Adlandia’s Digital Crusade:
How Google Battled 5.5
Billion Bad Ads

Al, Algorithms, and the Quest for a Safer
Virtual Realm

In the bustling digital metropolis of Adlandia, where pixels danced and algorithms
hummed, Google stood as the guardian of order. Its mission: to keep the virtual streets

safe for users, advertisers, and publishers alike.



The year was 2023, and the stakes had never been higher. Bad ads—those pesky,
intrusive, and downright deceptive banners—threatened to overrun the city. But Google
wasn't about to let chaos reign. Armed with its trusty sidekick, Generative Al, it set out

on a quest for improved ad safety.

Chapter 1: The Rise of Generative Al

Generative Al, affectionately known as Gemini, was Google’s secret weapon. Unlike its
rule-bound predecessors, Gemini had a flair for creativity. It could spot a bad ad from a
mile away, even if it wore a clever disguise. More than 90% of publisher page
enforcement now relied on machine learning models and LLMs (large language models).
Together, they formed an unstoppable duo, patrolling the digital billboards and

weeding out offenders.

Chapter 2: The Battle Against the Bad Ads

Google's ad safety report revealed staggering numbers. In 2023 alone, they thwarted
5.5 billion bad ads. These miscreants violated everything from trademark rules to

personalized ad guidelines. The top five policies enforced were:

1. Abusing the Ad Network: No more shady characters peddling dubious
products.

Trademark Violations: Knockoffs and impostors, be gone!
Personalized Ad Shenanigans: Tailored ads, yes; creepy stalking, no.

Financial Services Fiascos: Scammers, meet your match.

A

Legal Requirements: Even in the digital realm, laws mattered.

But the battle wasn't limited to ads alone. Scams and fraud lurked in the shadows.

Google unveiled two potent weapons:



o Limited Ads Serving Policy: A shield against lesser-known advertisers with
questionable track records. Their reach was curtailed, protecting unsuspecting
users.

e Misrepresentation Policy: Swift justice for bad actors. Accounts were suspended

faster than a click-through rate.

Chapter 3: The Restricted Realms

Restriction wasn't always a bad thing. Google knew this. So, they limited ads—6.9

billion of them—in specific content areas:

—

Legal Requirements: Lawyers and their fine print got a smaller stage.
Financial Services: No more get-rich-quick schemes.

Gambling and Games: A roll of the dice, but not everywhere.

Adult Content: Keep it behind closed doors.

Copyrighted Material: Fair use, not abuse.

Healthcare and Medicine: Trustworthy advice only.
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Alcohol: A sip, not a flood.

These ads weren't obliterated; they were merely dimmed, like city lights during a power

outage.

Chapter 4: Election Year Vigilance

As election year loomed, Google tightened its belt. Political ads flooded screens, vying

for attention. To ensure voter trust, they:

« Verified ad content rigorously.
o Kept misinformation at bay.

e Shielded democracy from digital storms.



And so, Google stood tall—a digital knight in shining armor, wielding Al swords and
enforcing policies. Adlandia slept soundly, knowing that bad ads would meet their

match.

The end? Not quite. For in the ever-evolving landscape of Adlandia, new challenges
awaited. But Google, with its Al allies, was ready. And so, the saga continued, one click

at a time.

And that, my friend, is how Google blocked 5.5 billion bad ads and kept the digital streets

safe. 36 Q O



