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FOREWORD

The search landscape is not just evolving; it’s accelerating into a new era. 
What once centred on efficiency targets and tactical visibility has become 
something far more consequential. At Assembly, we believe Search has 
outgrown its performance marketing origins. Today, it’s the engine room 
of business growth, brand power, and competitive edge.

Demand Led Growth (DLG) is our answer to this transformation. It’s not a 
campaign setting. It’s not a platform feature. DLG is a strategic operating 
system; one that re-engineers Paid Search as a responsive, intelligent 
framework built for AI-first marketing.

DLG empowers brands to move from managing media to engineering 
momentum. It adapts to real-time intent, scales with commercial 
opportunity, and evolves through the synergy of AI and human design. 
You don’t just react to demand; you anticipate, influence, and accelerate 
it. You build systems for sustained performance rather than just 
optimising campaigns. 

Google Marketing Live 2025 only confirmed what we’ve long believed: 
Search is becoming predictive, generative, and agentic with AI. In this 
context, DLG is not optional; it’s operational survival.

This paper unpacks what that means. How we’ve embedded DLG into the 
core of our model for Search at Assembly. And how forward-thinking 
brands are using it to transform Paid Search into a growth engine that is 
accountable, adaptive, and built for what’s next.

DAN ROBERTS
GLOBAL VP SEARCH



EXECUTIVE SUMMARY

Demand Led Growth (DLG) is the essential methodology for the AI-native 
era of Search. It reframes media investment from rigid, fixed planning to 
dynamic, real-time orchestration. Practically, this means setting a stable 
target aligned directly to your business objectives, backed by a flexible 
budget that can capture all available demand as it peaks and troughs.

DLG is not about spending more. It is about knowing precisely where to 
scale, when to pause, and how to optimize for compound growth; 
extending far beyond just campaign efficiency. Powered by continuous 
experimentation and governed by actionable intelligence, DLG is how you, 
the practitioner, genuinely take back control in a world where AI 
increasingly drives decisions.

It serves as the vital connective tissue between consumer signals, 
platform intelligence, and tangible business value. DLG transforms AI 
automation from a black box into a powerful growth engine, because 
ultimate performance is driven not simply by how campaigns are set up, 
but by the intelligent systems you design to run them.

This playbook will show you:

• Why the old ways of managing Search no longer work.

• What DLG looks like on the ground.

• How to implement DLG.

• Practical strategies for overcoming common implementation hurdles.

• How DLG future-proofs your career and your growth.

In this era of agentic AI, predictive Search, and generative creative, DLG is 
the essential strategy for you to not only adapt but to lead.



CONTENTS

Foreword

Executive Summary

1. The New Reality of Search. Why the Old Ways Don't Work 
Anymore

2. Demand Led Growth. Your New Operating System for Search

3. The DLG Playbook. Your Practical Pillars for Implementation

4. DLG in Action. Real-World Wins and What You Can Learn

5. Precision Measurement for Growth

6. Experimentation. Your Ultimate AI Lever

7. Conquering the Hurdles. Practical Solutions to Common DLG 
Challenges

8. The Future-Proof Practitioner. Leading with AI

9. Mythbusting. Dispelling Common Misconceptions

Conclusion



ASSEMBLY GLOBAL: SEARCH 5

Let's be blunt: the days of pulling every manual lever 
in Paid Search are over. If you are still trying to 
control bids and keywords with the precision of a 
surgeon, you are fighting a losing battle against AI. 
The rise of artificial intelligence has fundamentally 
shifted the nature of control.

AI-powered systems, like Google’s Power Pack 
which includes Performance Max (seeing over 90 
improvements last year, boosting conversions by 
over 10%), AI Max for Search (delivering 27% more 
conversions at similar ROAS), and Demand Gen 
campaigns; now analyse billions of data points to 
automate much of the decision-making process.

This shift is not subtle; it is systemic. Your legacy 
paid search models, anchored in manual 
optimizations, tedious keyword mining, and rigid 
budgeting, are rapidly becoming obsolete. Efficiency 
alone is no longer a sustainable advantage. If you 
continue to treat Search as a mere cost line or a 
channel to be "managed with efficiency," you risk 
being left behind in an ecosystem where platforms 
are increasingly modelled, predictive, and designed 
to deliver effectiveness.

Automation has not replaced marketers; it has 
redefined your role. The challenge is no longer 
managing tasks; it is designing the intelligent 
systems that guide AI. Success today depends 
entirely on influencing outcomes through strategic 
inputs: precise signals, high-quality creative, robust 
business logic, and comprehensive measurement. 
You must now transition from being a campaign 
manager to becoming a true system architect.

The Power Pack stands as the clearest symbol of 
this transformation. What began as individual 
campaign types are now the cornerstone of Google's 
strategic roadmap, and are arguably no longer 
optional. These AI-powered

Your Role Has Changed From Campaign 
Manager, to Systems Architect

1: THE NEW REALITY OF 
SEARCH. WHY THE OLD WAYS 
DON'T WORK ANYMORE

solutions demand that you feed the system with 
better creative, stronger signals, and cleaner data. 
They are designed to test whether your business 
possesses the necessary architecture, creative, and 
signal design maturity to truly succeed.

At Assembly, we have wholeheartedly embraced 
this challenge. We view the Power Pack, and AI in 
general, not as a replacement for human expertise, 
but as a demand-responsive operating system that 
delivers immense value when designed correctly. 

More importantly, Search itself is evolving from a 
tactical execution layer into a dynamic system that 
connects customer insight, commercial value, and 
business momentum. It is where people discover, 
evaluate, compare, and convert. But more than that, 
it is where the crucial signals about future demand 
originate. The brands that win will be those who can 
adeptly read, react, and proactively shape those 
signals in real time.

In this new landscape, the fundamental question is 
no longer "What are we spending?" but "Where are 
we growing?". Demand Led Growth is the definitive 
system that answers this question. It provides you 
with a robust methodology to not only survive but to 
thrive in this new environment; shifting budget with 
intent, measuring with precision, and building 
sustainable advantage from complexity.

AI is a powerful growth engine when fuelled with 
the right inputs, but it becomes a black hole 
when built on outdated, legacy thinking
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So, what does Demand Led Growth mean for you? It 
means moving beyond a reactive, channel-specific 
approach to a proactive, system-level strategy.

For years, Search was perceived simply as a 
channel, measured by metrics like CPCs, CTRs, 
CVRs, and Quality Scores. Yet, in today’s AI-
powered environment, that narrow view is no longer 
sufficient. The emergence of AI-native campaign 
formats, such as Performance Max, and the 
continuous evolution of Search engine results page, 
(including AI Overviews and AI Mode, which 
anticipate user intent before the query is fully 
formed) demand an entirely new paradigm.

At Assembly, we fundamentally treat Search as a 
dynamic, interconnected system. It is a responsive 
engine that seamlessly links:

• Customer demand: Understanding precisely what 
people want.

• Business signals: Identifying what truly matters 
commercially.

• AI models: Directing how media is effectively 
delivered.

• Organizational alignment: Ensuring decisions are 
made collaboratively and efficiently.

This sophisticated system extends far beyond the 
confines of Google Ads. It integrates first-party data, 
brand planning, product launches, lifetime value 
models, and comprehensive business forecasting. It 
transforms into a live feedback loop between the 
market and the brand; a system that both listens 
and speaks, in real time. 

• Your Action: Rethink Paid Search as a Dynamic 
Growth System. Crucially, DLG empowers this 
profound shift. It transforms Search from a linear 
acquisition tool into a responsive engine of 
demand creation, capture, and conversion. It 
turns platforms into dynamic learning 
environments, campaigns into strategic 
experiments, and budgets into flexible levers for 
scalable, profitable growth.

This is not a theoretical future. It is already 
actively happening inside Assembly’s most 
advanced client accounts. It is precisely how we 
empower brands to find the change that fuels 
growth faster than ever before

2: DEMAND LED GROWTH. 
YOUR NEW OPERATING 
SYSTEM FOR SEARCH

Success now hinges not on media buying, but on 
expert system design. You must embrace the 
mindset of an architect. You are designing intricate 
feedback loops that guide AI with smarter signals, 
clearer objectives, and measurement directly 
mapped to tangible business value. This 
represents a fundamental shift: a call to rethink 
Paid Search as a dynamic, responsive system of 
growth, rather than merely a fixed cost.

Furthermore, the system’s influence does not stop 
at advertising. When Search is designed as a 
cohesive system, it begins to influence CRM 
scoring, sales prioritization, product-market fit, and 
even overarching creative strategy. It evolves into a 
growth engine not only for marketing, but for the 
entire organization.

However, even the best-designed systems require 
continuous adaptation. That is why 
experimentation is the beating heart of DLG. 
Structured testing is precisely how we evolve 
system inputs, refine outputs, and effectively close 
the loop between performance and learning.
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Legacy operating models in Paid Search were 
built for a bygone era; one characterized by 
manual intervention, single-channel optimization, 
and a narrow focus on immediate efficiency. 
Today, those systems simply no longer deliver 
sustainable growth. At Assembly, we have 
meticulously re-engineered our approach from 
the ground up to meet the complex demands of 
the AI era.

Our strategic methodology comprises a set of 
proprietary levers that optimize how AI learns, 
performs, and scales. For you, the practitioner, we 
group these into three core, actionable strategic 
pillars:

Foundation: Build for Learning, Not Just 
Execution. This pillar encompasses the critical 
technical and strategic setup that underpins 
campaign architecture, conversion goals, and 
precise platform alignment.
• Your Action: Ensure your conversion tracking is 

flawless and comprehensive. Structure your 
accounts and campaigns (especially PMax) to 
provide clear signals to AI. Define your primary 
and secondary conversion goals with surgical 
precision, aligning them directly to business 
outcomes. This is about building the system to 
learn, not merely to execute predefined tasks.

Inputs: Influence AI with Intelligence, Not Just 
Volume. This covers the paramount quality and 
meticulous structure of data, compelling creative 
assets, and precise signals that inform AI 
decision-making.
• Your Action: Focus relentlessly on first-party 

data. Feed your CRM data, customer lifetime 
value segments, and offline conversions back 
into your platforms. Develop a robust creative 
strategy with varied assets (images, videos, 
headlines, descriptions) that speak to different 
stages of the funnel. 

3: THE DLG PLAYBOOK. YOUR 
PRACTICAL PILLARS FOR 
IMPLEMENTATION

Provide clear audience signals to guide 
AI's targeting. The overarching goal here 
is to influence platforms with superior 
intelligence, not just sheer volume.

Intelligence Loop: Continuously Evolve Your 
Strategy. This pillar governs our rigorous processes 
for testing, measurement, and iterative refinement. 
From sophisticated experimentation frameworks to 
proprietary analytics tools, this is where we ensure 
that strategy continuously evolves as the system 
learns and adapts.
• Your Action: Implement a structured testing 

framework (more on this in Section 6). Regularly 
review performance not just on platform, but by 
integrating with your internal business data. Use 
these insights to refine your inputs and adjust your 
foundation. This is about ensuring your strategy 
continuously evolves as the system learns and 
adapts.

Each of these pillars is rigorously assessed through a 
structured maturity model—enabling us to 
benchmark client readiness and identify the highest-
impact opportunities for commercial growth. This 
framework is paired with proprietary tooling and 
deep cross-functional collaboration to ensure the 
system is not only measurable but built to evolve. 

At Assembly, we train our teams to think like system 
designers. We hire and develop talent that blends 
platform fluency with analytical sharpness and 
commercial awareness. And through our Paid 
Search Academy, we embed that thinking from day 
one—so that every specialist sees beyond the 
platform and into the system.

This is how we future-proof Paid Search investment. 
Not by handing over a playbook, but by giving our 
clients a living, learning system they can shape, 
scale, and trust to grow with them.

But this isn’t just a methodology, it’s a mindset shift
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While DLG is rooted in strategic theory, its true 
power lies in how it translates into tangible 
commercial outcomes. Across diverse sectors 
(from B2B technology to retail to financial 
services) we have consistently witnessed how 
Demand Led Growth empowers clients to unlock 
significant headroom, uncover previously missed 
opportunities, and scale profitability with surgical 
precision. 

DLG fundamentally gives clients the ability to shift 
from static budgets to dynamic investment 
models. Consider these real-world impacts, and 
the practitioner actions behind them:

Client 1: +30% Budget Elasticity. This client 
utilized geo-lift testing to definitively prove 
marginal ROI above baseline targets. This directly 
resulted in a 30% increase in budget elasticity 
while meticulously maintaining cost-efficiency.
• Your Action: Implement controlled geo-lift 

tests when considering significant budget 
increases. This provides the hard data needed 
to justify more flexible spend and prove 
incremental value.

Client 2: +25% Sales-Qualified Leads. This 
strategic move led to a remarkable 25% uplift in 
sales-qualified leads at no additional cost.
• Your Action: Integrate your 1PD. Feed sales-

qualified lead (SQL) or even closed-won data 
back into your Smart Bidding strategies. This 
trains the AI to optimize for higher-value 
conversions, not just volume.

Multiple Clients: 10–20% CVR Improvements. 
Across multiple clients, restructuring 
Performance Max asset groups with creative and 
first-party audience signals consistently led to 
improvements in revenue-per-click and 
conversion rate. 

• Your Action: Don't treat PMax as a black box. 
Provide it with the assets and signals AI needs 
to thrive

Demand Led Growth is not a plug-and-play 
strategy. It is a strategic discipline that, when 
embedded correctly, transforms Search Ads into 
a responsive, compounding engine of commercial 
performance.

4: DLG IN ACTION. 
REAL-WORLD WINS AND 
WHAT YOU CAN LEARN

These results are not accidents; they are direct 
outcomes of intelligent system design. DLG works 
because it enables:

• Smarter budget allocation based on validated 
ROI.

• Proactive scaling during periods of high 
consumer demand.

• Faster learning through controlled 
experimentation.

• Clearer forecasting through live feedback loops.

• Your Action: Implement Fluid Budgeting.              
In practice, this translates to setting a stable, 
objective-aligned target for your campaigns, 
while simultaneously maintaining a budget that 
is a multiple of your forecasted investment. This 
strategic approach allows you to capture all 
available demand as it naturally peaks and 
troughs across the period, ensuring you never 
miss a commercial opportunity.

To help clients understand precisely where they 
are on their DLG journey, we apply a clear growth 
maturity model:

• Level 1: Reactive – Characterized by fixed 
budgets, siloed data, and minimal 
experimentation.

• Level 2: Emerging – Demonstrates some budget 
flexibility, a developing test-and-learn mindset, 
and partial signal use.

• Level 3: Strategic – Defined by always-on 
optimization, integrated data flows, and ROI-
based growth governance.

This model serves as a vital guide for prioritization, 
effectively aligns stakeholders, and builds a 
compelling case for evolving from traditional media 
management to truly system-led growth.
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Measurement is the absolute linchpin of Demand 
Led Growth. Without rigorous, multi-layered 
performance insight, you simply cannot make 
dynamic investment decisions, validate 
incrementality, or secure essential strategic 
alignment across commercial teams. 

At Assembly, our measurement philosophy is 
deeply grounded in clarity, credibility, and 
commercial impact. We meticulously build 
measurement systems that operate across three 
core horizons:

Real-Time Decisioning. This involves using 
platform attribution, marginal ROI analysis, and 
micro-conversion tracking to guide day-to-day 
campaign decisions. This layer ensures tactical 
performance is optimized in-flight. 
• Your Action: Beyond standard platform 

reports, build custom dashboards that show 
marginal ROI. Track micro-conversions (e.g., 
add-to-cart, form starts) to identify early intent 
signals. Use these daily insights to make 
immediate adjustments to bids, budgets, and 
creative.

Incrementality & Validation. Here, we leverage 
controlled experiments, geo-lift testing, and 
causal impact studies to isolate true channel 
contribution. This is where we definitively 
separate correlation from causation.
• Your Action: Regularly run incrementality tests 

(e.g., geo-experiments, holdout groups) to 
prove the true incremental value of your 
campaigns. This data is gold for internal 
budget conversations and proving DLG's 
effectiveness.

5: PRECISION MEASUREMENT 
FOR GROWTH

Strategic Value. This horizon applies sophisticated 
Marketing Mix Modelling (MMM), Customer Lifetime 
Value (CLV) modelling, and comprehensive 
profitability analysis to understand the long-term 
impact on overall business growth and pricing 
power. This ensures media strategy directly maps to 
executive priorities.
• Your Action: Work with your data science or 

analytics teams to integrate media data into 
broader MMM or CLV models. This allows you to 
speak the language of the CFO and demonstrate 
the long-term, strategic value of your DLG efforts.

Each point is interconnected, forming a continuous 
intelligence loop that powers the DLG system. We 
visualize this through bespoke frameworks that 
precisely map media actions to critical business 
outcomes. These frameworks:

• Balance short-term efficiency with long-term 
effectiveness.

• Align marketing with finance, commercial, and 
executive stakeholders.

• Evolve over time as measurement maturity 
scales.

We also place strong emphasis on privacy-resilient 
tracking and platform-safe methodologies, ensuring 
that data ethics and accountability are deeply 
embedded into every decision, aligning with 
Google's advancements in areas like Meridian and 
the Data Manager API.

Therefore, a key action for brands is to transform 
their data strategy from just collection, to active 
activation. Focus on deriving actionable insights 
from your data and use these insights to model 
future growth scenarios, moving beyond historical 
reporting to predictive planning.

DLG does not just require better data. It demands 
better measurement thinking. Our job is not only 
to track outcomes, but to meticulously design the 
structures that make every penny spent 
accountable to tangible business growth
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In an environment increasingly driven by AI, 
experimentation emerges as your greatest tool of 
influence. With fewer direct levers to pull, you must 
learn how to strategically shape AI systems from the 
outside in; using precise tests to inform, clear 
signals to guide, and undeniable evidence to 
validate every move. That is why experimentation is 
not a campaign feature at Assembly; it is a core 
operating principle.

We run controlled experiments to continuously 
refine our inputs and evolve system performance. 
These are not isolated split tests. They are an 
integral part of an intentional, always-on strategy. 
Our robust experimentation framework is applied 
across multiple areas: 

Signal Testing: To validate which audiences or intent 
layers (i.e. business signals) consistently produce 
the highest-quality outcomes.

• Your Action: Test different first-party signals. See 
which ones genuinely improve AI performance for 
your specific objectives.

Asset Variations: To definitively determine which 
creative structures, drive better response within 
Performance Max and other AI-led formats.
• Your Action: Don't just upload a few assets. 

Create a wide variety of text, image, video aspect 
ratios. Test different creative themes or funnel 
stages.

Budget Elasticity Trials: To rigorously test 
incremental ROI under flexible investment 
conditions.
• Your Action: Run controlled experiments to 

measure the true incremental return, building a 
case for more flexible spend.

Objective Architecture Tests: To precisely measure 
the business impact of shifting from one bidding 
objective (e.g., CPA) to another (e.g., ROAS), or from 
clicks to conversions.
• Your Action: Use campaign experiments to test 

different bidding strategies or conversion 
objectives. For example, compare a Max 
Conversions campaign against a Target ROAS 
campaign to see the real-world business impact.

6: EXPERIMENTATION. 
YOUR ULTIMATE AI LEVER

Each test adheres to a rigorous protocol; complete 
with clear hypotheses, defined timelines, robust 
control groups, measurable success criteria, and in-
depth post-test analytics. Results are not just 
captured; they are systematically integrated. Our 
teams proactively surface learnings through shared 
dashboards and comprehensive best practice 
repositories, transforming individual insights into 
scalable intelligence.

This framework enables us to target the right kind of 
testing, ensuring we invest our time where it will yield 
the most commercial clarity. The result is faster 
learning velocity, tighter feedback loops, and 
ultimately, more resilient growth systems.

It transforms Search into a dynamic learning 
ecosystem; one that improves not just campaign 
results but fundamentally enhances business 
decision-making. A key action here is to embed a 
culture of always-on experimentation across your 
paid media efforts. Design structured tests to validate 
inputs, refine strategies, and continuously evolve your 
system's performance, ensuring faster learning and 
adaptation.

For many of our clients, experimentation has become 
the compelling business case for growth. It helps 
unlock vital investment headroom, builds unwavering 
confidence across finance and commercial teams, 
and effectively de-risks innovation by grounding 
decisions in validated outcomes, not intuition.

DLG without experimentation is mere guesswork. But 
with the right test design, the right feedback 
mechanisms, and the right operating model, 
experimentation becomes a powerful force multiplier
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Implementing Demand Led Growth can 
inevitably surface common friction points, 
particularly in organizations still structured 
around fixed budgets, legacy KPIs, or rigid linear 
investment models. We consistently observe 
five recurring themes that must be skilfully 
navigated:

(1) Proving Incrementality: Beyond Last-Click. 
Many stakeholders require undeniable 
confidence that additional investment is driving 
genuine, incremental returns—not simply re-
attribution of existing value.

• Your Action: Move beyond last-click 
attribution. Leverage Google Ads' built-in 
experiments for geo-lift tests or custom 
experiments. For larger brands, advocate for 
Marketing Mix Modeling (MMM) to 
understand true channel contribution. 
Present data that isolates incremental value, 
not just reported conversions.

(2) Unlocking Budget Flexibility: Your New 
Financial Playbook. DLG thrives on budget 
elasticity. However, transitioning from rigid 
budget frameworks can understandably feel 
risky. We strategically de-risk these 
conversations through detailed scenario 
modelling and carefully phased rollout 
strategies; meticulously building commercial 
confidence before scaling. Assembly 
approaches this by working with clients on 
several key fronts:
• Your Action: Creating a 'flex budget’. We 

often advise creating a 'flex budget' that is 
+20% more than the initially allocated 
amount. This ensures your teams have 
built-in agility to respond to unexpected 
demand surges without needing immediate 
re-approval.

At Assembly, we do not just operationalize DLG; we 
actively help clients navigate the organizational 
change that accompanies it. Because strategy 
without alignment is, quite simply, just theory

7: CONQUERING THE 
HURDLES. PRACTICAL 
SOLUTIONS TO COMMON DLG 
CHALLENGES

(3) Evolving from 'weekly' to 'quarterly' budgets: 
Shift the focus from rigid weekly budgets to more 
flexible quarterly allocations. This allows for 
natural peaks and troughs in demand. Underspend 
in one week (due to lower demand) can seamlessly 
flow into future weeks, maximizing capture when 
demand is high.

(4) Setting up regular marketing & finance reviews: 
To build confidence and transparency, facilitate 
monthly or quarterly joint marketing and finance 
reviews. These sessions provide a crucial forum to 
demonstrate how flexible spend aligns with real-
time demand signals and contributes to overall 
business objectives, ensuring 'spend does not go 
crazy' and fostering deep trust.

(5) Fostering Cross-Functional Alignment: 
Speaking the Same Language. Search now 
inherently touches product development, data 
strategy, finance, and brand positioning. To build 
seamless alignment, we collaboratively develop 
Media KPI frameworks that effectively translate 
platform performance into clear business 
language. Our comprehensive discovery process 
meticulously builds the internal case for change.
• Your Action: Break down silos. Initiate regular 

meetings with sales, product, and finance 
teams. Develop shared KPI frameworks that 
translate your campaign metrics (e.g., 
conversion value) into their business metrics 
(e.g., revenue, profit). Prepare reports that 
highlight business impact, not just media 
efficiency.
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Demand Led Growth is not a fleeting trend; it is a 
foundational strategy for the AI-powered decade 
ahead. What today feels progressive will very soon 
become operational table stakes.

At Assembly, we foresee three irreversible shifts on 
the horizon, and how they impact you:

(1) Multi-Modal AI and Generative Interfaces: Your 
New Creative Canvas. Search is evolving far beyond 
text. As Google states, 'AI Overviews and AI Mode do 
not just respond, they anticipate.' These, along with 
voice search, visual search, and generative formats, 
will profoundly reshape how users discover, decide, 
and buy.
• Your Action: You will need to think beyond text 

ads. Your creative assets (images, videos, audio) 
will become even more critical. DLG ensures your 
campaigns are responsive across every critical 
multi-modal touchpoint. 

(2) Privacy-Safe Predictive Measurement: Your New 
Data Advantage. As third-party cookies fade, 
measurement will increasingly depend on robust 
modelled insights, precise predictive signals, and 
secure data architecture.
• Your Action: You will rely less on individual user 

tracking and more on aggregated, privacy-safe 
data. DLG already meticulously prepares you for 
this future; through privacy-resilient tracking and 
advanced long-term value modelling. Focus on 
collecting and activating first-party data.

(3) Cross-Functional AI Fluency: Your Expanded 
Influence. Future growth leaders (from CMOs to 
CFOs) will require a shared language of 
experimentation, ROI, and marginal investment logic. 
DLG becomes the unifying framework that seamlessly 
connects media, measurement, and finance.
• Your Action: Your role will expand beyond media 

buying to strategic consultation. You will be 
equipped to not just use platforms, but to actively 
train them, and to translate media performance 
into clear business outcomes for executive 
stakeholders.

Demand Led Growth is not just how we work; it 
is how we proactively future-proof our clients for 
what is next. 

8: THE FUTURE-PROOF 
PRACTITIONER. LEADING 
WITH AI

To comprehensively prepare clients for this 
dynamic future, Assembly is making significant 
investments in:

• Executive education and specialized training 
through our Paid Search Academy & 
Masterclasses.

• Advanced signal design and innovative 
creative testing via proprietary technology.

• Our proprietary STAGE platform and 
comprehensive AI Audits.

• A rapidly growing repository of best practices 
through the ‘Way of Search’ derived from 
hundreds of live experiments.
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Let’s cut through the noise. There are common 
myths circulating about modern Search and AI, 
and in turn DLG. Here is our truth…

Myth: "Demand Led Growth is just a way to get 
Google to spend more."

Reality: Nope, not if you do it properly. DLG is 
about smarter spending, not more spending for 
its own sake. It is about aligning every dollar to 
real, measurable demand and proven incremental 
ROI. Our flex budgets and rigorous incrementality 
testing ensure investment is optimized for 
profitable growth, not just volume. It is about 
maximizing efficiency and effectiveness.

Myth: "AI takes away control from marketers; we 
become irrelevant."

Reality: This is fundamentally wrong. AI takes 
away manual tasks, not control. Your role shifts 
from tactical execution to strategic influence. You 
become the architect who designs the systems, 
feeds the AI with superior data and creative, and 
interprets the results to drive business outcomes. 
DLG empowers you to train the platforms, giving 
you more strategic control than ever before.

Myth: "Flexible budgets mean uncontrolled 
spending; it will go crazy."

Reality: This is a common fear, but it is unfounded 
when DLG is implemented correctly. Our 
approach to flexible budgets is built on 
governance and confidence. We use scenario 
modelling, phased rollouts, and, critically, regular 
joint marketing and finance reviews. This 
transparency ensures every spend decision is tied 
to real-time demand and validated business 
objectives, preventing runaway costs.

Myth: "DLG is only for huge enterprise brands 
with massive budgets.”

Reality: While enterprise brands benefit 
immensely, the principles of DLG are scalable.  

9: MYTHBUSTING. 
DISPELLING COMMON 
MISCONCEPTIONS

The core idea of aligning investment to demand, 
using data to inform AI, and constant 
experimentation applies to businesses of all sizes. 
Our maturity model helps any brand, regardless of 
scale, identify their starting point and build towards 
a more demand-led approach.

Myth: "AI means less human strategy; my job is just 
to press buttons."

Reality: This is a dangerous misconception. AI 
amplifies strategy, it doesn't replace it. Your 
strategic thinking (in defining objectives, designing 
inputs, interpreting complex results, and iterating) 
becomes more valuable. The "buttons" are still 
there, but your intelligence is what makes them 
effective. You are the conductor of the AI orchestra.

Myth: "I need a perfect data setup and tech stack 
before starting DLG."

Reality: No one has a "perfect" setup from day one. 
DLG is a journey, not a destination. You start where 
you are, focusing on optimizing the data and signals 
you do have. The "Intelligence Loop" is designed for 
continuous improvement. Begin by cleaning up 
existing data, implementing foundational tracking, 
and then iteratively enhance your tech stack as your 
DLG maturity grows. Progress, not perfection, is the 
goal.

Myth: "Demand Led Growth is just another name for 
Demand Generation."

Reality: This is a critical distinction. Demand 
Generation traditionally focuses on top-of-funnel 
lead volume. DLG, however, is a holistic operating 
model that spans the entire customer journey, from 
initial intent to post-conversion value. It's about 
activating and expanding measurable demand 
directly tied to commercial outcomes (e.g., SQLs, 
revenue, CLV), not just filling a pipeline. While 
Demand Generation tactics may be part of a DLG 
strategy, DLG is the overarching framework for 
profitable, systemic growth in the AI era.



CONCLUSION
Demand Led Growth is more than a framework; it is the fundamental 
philosophy reshaping how modern Search Ads campaigns should be 
managed. It redefines Paid Search from a tactical cost centre into a 
responsive system of growth; one that adapts to market signals, 
evolves through experimentation, and aligns investment with real 
commercial opportunity.

In an AI-led world, where automation can both empower and 
obscure, DLG empowers brands to take back control. It equips 
teams to not just use platforms, but to train them, leveraging tools 
like Smart Bidding Exploration & more. It is about moving beyond 
simply collecting data to actively activating it, and from merely 
measuring efficiency to strategically modelling future growth.

At Assembly, we believe that the brands who embrace DLG today 
will lead tomorrow. 

This is about building a more intelligent, accountable, and 
sustainable growth engine. An engine that uniquely blends human 
strategy with AI intelligence, designed not just to prepare for the 
future, but to actively define it.

Together, we are finding the change that fuels growth for our clients. 
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