HERH AT

GSP Social Science Review

A5 IZEEH (GEM) MENRKTEXNIAR
—&FCPCQ (,%’Liﬁ%k%%) IRt ERS
BIBIT

TIRH, P2, TH
1. B E# M A (L) ArRAS§, dbx;
2. LR E A i S A A TR 5], b
3. Lif)E BAz A A RN 3], Lig
DOI:10. 62836/ssr. v3n5. 1512

@ Global Science Publishing

BE: A AXAIHRIAEDNZLPABRAK “k” @ “BEL” HT, AIEEERGIER
RAEGHEZERTNRA MG R P2 R &3P A BRAFFE AKX 5 E4IL (GE0) &7k
MGG smit R, 253G TARBEES, B2 “MAHE4H” T—H(ENFZREZREN. K
S_7£GEM (Generative Engine Marketing, £ MR X 5|%E44) X T, #HCOPCQ (Cost Per Click
Quantification, 5%ﬁ$2%)z%ﬁ%&ﬁ CPCQgAZ S & AL & : AldE & S HALE) 5 — 1)
MAA “HBEVR”, mA “EAF27 ; HABOEBTTHRAET, ) ERLGFEMN “HME
W EE) AN REARET o ALKERR ST HRIEAEL, ME BEE—RELE—XHE
BE” ZESEREARR, BT “BRESURFE—SUEEE T —FFHN—FEBAE—HRE
PE” BGRACH IR, REA “AERAGARHQ” A G L AN BCPCAISATR R, Tt TR K 5 7 kit
AR. ALINA, CPCQEIRBAREFAIL R EA “SEMEL” @ “SHEH” 6970 X5k,

FEEE: AR X1 %% (GEM) ; CPCQ; SHmAE:; BRI D: Al L% oCPC

Research on the Quantitative Optimization Paradigm of
Generative Engine Marketing (GEM)

Yatao He', Jiwei Guo?, Li Ding®
1. Rose Interactive Network Technology (Beijing) Co., Ltd., Beijing;
2. Time Dialogue Brand Management Co., Ltd., Beijing;
3. Housi Information Technology (Shanghai) Co., Ltd., Shanghai

Abstract: Generative Al is driving information distribution from “retrieval” to “reasoning,” as Al answer engines
replace traditional search results pages as the new intermediary between brands and users. Existing research on
Generative Engine Optimization (GEO) has laid an initial foundation but remains largely at the content-operation

level, lacking systematic theoretical construction of the paid-marketing dimension. Under the Generative Engine

EE NG TV, GEMLAL ISR e # B A

*48 - https://cn.sgsci.org/



FIEVESE: LI BEE G (GEWD BT e ——2E T-CPCQ CRiali A EAL) AR EE M 57 0T 7
Yatao He, et.al.: Research on the Quantitative Optimization Paradigm of Generative Engine Marketing (GEM)

Marketing (GEM) framework, this paper proposes CPCQ (Cost Per Click Quantification), a quantitative optimization
paradigm. Its core proposition is that the primary question of Al search advertising optimization is not “how much
to bid” but “what to quantify.” The paper migrates methodology from quantitative trading, constructs a three-layer
quantitative dimension system (answer layer, interaction layer, and transaction-intent layer), designs an optimization
closed loop (sampling, benchmarking, anomaly detection, strategy adjustment, and validation), and proposes a
“traditional metric + Q” naming convention for CPCQ indicators. The paper argues that CPCQ marks a paradigm
shift from bidding thinking to quantitative thinking in Al search advertising.

Keywords: generative engine marketing (GEM); CPCQ; cost per click quantification; quantitative trading; Al

search advertising;
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