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Foreward

Why We Wrote This Paid Social Supplement

Al has arrived in paid social advertising and it's dramatically reshaping how campaigns
are built, delivered, and optimized. Paid social remains one of the most important
tools for brands seeking new customers, and is consequently one of largest digital
advertising channels, with global spend expected to reach $276.7 billion in 2025 and
continue its growth trajectory into 2026.

Yet many advertisers are unaware of just how deeply Al is now embedded in the
platforms themselves, driving audience targeting, creative assembly, and campaign
optimization. While machine learning has always shaped delivery behind the scenes,
today’s Al goes further, actively building creatives and steering campaigns in ways
that fundamentally change how advertisers and agencies must approach paid social.

If brands and agencies don’t adapt to these new rules of the road, they risk pouring
money into campaigns that no longer deliver the results they need. This is why we
wrote this paid social supplement to our existing Social Media Marketing Best
Practices Guide.

About the Orange 142 Emerging Channels Council

The Emerging Channels Council is a thought leadership body within Orange 142,
focusing on educating, guiding, and encouraging independent brands and agencies
to experiment and excel in underutilized and innovative channels. Through
collaboration, data-driven insights, and practical resources, the council will help
Orange 142 clients obtain strategic growth through sustainable practices in digital
advertising.

To access all of the Emerging Channels Council resources, please visit:
https://orangel42.com/emerging-channels-hub
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1. Introduction: How Al Is Reshaping Paid
Social Campaigns

Al has always played an important role in paid social campaigns, but for years that role
was largely confined to optimizing delivery. Today it goes much deeper, reshaping
how platforms build, deliver, and optimize campaigns from the ground up.

In the past, brands and agencies created complete ads and handed them over to the
platforms. That model is gone. Now we provide platforms with ad
components—headlines, descriptions, images, videos—and Al assembles, crops,
mixes, and even rewrites them in real time. The same shift is happening in targeting.
Manual audience lists are giving way to predictive intent and behavioral signals, as Al
identifies who is most likely to engage or convert.

This isn't because social platforms believe they know your audience better than you
or that they can outdo your creative team. The reality is simpler: platforms are
motivated to keep users engaged. Their goal is to serve advertising experiences that
resonate. To do this, they draw on a user’s behavior, gather signals, and build ads they
predict will connect. But as we shall see later on, that doesn't mean the Al is always
right; humans play a vital role, even in an Al-driven world.

Campaign optimization has also evolved significantly. We're no longer required to
provide a steady stream of manual tweaks to keywords. But that doesn’t mean we no
longer have a role. Our role now is to provide the inputs the Al needs in order to
understand audience nuances and campaign goals. This means supplying strong
signals, such as clear conversion events and meaningful engagement data. These are
what platforms depend on so their Al can recognize patterns and focus on the right
customers

All of this brings both opportunities and risks. To succeed, brands and agencies must
understand where each lies and plan accordingly, all of which we will look atin the
pages that follow.
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2. A Inside the Al Playbook: How
Platforms Build, Target, and Optimize
Ads

We know that Al is now driving advertising on social media platforms. In this section
we'll take a closer look at how the major platforms manage campaigns.

The Social Platform Al Tools
Every social media platform now has Al tools to target based on intent, and to create
custom ads so that they better resonate with the user at a specific momentin time:

Platform Al Tool

Meta Advantage+
Google PMAX
TikTok Smart+
Snapchat My Al for Ads
LinkedIn Accelerate
Reddit Reddit Pro

Let’s look at how some of the major platforms approach campaigns.

Creative Assembily is Fully Dynamic

In the past, advertisers handed over fully finished ads to the platforms. Today,
platforms want building blocks. Headlines, descriptions, images, videos, and
call-to-action buttons are broken into components, so that the platform’s Al can
assemble them into custom ads for each user. This means the same campaign may
look different to every individual, depending on their behavior, preferences, and
history on the platform.

Take, for instance, Meta’s Advantage+ Al and TikTok’s Smart Creative, which make this
process explicit.
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e Meta Ads Al generates multiple versions of your ads by mixing visuals,
headlines, and text across placements like single image, video, carousel,
Stories, and Reels.

o TikTok goes further, treating creative like a factory line: first combining assets
into multiple versions, then testing the most distinct ones during a short,
low-spend trial, and finally rotating out fatigued content in favor of new
material from a waiting list.

The resultis that your ‘hero asset’ matters less than the variety and volume of assets
you can supply. A single video or two polished graphics won’t sustain performance
anymore. Al systems burn through creatives at newsroom speed, making a deep
bench of variations—different cuts of video, alternate copy lines, new images, and
supporting formats—essential to keeping campaigns performing.

Targeting Becomes Predictive

Targeting has always been a cornerstone of paid social. Traditionally, advertisers built
campaigns around carefully constructed audience lists: demographics, interests,
lookalikes, or retargeting pools. That approach is fading. Today, platforms are shifting
from explicit definitions to predictive intent models, relying on behavioral signals
rather than hand-picked lists.

Rather than serve ads just to the audiences a marketer defines, the platforms look for
patternsin user behavior to infer intent. Is this user consuming content on a particular
topic? How deeply are they engaging with the content? Are they liking, sharing,
commenting? Do they have a history of purchasing within a particular category? All of
these are signals of intent, and they are used by the platforms to predict which brand
is most likely to resonate with the user at that moment of time.

The resultis a bit of a tradeoff. Advertisers lose some precision control over exactly
who sees your ads, but you gain the ability to reach adjacent lookalike segments
identified by the Al. When done well, this predictive targeting can uncover high-value
prospects you wouldn’t have defined on your own. Done poorly, it can scatter budget
into broad audiences that don’t deliver. And because Al doesn’t always catch subtle
audience dynamics (e.g. grandparents often buy presents for grandchildren), humans
still play a critical role in steering the system with insights it can't infer on its own.
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For advertisers and agencies, the job now isn’t to micromanage targeting lists, but to
supply clear campaign objectives and strong conversion signals that teach the
platform what a “good customer” looks like. The Al will then do the heavy lifting of
finding more of them.

Creative Refresh Cycles Speed Up

Al-driven delivery means ads are optimized in near real time. Platforms quickly
identify micro-segments and serve them the same creative with high frequency. That
intensity accelerates fatigue: ads stop performing not because audiences are bored in
the traditional sense, but because the same small groups have been overserved.
TikTok even builds in filters to detect and pause fatigued ads.

The takeaway is that campaigns now burn through assets much faster than before.
Where one or two polished videos might have lasted months, today they may wear
out in days. Advertisers need a steady flow of variations ready — new video cuts,
alternate copy lines, fresh images — to keep performance from dropping.

For marketers, this shift requires:

e A higher volume of fresh creatives to keep campaigns from stalling.
Hyper-fast content calendars, with refresh cycles closer to a newsroom pace
than a quarterly one.

e Anexperimental mindset, using real-time data to refine and swap in new
content continuously.

Al-Driven Search and Discovery

Social mediais no longer just about what your followers see. Increasingly, content is
surfaced to users because Al predicts it will be relevant, regardless of whether they
follow your account. Feeds such as TikTok’s For You Page and Meta’s
recommendation engine work less like a subscription model and more like a search
engine, serving posts that match explicit queries or inferred intent from past behavior.

This shift changes how advertisers and content teams must approach their creatives.
It's not enough for a post to be visually strong; it must also be discoverable by the
platform’s Al. Captions, hashtags, and scripts now function like GEO inputs, meaning
they need to be structured around the kinds of questions or intent signals your
audience is typing, speaking, or simply implying through their behaviors.
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What does this mean for paid social advertisers? Both ads and organic posts must be
designed with searchability in mind. Well-tagged, intent-matched content has the
potential to surface to large new audiences, even if your page is small. Poorly
structured content, by contrast, risks being invisible no matter how polished it looks.

Further reading:

e Al-driven Social Media Marketing—The Future is Here

e Sprout Social: Designing an Al Marketing Strateqgy For Social Media, An Expert
Guide

e Hootsuite: Top Social Media Trends for 2025
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3. Opportunities: What Advertisers Gain
from Al-Driven Paid Social

Al-driven paid social requires a shift in mindset and a greater demand for creative
assets, but these accommodations are worth it. The new tools open the door to
unique opportunities that help advertisers find audiences, test ideas, and generate
insights in ways that weren’t possible before, including:

e Reach micro-segments that human targeting would miss. Al can detect
audience patterns across millions of behaviors and interests, surfacing groups
too small or nuanced for manual targeting. This lets you connect with
high-value prospects you might never have identified on your own.

e Al allows for faster creative versioning and copy expansion. One strong idea
can now be spun into multiple variations, from headlines and CTAs to ad
formats. Platforms and external tools, such as ChatGPT, make it easier to test
new angles without relying on a constant stream of fully new creative concepts.

e Scale testing automatically across placements. Instead of running manual
A/B tests, platforms test countless combinations of assets simultaneously
across formats, including Stories, Reels, and carousels. High-performing
versions are identified and prioritized in real time, accelerating what used to be
a slow, manual process.

e Strengthen optimization with better signals. Al is only as good as the data it
receives. Conversion events such as purchases, RFI submissions, or deep
engagement metrics give the system the clarity it needs to optimize toward
real outcomes instead of surface-level clicks.

e Uncover hidden patterns in historical data. Al tools can process months or
years of campaign performance at scale, highlighting trends or opportunities
that might be invisible in standard dashboards. This creates a richer base for
strategic planning.

e Shift the human role to strategy. \With Al handling delivery mechanics,
advertisers and agencies can focus on decisions that require judgment: when
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to let the Al run wide, when to refine, and how to ensure campaigns reflect
real-world audience nuances.

SOCIAL MEDIA BEST PRACTICES GUIDE SUPPLEMENT: Al-DRIVEN PAID SOCIAL CAMPAIGNS
COPYRIGHT 2025 © ORANGE 142, A DIRECT DIGITAL HOLDINGS COMPANY ALL RIGHTS RESERVED.



4. Challenges: The Hidden Costs and
Pitfalls of Al-Driven Campaigns

While Al unlocks new capabilities, it also creates real hurdles for advertisers. The
same mechanics that make campaigns powerful can quickly overwhelm teams
without the resources, expertise, or creative pipeline to keep up. Among the biggest
challenges are:

e Creative fatigue sets in faster. Because platforms target micro-segments with
high frequency, assets wear out quickly. What once lasted weeks may now last
only days, creating constant demand for new variations.

e Loss of precision control. Al expands beyond your defined audience lists,
predicting who might convert. This reach can be valuable, but it also reduces
your ability to control exactly who sees your ads.

e Al-generated visuals are often unpolished. Platforms are pushing advertisers
to adopt auto-generated creative, but the results can be brand-unsafe or
off-message without careful oversight.

e Opaque “black box” optimization. It's not always clear why Al prioritizes certain
users or creatives, making it harder for marketers to explain performance or
troubleshoot issues.

e Pressure to adopt half-ready features. Platforms frequently roll out new Al
tools by default. Without a critical eye, advertisers risk wasting budget or
damaging brand equity by relying on tools that aren’t fully mature.

“There is always a balance between automation and human
judgment. Platforms like Meta’s Advantage+ can run broad
optimizations, but they might overlook important audience
signals. For example, a museum campaign may rely heavily on
grandparents bringing their grandchildren—something the Al
would not identify on its own.” — Rich Lozano, Paid Social Expert,
Orange 142
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5. Guiding the Machines: Tips for Keeping
Al Campaigns on Track

Al-driven paid social is powerful, but it works best when advertisers know how to
guide it. These practices will help ensure campaigns stay on track and deliver results:

#1: Define strong conversion signals. Al optimizes to the goals you feed it. Use clear,
business-focused events—purchases, RFl submissions, form fills—rather than surface
metrics, such as clicks or impressions.

“Campaign optimization has improved significantly
with Al-driven delivery. The key is to provide the system
with strong, quality signals.” - Rich Lozano, Paid Social
Manager, Orange 142

#2: Maintain a steady flow of creative assets. Don’t rely on one or two “hero” ads.
Plan for newsroom-level refresh cycles, with new cuts of video, alternate copy lines,
and fresh imagery ready to deploy.

#3: Structure content for discovery. Treat captions, hashtags, and scripts as intent
signals. Think about the kinds of questions or needs your audience is expressing, and
make sure your ads and posts are written to match.

#4: Balance Al automation with human insight. Al can’t always see subtle dynamics
— like grandparents buying museum tickets for grandkids. Human guidance helps
steer campaigns toward these real-world nuances.

#5: Test targeting approaches side by side. Run broad, interest-based, and
Al-predicted targeting in parallel. This reveals where Al excels, where it falls short, and
where human judgment needs to step in.

#6: Use Al for copy expansion, not brand voice. Let Al generate multiple variations to
test quickly, but apply human review for tone, compliance, and authenticity
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#7: Keep a critical eye on platform defaults. Many Al features are switched on
automatically. Review them carefully before adoption, and resist the pressure to use
half-ready tools that could put budgets or brand safety at risk.

#8: Ensure continuous oversight. Al doesn’t replace the need for human strategy.
Whether through in-house teams or an external partner, campaigns need active
monitoring to pressure-test platform defaults, safeguard brand equity, and translate
Al outcomes into actionable strategy.
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6. How Orange 142 Helps Brands &
Agencies Succeed in Al-Driven Paid
Social

Navigating Al-driven paid social takes more than flipping a switch on platform tools. It
requires strategy, oversight, and a steady flow of creative and performance signals. At
Orange 142, we help brands and agencies get the most out of these systems by
combining human insight with platform automation.

Our Media Solutions team provides:

e Strategic planning and content calendars tailored to campaign goals and
audience nuances.

e Platform-specific creative assets designed to perform across placements like
Stories, Reels, and carousels.

e Cross-platform campaign strategies that balance Al automation with human
oversight.

e Continuous testing and optimization, backed by real-time dashboards so you
can track progress at any time.

Behind the scenes, a dedicated Media Solutions team meets multiple times a week to
review campaign performance, identify opportunities, and make adjustments. Our job
is to ensure the Al is working for your business, not the other way around.
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1. About Orange 142

Orange 142 is a digital marketing and advertising company with
offices across the US. We help marketers of all sizes grow their reach
and revenue through data-driven media strategies. We also partner
with agencies and execute campaigns on behalf of their clients.

Our team of experts deeply understands the digital landscape and the latest
advertising and marketing technologies. We work closely with our clients to develop
and execute custom advertising and marketing campaigns that meet specific goals.

We are committed to providing our clients with the highest service and transparency.
Open communication and collaboration are essential to the success of every
advertising and marketing initiative.

Want to learn how this can work for you? Orange 142 helps businesses of all
sizes navigate and maximize emerging advertising channels with strategic
guidance and best practices. Let’s connect to explore the right approach for

your goals. Contact us today!
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