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MICROSOFT ECOSYSTEM - -

Q0O Bing & Copilot grow,
driving high-intent
audiences

REDDIT & COMMUNITIES

@ Community content
influences search,

Al answers & reputation

Al PLATFORMS

¢ ChatGPT, Gemini,
Perplexity & more

shape discovery

&

o

CREATIVE & AUTOMATION

Al-powered creative tools,
asset generation &
speed become critical

THE BIG PICTURE

The entire marketing ecosystem is evolving at once — not one
platform at a time.

y DISPLAY TO DEMAND GEN
BIG CHANGES' o ’ .\ Standalone Display
NEW STRATEGIES

REQUIRED.

SEARCH & ADS
Al Overviews, Al Mode, q
Al Max, PMax &

automation expand

YOUTUBE
° Discovery + full-funnel @
opportunities with

®
| / \ 4 video & creators

retired; inventory ) [
moves to Demand Gen

MEASUREMENT

I l I Smarter reporting, better | /\7|
' attribution, outcomes

over clicks
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THE 2026 TIMELINE

SiXx moments. One clear direction.

Jan/Feb

Mar / Apr

May

O

Search further enters the
Answer Era

Al Overviews and Al Mode make being the
recommended answer a real priority.

May / Jun

®
Discovery expands beyond Google

Focus shifts from rankings and traffic to citations,
recommendations, and visibility. Microsoft reminds
consumers of its relevance.

Jun / Jul

®
Google Marketing Live 2026

Al becomes the operating layer across Search, YouTube,
creative, and measurement.

Ongoing

O
Core Update reinforces trust

Useful, trustworthy, locally accurate experiences are
rewarded.

A
O
Display moves to Demand Gen

Standalone Display campaigns set to retire; inventory
consolidates into Demand Gen.

O
Community drives discovery

Reddit and community content feed search, Al answers,
and reputation.
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Discovery Is Fragmenting Across
More Platforms as Al Changes
Search



WHAT HAPPENED

One journey now spans many platforms, and each behaves differently.

Google Search Al Overviews Al Mode ChatGPT Gemini Perplexity Microsoft Copilot Bing YouTube

Reddit & communities Social platforms Maps & directories

EXAMPLE CUSTOMER JOURNEY

Discover Validate Search local Convert
= -

a category via an Al answer on Reddit or YouTube a provider on Maps via a paid ad or location page

Sources: Al Overview presence & top-10 citation share — Netsertive research; Al Mode zero-click rate & 13.7% citation overlap — cited source material.
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WHAT IT MEANS FOR FRANCHISE BRANDS

The Multi-Location “Scale Gap”

e Everylocation competes independently in
its own local market and with its own
competitors

e |[ncomplete or inconsistent information
quietly weakens visibility Your corporate brand can

e Reviews and sentiment influence how Al be strong while individual
represents each brand locations remain invisible.

e Managing thousands of prompts, citations,
listings, and content gaps manually does
not scale

THE BIG TAKEAWAY
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Build a Foundation that Al can trust

% Maintain accurate, consistent location % Strengthen individual location pages

information % Answer real customer questions clearly

% Implement structured data/schemawhere Y Maintain strong reviews and reputation

appropriate signals
% Create localized, authoritative content % Track competitive visibility, location by
% Monitor Al citations, visibility, sentiment & location

share of voice

Traditional SEO is not disappearing. It is becoming the foundation for a broader Al discovery strategy.
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25%+

of searches show an Al Overview

93%

zero-click rate cited for Al Mode

WHAT HAPPENED

Al Overviews and Al Mode Are Now Part of Search

76%

of Al Overview citations come from
top-10 ranked pages

13.7%

citation overlap between Al Mode &
Al Overviews

e
GO gle what happens in a lash lift X & @ Q
AlMode All Shortvideos Images Videos Forums Shopping More ~ Tools ~
4 AlOverview
A lash lift is a 45-60 minute, painless, semi-permanent treatment ) )
. " - Lash Lift Review: Are They Worth If
that curls and lifts natural lashes from the root using a silicone Afior Plcs
shield, lifting lotions, and a set.tmg solution. It essentially works as A tiny rubber cylinder is then plac
a perm for your eyelashes, making them appear longer, more open, eyelid, which is used as a base for]
and voluminous for 6-8 weeks. © ELLE Australia +5 ‘ )
§) ELLE Australia- Katie Stow  }
This video shows the steps involved in a lash lift procedure:
Lash Lift & Tint: What It Is, How It
Works & My Before & After ...
A lash lift and tint involves permin
Show more v
© ELLE Australia
https://www.elle.com.au » Beauty » Beauty News
Lash Lift Review: Are They Worth It? Before & After Pics
Jan 14, 2021 — It's a super simple treatment that semi-permanently curls your lashes and gives you the
ability to take your flirty winks to a whole new level. Read more
\. Dannla alen acle

® Al Overviews generate an answer inside the results page; Al Mode is a conversational experience powered by Gemini.

® They are distinct discovery surfaces and do not necessarily cite the same sources.

® Traditional SEO still matters, and strong organic visibility builds the authority signals Al systems rely on.

Sources: Al Overview presence & top-10 citation share — Netsertive research; Al Mode zero-click rate & 13.7% citation overlap — cited source material.
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A customer may get an answer,
recommendation, comparison, or

shortlist inside an Al search
experience without ever visiting
your website.

The old question

“How do we rank higher in the results?”

The new question
“Are we cited and recommended across each Al surface?”

WHAT IT MEANS

Ranking is no longer the only visibility goal

rGo gle

what happens in a lash lift

AlMode Al Images Videos Shortvideos Forums Shopping More ~  Tools ~

4 Al Overview

A lash lift is essentially a perm for your natural eyelashes. During the 45-t0-60 minute,
painless procedure, your technician will clean your lashes, place a silicone curling pad on
your eyelid, and brush your lashes upward over the pad. They then apply perming and
setting solutions to reshape and lock in the curl. @ Reddit +2

The entire process unfolds in a few simple steps:

1. Preparation: Your eyes will be comfortably closed the entire time. The technician will
thoroughly cleanse your eye area of oils and makeup, and place sticky pads or tape over
your bottom lashes to keep them out of the way. @ Reddit +4

2. Placing the Shields: A soft silicone shield is glued to your upper eyelid. The size of this
shield determines how tight or relaxed the curl will be. m Makeup.com +1

3. Lifting: The technician applies a skin-safe glue and carefully combs your natural lashes
upward against the silicone shield. m Makeup.com +1

4. Processing (Perming): A lifting lotion is applied to the base of the lashes. This chemical
solution breaks down the bonds of the hair, allowing them to be molded into the new
curled shape. It processes for about 10 to 15 minutes. = 8elo Lash +2

5. Setting & Nourishing: The lifting lotion is wiped off, and a setting lotion is applied to lock
the curl into place. Finally, a hydrating oil or serum is applied to condition the

lachpe

Ask anything

+

(=

(=

<}
Jo)

OuM 11 sites

Has anyone ever gotten a lash lift donej
was your ... - Reddit

| have done both a lash lift and extensions . L
basically a perm for your eyelashes. You will §

& Reddit

| Got A Lash Lift For The First Time,
And Here's What Happened

Firstly, my eyelids were cleaned by the
beautician, who ran warm water over them...

1 ELLE Australia

Lash Lifts: Everything to Know Before
an Appointment | Makeup.com

Lash lifts generally take 45 minutes to an
hour from start to finish and are painless...

M Makeup.com

Show all

Sources: Al Overview presence & top-10 citation share — Netsertive research; Al Mode zero-click rate & 13.7% citation overlap — cited source material.
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Keep SEO, AND Add an Al Visibility Strategy

STEP 1 STEP 2

Build the foundation Measure Al visibility

Strengthen individual location pages e Trackvisibility across Al platforms
Implement structured data / schema e Monitor citations & recommendations
Keep local listings accurate e Watch sentiment & share of voice
Answer real customer questions clearly e Compare per surface, location by location
Maintain strong reviews & reputation e Stop treating rankings as total visibility

Sources: Al Overview presence & top-10 citation share — Netsertive research; Al Mode zero-click rate & 13.7% citation overlap — cited source material.
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What Came from Google
Marketing Live 20262



WHAT HAPPENED

Six Major Google Updates Reshaping Search & Advertising

Q T [

Ads in Al Search Al Max for Search Performance Max
D < in
YouTube Creative automation Measurement

Source: Google Marketing Live 2026 announcements (per Google).
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GML - SEARCH & AI-POWERED ADVERTISING

Advertising is moving inside Al search experiences

Ads now appear within Al-powered
Search — blurring the line between

organic discovery and paid media.

The old boundary
Organic answered questions; ads sat above and beside the results.

The new reality

The answer itself can carry advertising — paid and organic overlap on the same
surface.

(Go gle

are ads are beginning to appear within Google's Al-powered search experiences

* Al Overview

Google has fully rolled out paid placements inside its Al-powered experiences. Rather than
appearing just at the top of the results page, Gemini-powered ads now blend into
conversational searches, Al Overviews, and dedicated Al Mode. & blog.googie +2

New Al Ad Formats

Conversational Discovery Ads: The Al dynamically builds text and shopping ads to fit the
exact flow of your conversational queries.

Highlighted Answers: Sponsored products and brands are injected natively into the Al's
recommendation lists.

Al-Powered Shopping: Tailored visual suggestions (images, reviews, prices) pop up
when asking about complex purchases like electronics or home goods. w wsJ +4

How Advertisers Qualify

Shopping) automatically adapt to fit the conversational context. @ Sharp Innovations Show alf
« Google relies heavily on automated targeting, with Dynamic Search Ads and broad-

match features migrating to an Al-driven system. & webOpTach
« There is no manual option to "opt-out" of serving ads in Al Overviews. & Google Help
The Impact on Users & Brands
« Data shows that text ads now appear in nearly 30% of commercial queries in Google's Al

Mode.

Y,

Ads are automatically served within Al search when the Al detects commercial intent and
judges the product to be a logical "next step” to the query. ® TwoSquares

Rather than targeting static keywords, existing campaigns (like Performance Max and

33 D 11 sites

About ads and Al Overviews - {

No, you can't opt out of serving ads
segmented reporting when my ads 4

3 Google Help

A new generation of ads for thg
of Search - Google Blog

May 20, 2026 — Google is updating|
to work better with Al. These new ad

G blog.google

Google Is Adding Al Powered
Ads To Your Search...

May 23, 2026 — with Google
transforming. search into an..

! h"‘.YouTubg . Gadinsider

Source: Google Marketing Live 2026 (per provided materials).
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GML - Al MAX FOR SEARCH

Trading Reach and Adaptation for Less Manual Control

What you gain What you give up

v Broader matching beyond manual keywords X Granular control of exact match types

v Automatic creative adaptation X Line-by-line control of messaging

v Finds relevant searches you didn't map X Visibility into every match decision

Your inputs

_) 5@ _) Broader reach

Keywords - assets - goals - guardrails Al Max engine Matched searches + auto-adapted creative

Source: Google Marketing Live 2026 (per provided materials).
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GML - PERFORMANCE MAX & YOUTUBE

Automated campaigns and video move closer to the sale

Performance Max YouTube
e Automated, cross-channel campaigns e Alargerrole across discovery, consideration & conversion
e New reporting & transparency e New conversational & shoppable experiences
e More optimization & control options e Video assets become more strategic

ONE CAMPAIGN » EVERY SURFACE NOW SPANS THE FUNNEL

Search YouTube Display Gmail Maps Discover Discover - Consider -

Source: Google Marketing Live 2026
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GML - CREATIVE AUTOMATION & MEASUREMENT

Faster creative — and measurement built for fragmented journeys

Creative automation Mea.lsu.rement |
Al-powered tools to create, adapt, and scale assets faster. 'A‘.tt.'l;'.l?.:t'on and measurement updates to give marketers better
visibility.

Search
m 9 i i i
Video - Unified view

Social

Takeaway: as execution automates, the quality & variety of creative

input tt , not less. : : . .
LHAAS LIRSS, (AL A5 Why: journeys are fragmented — last-click alone hides what's working.

Source: Google Marketing Live 2026 (per provided materials).
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THE BIG SHIFT

From Controlling Levers to Providing Better Inputs

X  Create guidelines with Al Brief

Start by describing your ideal ads

In just a few words, define what your ads should say, what to avoid, and the searches you want to show up for. Google will create

guidelines for you to refine in the next step. Lswn msos A sref WAS: MANUAL LEVERS

( B
Cedar Pastry is a wellness grocery delivery service. Our brand is focused on delivering premium, high-quality ingredients for busy

Exact keywords Manual placements Per-channel campaigns

families who prioritize health and feeding their kids well.
Bid micromanagement

We focus on sandwiches looking for healthier snacks and pantry staples that meet specific ingredients and nutritional standards. The

tone has to be warm, calm, and confident—never promotional. They just want food they can trust delivered to their door.

4

Strictly avoid all perfection or supersaturated language and superlative, like cheap, deal, best, sale, save, discount, etc. Always capitalize

Cedar Pastry correctly.

NOW: STRONG INPUTS

>

o J Business goals Conversion data Audiences Creative assets
§ Shape how your ads sound = Define your messaging ZQ  Capture the right searches Offers Localization Measurement 5|gnals
Set the tone your ads should follow Add key messages to include or List searches to show up for or avoid
so they sound just like your brand avoid so every ad stays consistent s0 your ads reach the right people

Netsertive Proprietary and Confidential 18
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Microsoft, Bing & Copilot Are
Becoming More Relevant



WHAT HAPPENED

Microsoft Advertising & Performance Max Keep Expanding

AVAILABLE NOW Tell me more about the contoso one

e Text &image ads testing inside Copilot
& & P The Contoso Lightning 40 is a favorite for a reason. It's got responsive cushioning,

e Performance Max supporting up to 300 campaigns making each step feel springy. The upper is breathable, keeping your feet cool even
on long runs. Plus, it has a secure yet flexible fit thanks to the Soft technology,

e Search themes for Performance Max which keeps your foot stable without restricting movement.

e LinkedIn profile targeting & in-market audiences (select markets) Perfect for runners of all levels, from casual joggers to marathoners. Tempted yet?

e Campaign-level negative keywords

e New customer acquisition goals , » . ,
B Microsoft Advertising - Ads never influence Copilot responses

- / The Contoso Lightning 40 offer the latest running technology focused on
performance. Explore Contoso's experience with Copilot to find out more.

PILOT - MID 2026

Landing-page & auction-insights reporting
Uplift experiments

Conversion lift

Advanced Age & gender targeting

Ad preVieW hub Explore with Copilot

CONTOSO LIGHTNING 40

Piloting in Q2 2026 — not yet generally available.

Source: Microsoft Partner Event, Miami Herald Business article

Netsertive Proprietary and Confidential 20



https://www.miamiherald.com/news/business/article314850760.html

WHAT IT MEANS - YOUR MOVE

Don’t treat Microsoft as an Afterthought

48% 20% 19%

more likely to have purchased in the past week Windows users more likely than mobile to purchase more likely to add an item to cart
Microsoft-sourced audience statistics (per provided Microsoft materials) — not universal market facts.

YOUR MOVE

Evaluate Microsoft on audience fit and incremental opportunity . Test where it makes sense — don’t just duplicate Google. Watch Copilot
advertising and the evolving PMax pilots.

Netsertive Proprietary and Confidential pA
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YouTube Is Becomlng a Discovery
and Commerce Engine



WHAT HAPPENED - YOUR MOVE

Video Now Spans Discovery Through Purchase

Q = =
- - T
Discovery Research Consideration Shopping

In practical terms YOUR MOVE
Conversational: viewers ask & explore inside the Build modular video that adapts by market, offer,
video experience service, season, and funnel stage.

Shoppable: act on what they see without leaving

m - Market Offer Service Season Stage

Ties directly into Demand Gen and the broader ad
ecosystem

Netsertive Proprietary and Confidential 26
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Reddit & Community Content Are
Part of Search and Discovery



WHAT HAPPENED - WHAT IT MEANS - YOUR MOVE

Community Conversations Feed Both People and Al

What's happening What it means Your move
Reddit ranks prominently in traditional search Community conversations influence both what Listen before participating
Al systems reference community discussions consumers think and the information Al systems Monitor brand, competitor, category & local talk
Consumers use it to validate & research encounter about your brand. Find recurring questions & complaints
Local communities shape local perception Feed insights into content, FAQs, offers, CX

Consumers
Community conversations - Your brand perception
Al systems

Do not spam, manufacture conversations, post fake reviews, or impersonate customers.

Netsertive Proprietary and Confidential 28




[ )
() “.
0...

“hetsertiver

The Franchise Marketer’s Job
Is Changing



YOUR ACTION PLAN

What Franchise Brands Should Do Now

®

Now - 0-30 days
Do Now

v Audit Al visibility across platforms
v Strengthen local listings & data

v Audit conversion tracking

v Review location-page quality

v Assess creative & video gaps

v Monitor brand & competitor sentiment

/a\
@

Next - 30-90 days
Prepare Next

v Ready Display for Demand Gen

v Build scalable video & creative libraries
v Evaluate Microsoft / Bing / Copilot

v Expand measurement beyond last-click

v Monitor Al citations & recommendations

A
[

Future - ongoing

Build for the Future

v Unify local discovery: SEO, AEQ, listings, reviews,
content & Al visibility

v Build centralized systems that scale while staying
locally relevant

v Treat creative, data, conversion signals &
localized content as critical inputs

Netsertive Proprietaryrand Confidential
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From controlling execution to engineering the inputs

OLD MODEL 2026 MODEL

Provide first-party & conversion signals
Define business outcomes
Build richer audience strategies

Manually control keywords
Manually select placements
Separate campaigns by channel
Optimize primarily toward clicks
Build limited static creative
Measure channel-by-channel

Supply diverse creative assets

Create scalable localized content
Manage automation with guardrails
Measure across fragmented journeys
Track visibility beyond website traffic

| Automation is taking over execution. Strategy, inputs, creative, localization, and measurement are becoming the competitive advantage.
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AEO Assessment: Measuring
Your Al Search Readiness

. ANSWER ENGINE OPTIMIZATION ~ PROMPT MANAGER
netsertive*

View Brand

Answer Engine Optimization

@@ Show Comparison

Al Recommendations &=

Boost coverage for info strategies Capture mid-funnel expansion

Your 3 citations represent 15.0% coverage. Target 5 citations to reach 25%. Focus on optimizing
content for 'Franchise business growth strategies' because it has an Al Overview but you're not cited.
Create a dedicated landing page answering this question with 1500+ words, structured data markup,
and an FAQ section to improve coverage.

Your 3 citations represent 15.0% coverage. Target 5 citations to reach 25%. Focus on optimizing
content for 'Franchise expansion strategies' because it has an Al Overview but you're not cited. Develop
a detailed guide of 2000 words covering this topic, including actionable steps and case studies to
secure a higher citation position.

Launch success FAQ page Target marketing best practices

Your 3 citations represent 15.0% coverage. Target 5 citations to reach 25%. Focus on optimizing
content for 'How to successfully launch a franchise' because it has an Al Overview but you're not cited.
Create a comprehensive 2000-word guide with an FAQ section addressing common questions and
update your existing FAQ page to include these insights for better visibility.

Your 3 citations represent 15.0% coverage. Target 5 citations to reach 25%. Focus on optimizing
content for 'Best practices for franchise marketing' because it has an Al Overview but you're not cited.
Target franserve.com by creating content that directly answers 'Best practices for franchise marketing'
better than their current offering, using competitor keyword analysis and adding unique insights.

Al Impressions @

20

Al Overviews found

Total Citations &

228

citations found

Your Citations ®

>

frannet.com citations

vs. Competitors:
franserve.com: 1 @ELEED

franchoice.com: 3

franchisegator.com: 0

Avg Position @

6.7

average ranking

vs. Competitors:
franserve.com: N/A (too few citations)
franchoice.com: 7.3 @EIVEELLEle]3 =g

franchisegator.com: N/A

Prompt Coverage @

15.0%

of prompts cite you

vs. Competitors:
franserve.com: 5.0% @RS RAELEED!
franchoice.com:  15.0%

franchisegator.com:0.0% @UEXEREIEEL!




Thank you!

Gabby Powers
Product Marketing Manager

Questions? Contact Jason:
jlynch@netsertive.com

Jason Lynch
o®

oo ¢.== . Head of Marketing
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