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From the start, Search has aimed to
reduce the barriers between user

questions and answers
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Habits have changed, moving through mobile
and voice search...
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Yosemite is by taking a hike. Here are some of
hikes awailable in different areas of
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... all the way to “Al Search?.
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Cold remedies: What works, what
they don't cure the cold itself. Common OTC options include pain refievers ike s

acetaminophen (Tylenol) or ibuprofen (Advil, Motrin) for fever and aches. D e B
D h

P Jou can get without a prescrpton can help . |

nasal congestion. C
help with dry coughs, while expectorants ike guaifenesin (Mucinex) can help
with wet coughs. help

with runny nose and sneezing. #
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From sources across the web

Antinistamines. Decongestant Acetaminophen

Mucinex Pseudoephedrine ‘Cough medicine

Cough suppressants Ibuprofen Lozenges and throat sprays

Mayo Clinic

Cold remedies: What works, what doesn't, what can't hurt
120012024 others), Motin B, others)
or aspirin. Do not give chidren orteonagers aspin.
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Search more fragmented than ever

2020

Social Search

TikTok, Pinterest capture lifestyle
searches and product discovery

2022

Al Search

ChatGPT, Claude, Perplexity answer

product questions

- NS
Q, whatis seo $ @

All Images Videos  Shortvideos  Shopping

4 Al Overview el+15

SEO, or Search Engine Optimization, is
the process of improving a website's
visibility and ranking in search engine
results pages (SERPs) like Google, Bing,
and Yahoo. By optimizing a website's
content, structure, and other factors, SEO
aims to increase its organic (unpaid) traffic

Show more v

2025

Al Overviews

- Al T -"—-—w>
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Al Images Videos Shortvideos  Shopping

<4 Al Overview

SEO stands for Search Engine
Optimization. It's the practice of
improving a website's visibility in search
engine results pages (SERPs) for specific
keywords or phrases. The goal is to drive
organic (unpaid) traffic to a website by
optimizing its content and technical

Show more v

Google integrates Al into SERPs
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A twofold challenge for Nespresso

01 — Stay visible throughout the purchase
journey

02 — Maximise media investment efficiency

Common
thread:

Connecting consumer questions with the
brand’s answers

comment choisir une machine & café

Choisir une machine a café dépend de votre consommation (nombre de cafés par jour),
de votre budget et de la qualité désirée. Les machines a grain sont idéales pour le goit
et I'écologie (investissement initial élevé), les capsules pour la simplicité, et les filtres pour
les grandes quantités. Pensez a la pression ($\ge$15 bars) et aux options (buse

vapeur). & Que Cholsir +4

Voici les principaux types de machines :

Machine a grain (Broyeur) : Le meilleur rapport qualité/go(t. Idéal pour un usage
quotidien, économique a long terme malgré un prix élevé (300€ a +1500€).

psules/dosett: Trés simple et rapide. Idéale pour les petits
consommateurs (2-4 cafés/jour), mais colt & la tasse élevé.

tassage) pour les passionnés, idéale pour le « latte art ».

Cafetiére a filtre/électrique : Simple, idéale pour préparer de grandes quantités de
café a moindre colit. @ YouTube +7

Critéres essentiels pour bien choisir :

La capacité : Vérifiez la taille du réservoir d'eau (1,4L - 1,8L+) et du bac a grains.

Les boissons : Espresso, café long, boissons lactées (cappuccino) ? Certaines
machines proposent le « One Touch » (une touche) pour le lait.

Réglages : La finesse de la mouture et l'intensité influent sur le godt.

Entretien : Les modéles avec programmes de détartrage automatigue ou le systéme
LatteGo facilitent la vie.

Dimensions : Assurez-vous gu'elle s'intégre dans votre cuisine. @ vouTube +5

Recommandations 2026 :

* Polyvalente : DeLonghi Dinamica.

= Boissons lactées : Philips Série 3200 LatteGo.
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Our answer: Total Search
Breaking down the silos between SEA, SEO, Social Search, Retail Media and Al Search

to build a coherent ecosystem where each channel plays a defined role.

SEA

Broad match
Value-based bidding
Performance Max + Al Max

Synergies
SEA+SEO

Budget reallocation
Perfect substitution

TOTAL

SEARCH

Social — Pinterest
Search

Lifestyle-to-purchase

SEO

Content gaps
Semantic mapping
Al-readiness

Retail Media

Amazon Ads
Kréfel, MediaMarkt
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SEA — Capture every intent

Execution — Search Engine Advertising

Broad Match Keywords

Maximum coverage of purchase-intent queries via broad match

Value Based Bidding

Real-time ROAS optimisation through value-based bidding

Automated cross-channel campaigns to maximise conversions

Al Max (test)

Early adopter of new Google Ads features — +282% traffic

| Performance Max

SEA results

+57%

Online revenue

PMax

Al Max traffic
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SEO + SEA/SEO synergies

Execution — Organic and complementary

SEO
g Content gap analysis
g Semantic mapping
y Technical optimisations for Al Search
y Content optimised for Al Overviews

Perfect substitution

Organic share Paid share

58% — 53%

Budgets reduced where SEO already
ranked well

Spend reallocated to high-potential areas
Tracked via Integrated Search Dashboard

Search sales

+21%
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Retail Media + Social Search

Execution — Complementary channels

Social — Pinterest Search

Retail Media

Sponsored products and brands on Amazon,
Kréfel and MediaMarkt to capture
comparison shoppers at the moment of
decision.

+1899% ROAS 2.74

Amazon Ads sales YoY (+51%)

Pinterest Search used as a conversion
engine, bridging lifestyle inspiration and
purchase intent.

186K €

incremental revenue
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WPP Open — The tactical edge

Tools — Technologies powering execution

Integrated Search

Dashboard CIM Studies

Real-time tracking of SEA/SEO
synergies. Identifies
cannibalisation zones and
reallocates budget.

Custom Intent Modelling to
map search intents and
anticipate behaviours.

Al Agents
PPC / SEO / Content

Accelerated tactical
optimisation. Teams focus on
strategy while Al handles the
adjustments.

Total Search delivered the strategic overhaul. WPP Open provided the tactical edge.
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Results

Orders
online YoY

+189%

Sales
Amazon Ads

Online revenue
SEA

186K €

Pinterest revenue
incremental

Traffic share
organic

+1.3%

Media budget
YoY

Performance
Max
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Detailed results by channel

Channel KPI Performance

Overall Online orders +17% YoY

SEA Online revenue / ROAS / PMax / Al Max +57% | +34% | +139% | +282%
SEO + SEA Search sales / Organic share +21% | 22 — 27%

Retail Media Amazon Ads sales / ROAS +189% / 2.74 (+51%)

Social Pinterest Search revenue +€186,000 incremental

All of this is achieved with stable media budgets: just +1.3% YoY.
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Budget efficiency

BEFORE Total Search AFTER Total Search

Paid share: 58% — Paid share: 53%

Organic share: 22% Organic share: 27%

Siloed channels Integrated ecosystem (5 channels)
Paid/Organic cannibalisation Perfect substitution + growth

Media budget: +1.3% YoY | Orders: +17% | SEA revenue: +57% | ROAS: +34%
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Why an AMMA?

Because reinventing the essentials
is also innovating.

Strategic innovation

Total Search redefines how Search is considered within the media mix

Measurable results
+17% orders, +57% SEA revenue, +34% ROAS — with stable budgets

Integrated Al tools
WPP Open delivered a concrete tactical edge: dashboard, CIM, Al agents

Reproducibility

A methodology that sets a new standard for Search in the Al era
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