group Intent Isolation Matrix

[_}he Right Way - UK Travel Example

e e —T

, Ad Group Shared Intent Keywords Campaign Negatives W
Flights Flight Booking ﬁ:f;ﬁfiihﬁilfﬂiﬂ (free) (Student) (OIY)
Hotels Accommodation %T:zi i::t:iaizjcelona] (free|(student | DIY |
Packages Bundle Purchase [[i _';;i?p:i:::dp:::ife]a 2620 (free|( student ) DIY |

———e—

Mixing ‘flights to Spain’ and ‘Spain hotels' forces an RSA to hedge across two distinct
purchase intents. This degrades Quality Score for both. Isolate intent strictly.
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Match Type Calibration Matrix

Broad Match Modifier (BMM)

Status: Discontinued.
Action: Legacy +keyword syntax now behaves as Phrase Match.

Broad Match (Default for Auto-Bidding)

Y Google Habit: High danger, use sparingly.

Microsoft Play: DIAL TURNED UP. The correct default for moderate competition (e.g.,
Hotels). Less competition = less wasteful spend. The AI needs wide
query signals to optimize Target CPA/ROAS.

Phrase Match

PHRASE Microsoft Play: DIAL AT MID. Use for highly price-sensitive, high-intent terms (e.g.,
Flights) until the ad group hits 50+ conversions/month.

Exact Match

lEnngle Habit: Primary weapon.

B Microsoft Play: DIAL TURNED DOWN. Reserve strictly for Brand terms. Using exact
exclusively compounds Microsoft's lower volume and starves the bidding AI.
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RSA Blueprint: The 15/4 Structure

= Headlines (15)

M

Headlines (Max 15):
30 characters maximum
(after dynamic
substitution).
Displays up to 3 per
impression.

Descriptions (4)

Descriptions (Max 4):

A,

Displays up to 2 per
impression.

99 characters maximum.

Asset Allocation Checklist

3+ headlines containing target
keyword/close variant.

2+ headlines stating a distinct
USP (Price anchor, booking
speed).

2+ short, punchy mobile CTAs
('Book Now', 'Compare Fares').

:l: Zero redundant phrasing: The
AI exhausts repetitive pools
quickly. Provide distinct
semantic angles.

= = = T Rt
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The Autogenerated AI Uplift

The January 2026 Update

Autogenerated assets are now
auto-enabled for new RSAs
globally (excluding China
and South Korea).

? The Mechanism
'3 If you provide fewer than 15
'. AUTO-ENABLED headlines or 4 descriptions,
| \ Bing AI fills the gaps
\ using website content and

campaign context.

The Yield

Advertisers leaving this
enabled see a 5% average
CTR increase.

The Sensitive Vertical Exception: Campaigns in Financial Services, Insurance, Health Services, and Pharmaceuticals remain
strictly opt-in. Third-party management tools often hide this checkbox. Verify manually in the UI before launch.
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The Combinatorial Collapse

Graphic A (The Unpinned Ideal)

HEADLINE [3]

HEADLINE [2]

— Mg B, o2
HEADLINE [5] _ “-’

: W e ————
J =y GV — SLOT 2 (H2) SLOT 3 (H3)

EADLINE (7] p—
HEAULINE -: ~
== — SLOT 3 (H3)

HEADLINE [H] '""f

SLOT 1 (H1)

HEADLINE [1]

A pinned asset occupies its slot exclusively. !
Unpinned assets cannot fill pinned slots.

Graphic B (The Over-Pinning Trap)

Pinning three headlines shrinks testable
combinations to near-zero, dropping Ad
Strength to 'Low'.

The Rule: Reserve pinning strictly for hard
legal diclaimers. Never pin for 'performance’.




The Asset Performance Flowchart

Diagnostic Decision Tree

REPLACE: Underperforming. Draft a headline with a

Low meaningfully different message, not just swapped words.
Good KEEP: Solid performance. Maintain 12+ active headlines.
148 EDravyiSn = 'I Best CLONE: Top performer. Write 1-2 thematically similar
g assets to extend the winning signal.
Passed
y e e et o s e o s i
-‘-\'N«_______-___.-f’/ E |
Unrated WAIT: Inactive or below impression threshold.
\
e — Learning j====j» = WAIT: Still gathering data. Do not touch. (See next slide).
—”
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The Premature Optimization Trap

Day 10: Label reads [Learning].
Day 1: Asset Marketer replaces 1it,
Launched. assuming failure.

Result (Error State):
.—.—I Permanent low-data loop.

No asset ever reaches
Day 10 (Reset): Day 20: iy Stk
Day 10 (Reset): oy ¥ent®rands statistical significance.
Impression clock [Learning].
drops to zero. Marketer replaces 1it.
The Truth About “Learning” Operational Mandate
The label means the platform is still gathering Never touch a Learning asset. Wait at least two
impression data, not that the asset is failing. full weeks before acting on any performance
Replacing it destroys the accumulated data. label.
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Executing the Playbook

The Arbitrage Checklist The Output

Scope the Volume: Use Keyword Planner for UL Inspector
[1] relative sizing, accepting lower raw volume as a
feature of a higher-intent audience.

[2] Isolate Intent: Build minimum 3 tightly themed
ad groups (e.g., Flights, Hotels, Packages).

[3] Broaden the Net: Default to Broad Match + B -t
Auto-bidding; restrict Exact Match to brand terms. (EE-EE;

Ad Strength Score

[4] Feed the Engine: Provide 15 distinct headlines &
4 descriptions. Zero pins.

[5] Let it Bake: Wait 14 days minimum. Only replace
[Low] assets.

The Microsoft Advertising arbitrage isn't a hack-it's a deliberate structural alignment to a premium, lower-competition auction.
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