MHTargetSmart

Welcome to the

Media Buying Platform.
To get started, find the
steps below to get your ad
|campaigns up and running.
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GETTING STARTED



First Things First

Log In

To Log in to the Media Buying Platform go to

Once you have logged in, click Media Buying Platform.

Q Quick Navigate

This guide will highlight each section and go over how

to build and manage your campaign.
3 & @

Media Buying Platform WIRE
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My Profile /| MFA Resources
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https://my.targetmart.com/

Create an Advertiser
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To edit the advertiser, click Advertisers on the Setup menu. Find

the Advertiser you created, click it. You can scroll through the

advertisers using the arrows at the bottom left. They are sorted in the

order they were created. Or you can use the search box in the upper

left. Edit the information you need and click Save.
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OR follow these steps:

1.

From the Media Buying Platform menu, select

Setup, Advertisers then New Advertisers.

Move through the prompts that appear, begin
by filling out the Advertiser Name field.

Then in the Website field enter the URL for
the advertiser, be sure to include https:// in
the URL.

From the Category dropdown select the ads

you will be running.

Confirm your Time Zone from the next

dropdown. This is required.

Select any Sensitive Categories if your
campaign is related to more sensitive topics
such as gambling, tobacco, cannabis, etc.
This will allow those types of sites to be

included in your supply.

Click Create.


https://www.loom.com/share/de7a52f969424bd7a8e61503cebaacc4

SETTING UP CREATIVE



Loading Single Creatives

All creatives related to Political Topics or Sensitive Categories uploaded into The Media Buying Platform will be

reviewed for acceptable content within 24 hours. Disclaimers are required on all Political Ads. Digital Ad disclaimer laws vary by

location. All disclaimers should be reviewed by the client’s counsel.

o,

Display Creative

New Creative

Watch the Video Tutorial:

OR follow these steps:

1. From the Media Buying Platform, select
Setup, then New Creative under the Creatives

section.

2. Move through the prompts that appear, begin
by entering the Name of the creative element.

3. Be sure your file name includes your
campaign name and the dimensions of the
file ifitis a png orjpg. (Example:
Testing_Ad_160x600)

4. Choose Display as the creative category from

the Type dropdown menu.
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*For more info on loading creative files vi

isit this support article Link

See Acceptable Sizes

Creative Display

Hosted File Third party URL

Upload File ()

Choose File | No file chosen

Landing Page URL

hitps: fiyour-domain.com

HTML Creative

.. Yo )


https://www.loom.com/share/0d10f75935f2441482a801e5301a6585
https://www.loom.com/share/0d10f75935f2441482a801e5301a6585

5. Then select the Advertiser that will use this
creative element.

6. Upload the creative art files into one of the
following options:

If you have a Hosted Creative file:

Select Choose File and then select your file
from your computer. Then click Upload. In the
next field add the Landing Page URL for the

creative, be sure to include https:// in the URL.

If using a Third-Party Creative Server:

Enter the VAST tag HTML content into the
Third-Party URL section. Then enter the
dimensions of the creative. If you have a
placement ID associated with the tag, you can
enter it under Third-Party Placement ID and
the data will show in your third-party reports.

Version 2.0.0

https:/fyour-domain.com

Third party URL

https:/lyour-domain.com

3P Placement ID

CONTINUED »



Create a zip folder containing 2 files. One
index file and one folder labeled images
containing the creative files you want to load.
Use {CLICK_URL} macro to track clicks.

Hosted File Third party URL HTML Creative

HTML Content
Packaging Requirements when uploading HTML Text
HTML5 creatives:
e Include all required assets (HTML, -
JavaScript, CSS, images, fonts, etc.). Upload Zip File ()
NoﬁLechosen
e Ensure all file references use relative Do -
paths. 120x60

e Upload creatives as a ZIP file.

e The ZIP file should contain the

index.html file at the root level.

e Do not nest the index.html file within ~

Name Type
addlthhalfOldeI’S. images File folder
i index Microsoft Edge HTML Document

e Addthe following parameter to the
iFrame or JavaScript source URL:
click={CLICK_MACROQO};

Version 2.0.0
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~ew Creative

*For more info on loading creative files visit this support article Link

Type
Video

Advertiser

Choose One

Creative Video

Hosted File Third party URL

Upload File (0
No file chosen
Landing Page

URL

Video Creative

. Enter the name of the creative, select Video as

the creative category from the Type dropdown

menu.

. Then select the Advertiser that will use this

creative element.

. Select one of the 2 methods to upload your

file as mentioned in the previous page,
Hosted File or Third Party URL.

. Inthe next field add the Landing Page URL for the

creative, in
the URL.

. Enter the VAST tag HTML content into the

Third-Party URL section. If you have a
placement ID associated with the tag, you
can enter it under Third-Party Placement ID and
the data will show in your third-party reports.

. Click Create.



Audio Creative

1. Enter the name of the creative and select Audio

The following are the specifications on the audio ads:

as the creative category from the Type dropdown

menu. .. e
Type Description Specifications
2. Then select the Advertiser that will use this
creative element. MP3
at least 128
3. Select Choose File to select your file from your kbps; MP3 files must be
device. Then select the language of the ads. . Audio file constant bitrate (CBR)
Music, describin not variable bitrate
4. Inthe last field add the Landing Page URL for the Sound, productsg (VBR). Trimmed of
audio ad which the publishers require. and Voice services,,and slate/silence.

Tracks sound effects 151060
5. In the next field add the Landing Page URL for ' seconds (15 and 30
seconds are most

the audio ad which the publishers require.
used).

6. Click Save.

Pieces of code
added to websites

W et
and mobile apps
- to collect and .
1x1 pixel only
= . analyze several
- Tracking types of data such
nnnnnnnnn Codes P . Audio impression and
=== as conversion, .
HHHHH . quartiles.
=3 audience,
R acquisition, and
E m behavioral data.
v
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- Native Creative

e 1. Enter the Name of the creative element.
M 2. Choose Native as the creative category from the
Srmeore B0 Type dropdown menu.
— 3. Select the Advertiser that best applies.

4. Add the sponsor’s name to the Sponsored By field.
— IR |

5. Add the Landing Page URL for the creative, be sure
L ‘ to include https:// in the URL.
D 6. Create your Headline, it must be 55 characters or

less (min 5), including spaces.

7. Add a Description for the Creative: 120 characters

SCA Wildland Fire Academy or less (min 5), including spaces

The Student Conservation Association (SCA) is the largest

provider of hands-on environmental conservation . . . . .
programs for youth and young adults. This year, the SCA 8. Upload File by clicking Choose File. Make sure it’s a

is teaming up with the U.S. Forest Service to confront the

current climate-driven wildfire crisis by launching the static image under 5MB with the size of 1200)(627’

inaugural SCA Wildland Fire Academy coming Fall 2023.
® yeemne 800x600, and 600x600.

9. Click Create.

Sponsored by Student Conservation Association

Version 2.0.0 11



Loading Bulk Creative

All creatives related to political or sensitive categories uploaded into The Media Buying Platform will be reviewed
for acceptable content within 24 hours.

Sensitive categories include: Alcohol, Cannabis, CBD, Cosmetic Procedures and Body Modification, Drugs and

Supplements, Firearms, Free Gifts, Quizzes and Surveys, Gambling, Get Rich Quick, Ringtones and Downloadables, Sexual and
Reproductive Health, Tobacco and Smoking.

Disclaimers are required on all Political Ads. Digital Ad disclaimer laws vary by locality, city, state, etc. All disclaimers
should be reviewed by the client’s counsel. Example: Paid for by Friends of Senator Smith.

Selecting Files

Watch the Video Tutorial:

Bulk Upload Creatives

Upload multiple files, including images and videos, for bulk creative uploads. (Max file size: 256M)

Or use these directions if you have multiple creative

*Only Supported formats: JPG, JPEG, PNG, GIF, ZIP for Images. | MP4, AVI, MKV, MOV for Videos. | MP3 for Audios.
*For more info on loading bulk creative files visit this support article Link

ad file types you want to load for one or more

Choose Files@ No file chosen

Advertisers for display and video files, not html.

w 1. From the Media Buying Platform, navigate
_j to Creatives then select Bulk Upload. Click

on Choose Files.

Version 2.0.0 12
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New folder

Name

Bulk Creative Spreadsheet

@ Display Ad 1

E] Display Ad 2

©| Sample Video -06
©| Sample Video -30
© Sample Video-15
i Testing_Ad_Video

E[L Testing_Campaign_320x480

File name: | "Sample Video-15" “Display Ad 1" "Display Ad 2" "Sample Video -06" “Sample Video -30"

Date modified

1/18/2024 11:55 AM
6/9/2023 1:48 PM
6/9/2023 1:47 PM
1/22/2024 1:04 PM
1/22/2024 1:04 PM
1/22/2024 1:04 PM
2/20/2024 11:26 AM

6/9/2023 1:47 PM

*Select the Advertiser in the first row, and choose the "Select for All’ option to apply the same advertiser to all rows

“Type the URL in the first row, and choose the ‘Copy for All’ option to apply the same url to all rows

°URLs must start with ‘https:/"

“Dimension must be required for "HTML Zip Upload" creative

*Language must be required for "Audio” creative

Name
Display Ad 1
Display Ad 2
Sample Video -06
Sample Video -30

Sample Video-15

Version 2.0.0

URL

https:/fyour-domain.com

https:/fyour-domain.com

https:/fyour-domain.com

https:/fyour-domain.com

https:/fiyour-domain.com

Type

Display

Display

Video

Video

Video

Type

Compressed (zipp 496 KB
PNG File 26 KB
PNG File 26 KB
MP4 File 17,342 KB
MP4 File 75,111 KB
MP4 File 38,581 KB
Compressed (zipp.. 130911 KB

PNG File 60 KB

| Custom files

Upload from mobile Open Cancel

Dimension/ Language ~ Advertiser

Cat Depot Charities

Cat Depot Charities

Cat Depot Charities

Cat Depot Charities

Cat Depot Charities

Select all the creatives you want to load.
Click Open. Then Upload.

Enter the click through URL for the creatives.
If they’re all the same, click the box at the top
of the URL column that says Copy for all.

Double check all the Creative Types and
Names in the columns are correct for the

type of file loaded.

Select the Advertiser for the creative. If
they’re all the same, check the box at the
top of the Advertiser column that says
Select for All.

Click Upload.

x

>
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Review and Edit Bulk Creatives

Reviewing Bulk Creatives

1. From the main menu, go to Media Buying
Platform, then All Creatives.

2. Click the red eye icon to see the active

campaigns that contain this creative file.

3. Click the pencil to edit the creative’s name,
URL, and add any 3rd Party Trackers. If you
can’t see the preview, turn off ad blockers.

4. Add any Third-Party Tags:
You can click back into the creative after
saving it to add the Third-Party Tag including
https:// and select a Third-Party Tracker to

track clicks.

Make sure the is
included in the tag so we can also track the

clicks.

You can test these links in the summary page
of the campaign setup before launching

a campaign.

Version 2.0.0
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Bulk Edit Clickthrough URLs

ID Creative Name

Display Ad 1

Display Ad 2

URL

https://testing.com

https://testing.com

Bulk Editing Creatives

1.

From the main menu, go to Media Buying
Platform, Setup, then All Creatives.

. Select the creative files you want to edit, then

click the Bulk Edit button.

. Update the URLs you need to change and

click Save.

To archive creative files in bulk, go to Media
Buying Platform, Setup, then All Creatives.
Select the creative files you want to archive
and then click the button at the top right that
says Archive Selected.

. To unarchive, you can select the icon that says

View Archived, select the creative files you
want to unarchive, and then select Restore
Selected.

15



SETTING UP SUPPLY CUSTOMIZATIONS



Create Deals

We recommend you contact us to assist

in creating deals.

© 00 N oo O »~ O

. From the main menu, select Media Buying

Platform, Setup, then New PMP under the
Deals/PMPs section.

. When creating the deals, only create Display

deals for Display campaigns, Video deals for
Video campaigns, Audio deals for Audio
campaigns, and Native deals for Native

campaigns.

. Enter the Name of the Deal with No Spaces.
. Enter the ID from the Supplier.

. Enter the dates for the Deal to Start and End.
. Select the Seller.

. Select Deal Type (Market or Fixed)

. Enter the Price from the Supplier.

. Click Create.

Version 2.0.0

Q@ @ Jennifer Sandoval

123456
12/31/2025 B
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Allow/Block Lists

Type Value

Domain
Domain
Domain
Domain
Domain
Domain
Domain

cnn.com
msnbc.com
nytimes.com
washingtonpost.com
theatlantic.com
huffpost.com
salon.com

Name
Name
Name
Name
Name
Name

Type Value

COM.PINGER.TEXTFREE
COM.PINGER.TEXTFREE
COM.ANDROID3_2023
COM.MINGLE.DATEINASIA
COM.INNOVATE.INDIASOCIAL
COM.INNOVATE.KOREASOCIAL

Bundle
Bundle
Bundle
Bundle

Type Value

1529988919
1020608293
1596466863
6464451134

Version 2.0.0

Creating Allow/Block List

1. From the Media Buying Platform, navigate
to Setup, Allow/Block Lists, then New List.

2. Enter the name of your List.

3. Select if it will be an Allow list, which is a list of
publishers to be the only ones serving the ads
(very limiting). We recommend creating a Block
list which instead blocks ads from being served
on that list of publishers and still allows the
ads to be served to the supply package and/or
open internet (serving more ads than an allow
list).

4. Enter a description of your list.

18
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New List

Block List Name

Type
Block

Description

Description

*Only supported CSV format for List

File (0

Choose File | No file chosen

- Yol

5. Choose your file to load.

File should be a .csv with the first column
named Type and second column named
Value. For Websites: Enter Domain under the
Type column (the type is case sensitive, so
make sure “D” in domain is uppercase) and
under the Value column put the website you
want to allow or block.

Make sure to remove the https://www. For
Apps: Enter Bundle into type for a bundle id,
or Name as type for application names that
don’t have bundle Ids and usually have
“Com.” atthe beginning. You can create one

list for all 3 types.

6. Click Create.

Editing Allow/Block List

1.

From the Media Buying Platform, navigate
to Setup, Allow/Block Lists, then All Allow Lists
or All Block Lists.

. Select the Supply list you want to edit.

. Make your edits. Then click Save.

19



Create a SWYM Supply Package

1. Click Media Buying Platform, Setup, then SWYM
Supply Control.

2. Enter the name of the Supply Package.

3. Select the Agency.

IS

. Select the Category for the package, Standard or
Political.

. Select the KPI goal for the supply.
. Select the Media types for the ad creative.
. Select the country for geo-targeting.

. Select the viewability goal.

© 00 N o O

. Select the SSP(s) to create the deal with.
10. Enter the Start and End Dates for the package.
11. Click Next.

12. Review and confirm your supply package
configuration, then click Create Deal Package.

13. Then when you set up your campaign, make sure
you select ONLY this SWYM supply package to make
sure the campaign KPIs perform as configured.

Version 2.0.0

eeeeeeeeeeeeeee

uuuuuuuuuuuuuuuuuu

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn
aaaaaaaa

MMMMMMMM

‘‘‘‘‘‘‘‘‘

uuuuuuuu

mmmmmmmmmmmmm

SWYM

SWYM

‘‘‘‘‘‘‘

[E—

20



Create Streaming Package

ming P ek
1. Click Media Buying Platform, Setup, then under s

Audioc Q) Video

the Streaming Packages section select New e trcaming ackage _—

Package Name

Package. | e

© Audio Video Publisher Networks
2. Select if this streaming package is for Audio or r—

[ Select All

Video ads. Publisher Networks R

Search publisher networks + [ Comedy 5

3. Enter the name of the Package. We suggest el ' » ) Documentary Since / Edcaona

» () Drama / Scripted Entertainment (13
» [ AWl 23

naming it after your campaign for reference. A

» [ Music 2]

» [ FAST (8
» () General Entertainment (Broad) (12)

4. Select the Publisher Networks you would like e - O e Rt
to include in the deal. v S——
- eartRadio 11 + [) Mavies / Premium (3

5. Click Create.

Create
Create

Version 2.0.0 21



Create a WIRE Retargeting Audience

ew WIRE Segment < Backto All WIRE: Sogments

Segment Name Domain

uuuuu Days in segment

Version 2.0.0

1. Go to Media Buying Platform, then WIRE

Segments to create the audience retargeting
segment associated with a website pixel
initially created in WIRE. Click New WIRE

Segment.

. Enter the name of the segment, the domain you

have entered into WIRE for tracking, the URL
pages you want to track with https:// and only a
comma separating each URL page and select

the Agency the retargeting audience is for.

. Enter days in segment to enter how long you

want the audience to have been part of the
segment in WIRE. Example, if you enter 90
days, the segment will be created with any
households that have accessed that website in
the last 90 days from the segment being
created in the DSP. It’s updated daily with first
in and first out criteria, so if today you make a
segment to include all who accessed that site
90 days from when this segment was created,
the next day new visitors would be added for

22



AAll WIRE Segments

Nome

temp test joe.

WIRE Test 100

WIRE Test 101

WIRE TEST 2002

Resultsperpage 25 v

Version 2.0.0

Avdience Segments

My Segments
Consumer
Voter
TargetSmart
NAR

Wire Retargeting
Baked Audience
Retargeting
Data Store
LiveRamp
Political Interest

Consumer Intelligence

HEEIEEEEEOEEE

Keyword Segments

() Refresh

the next day and the oldest would drop off the

segment.

4. Click Create.

5. To see the WIRE segment audiences you made,

click AWWIRE Segments under the Wire

Segments menu.

6. To find the WIRE segment audiences when
creating a campaign, look under Wire
Retargeting in the Audience Segment list. To
see the WIRE segment audiences you made,
click AWWIRE Segments under the Wire

Segments menu.

23



Keyword Segments

You can create a segment based on keywords that are searched by a user with our Keyword Segment tool.

1. Navigate to Media Buying Platform, then Keyword

Segments.

2. Enter the keywords in the search box. The results
are based on the average search volume for the
last 24 hours.

3. Select the keywords you would like to include in
your segment, then click the bottom right green
icon labeled “Add as Segment.”

4. Name your segment, then click Create Segment.

5. This segment will be in your campaign setup
located in the Audience tab under My Segments.
The segment will take 24 hours to fully populate.

Version 2.0.0

w Keyword Segment
a Keyword Explorer . Selected Keywords €
Warini Q Search o a o 238.7k 78
= war with irs
 Keyword carc Popularity
) sthe s o war with i (@ 10100 —
© arewe atwar withivan ¢ a0 —
@ varinin sk —
O rnieret P
O st eur a0
) iran war 105
O i lersetvar s
B

: PrTT—
o @rssses @

a Create Segment X
3 keywords selected

Segment Name *

|. War in Irar‘

Selected Keywords (3)

is the us at war with iran 101.0k ® are we at war with iran 80.6k ®

war iniran 57.7< ®

@ Disclaimer: Keyword-based segments are populated gradually.
Data will begin appearing after the daily keyword scan and
will continue to increase over time.

24



Rate Card

1. To check on what CPM would be best for an ad

campaign, you can check the Rate Card. : =
2. Click Media Buying Platform then Setup.
3. Navigate to the Rate Card at the bottom. (The
Rate Card can also be found at the top right
corner of the Supply and Inventory section of a
campaign setup).
4. Select the Supply Package Type (Standardor ™" ) ) “
Political packages). Select the Package Name.
5. You can look through the publishers associated
with that supply package, or search for specific R - - E
ones using the Publisher Name search box at : Foxmuan o T S
the top righ. _—===
? Inac sporrs o0 mas 00 sandwdcrv
6. This list will display the recommended CPMs - R
based on the median we are seeing across all § m 55%
our campaigns and publishers for the supply M z m m “%
packages that is updated daily. | - Tt

7. Select the Download button at the top right to
download an XLS file of the list.

Version 2.0.0



THE AVAIL GENERATOR



Avails Request Generation

Creating a New Avails Request
Watch the
Or follow these steps:

1. Click Media Buying Platform, then Avail
Requests, and then New Avail Request.

2. Type the name of the Avails Request.

lgew Avail Request.

| Basic Information

s 3. Select the Creative Type. Then click New Flight.

| Fuights ® (Aeostone fight s reuird o submit an ava e

+ New Flight

4. Enter the flight name, dates, CPM, Frequency,
Recency. Other options include: Budget
Restraint (a spend cap on the flight) and
Optimize Reach (which limits the impressions to = e
1 per flight, 1 per hour). Then click Add Flight. 7

Version 2.0.0 27
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5. Select the Dayparts the campaign would run and the
Time Zone. You can select from preset options, or
manually select the times in the chart.

6. Select the Geography for the campaign. At least
choose the country, if you’re not wanting to limit

‘‘‘‘‘‘‘‘‘

the geography anymore than that. Audience

Zip Code

geography indicates where the audience lives,

nnnnnnnnnnnnnnn

cccccccccc

and geofencing indicates a location the
audience’s devices are moving around.

7. Select the Audience to target.

Excluded Combination  Or

aaaaaaaaaaaaaaa
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2 Device Targeting

@ Device Targeting

8. Select the Device type.

Device Type
@ Desktop @D Mobile @ Tablet

. Select the Supply package(s) you want for the

campaign, along with any PMP deals, Allow/Block
Lists, the type of inventory to target, and any
streaming packages you would plan to target.

10. 10. Click Request Avails at the bottom. You will
receive an email that your avails request is

Al vl Rauests © e
oo e 5

complete by email. To find the Avails you’ve

Test Avol Grom 1.

requested, go to the Media Buying Platform menu,

click All Avails Requests. Then click Show Avails.

Version 2.0.0 29



11. You will see the maximum available impressions
based on the campaign setup. Next, you will find
the estimated impressions at the set budget. Then,
you will find the estimated households you can
reach. Lastly, you will have the option to select
Show under CPM chart to see the estimated
impressions available at different CPMs at your
set CPM and below.

12. If your planned setup looks good, click Create
campaign next to the avails request, and complete
the setup with your creative files. Then you can
select to start your campaign from there.

Version 2.0.0

Avails of the Flights

04 30

Flight Maximum Available Estimated Impressions at SpendGoal  Household

StartDate  EndDate Status CPM Chart
Reference Impressions Budget $) Count

2026:06~ |1 2006°05~ |5 BasrerinD 1123354 3200 31,878,553 Completed L Show

‘ Avails of the Flights

StartDate End Date

Flight
‘ Reference

2026-06-  2026-06-
04 30

CPM Threshold — Estimated Impressions

$175-$16 6,885767,441

100.0!

M
)00.0M
)00.0M
)00.0M

o

Maximum Available Estimated Impressionsat  Spend Goal  Household

Status CPM Chart
Impressions Budget ) Count

6,885767448 123,354 3200 31,678,553 compiered ([N

$2 $2.5 $3 $3.5 $4 $4.5 $5 $5.5 $6 $6.5 $7 $7.5 $8 $8.5 $9.25 $10 $10.75 $1.5 $12.25 $13 $13.75 $14.5 $15.25 $16

Max CPM ($)

Results perpage 25 v

® _ Show Avails
@ = Show Avails

> Create Campaign

> Create Campaign

alalQ

@

> Create Campaign
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BUILDING AD CAMPAIGNS



Building Ad Campaigns

Watch the Video Tutorial:

Definitions of Campaign Types

Includes every campaign in your system. The Start Campaign toggle is in Campaign Setup and the start
date is in the future.

Active campaigns serving impressions.
The Start Campaign toggle is off in Campaign Setup, you can edit

campaigns from this tab.
Active campaigns that are paused.

Campaigns that are past their end date. From this screen you can
search and clone campaigns

Clone an actively running

campaign S — o v s
You can clone an actively running campaign to set o — S— o |
up a similar campaign more quickly. Go to - — - : 9 :

campaigns, running, and click the copy icon to St
clone that campaign and update the specific details
for your new campaigns.
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nnnnn

New Campaign — Q2 CTV Campaign

Setup
Campaign Name *

Q2 CTV Campaign

Campaign Type * Budget Type

Video Spend

10 Number ()

Budget Amount ($) *

1,000

If you do not see the option to add a margin and need it for your

agency, please contact your client service representative.

Version 2.0.0

. From the main menu go to Media Buying

Platform, Campaigns, then New Campaign.

. Next, fill out the fields in the setup section,

starting with naming the Campaign.

. Enter any 10 number for billing under the

Reference/lO Number if needed. This is
optional but could be used as a good way to

consolidate reporting.

. Select Campaign Type: Video, Display, Audio,

or Native.

. Choose how you want to budget for the

campaign — impressions or spend.

. Enter your impression goal or spend amount.
. Select Advertiser you created.

. You can optionally enter a margin if your

agency has that setting active.
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Flight

1. Next fill out prompt list under flights,
starting by clicking New Flight.

2. Enter start date and end date of the flight.

3. Enter start time and end time of the flight.
Time is in 24-hour format.

4. Enter your ceiling price for the CPM (cost
per thousand impressions).

 Flights

5. Enter your budget for this flight. As a e st o capin ©
reminder, the sum of all your flight o
budgets cannot exceed the campaign " .
budget. You can enter up to 2 decimal s e

$ 2000 $ 1,000

places (Example 8.50).

Frequency Cap

6. Select the Frequency and Recency for the e
campaign. If you want to optimize reach,
toggle the Optimize Reach button, and the
frequency and recency will be set as 1 per
flight 1 per hour.

7. Click Add Flight.
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Dayparts

1. Toggle on Dayparts Scheduling. -
| Daypart Scheduting @
2. Choose the time zone if you want to override the time 7
zone set for the Advertiser. -
3. Next, choose a preset option or use the clear option and B e e e e e

manually highlight the times you want the ads to run.

4. Select Daily Pacing to manually select the percentage of
impression you want served at specific times. After you
select Daily Pacing, confirm you want to switch, then

select the time on the number line that you want to serve

ads, and type in the pacing percentage for that hour. You

will need to make sure all your percentages add to 100%. B

2 (-]
You can copy that schedule for the whole week by i °I° e
selecting the box that says “Copy this same schedule for ‘lecoccoecoe Illlllle 00000
every day.” If you prefer to have your campaign evenly S

serve ads throughout the campaign, switch back to
dayparts and select the schedule.
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Geography

1. Toggle on Geo Targeting.

2. Choose to target by Audience Geography or

target by Geofencing using the toggles are the
top of the page.

You can target by the Country/State/City,
Designated Market Area, District, County,

Urbanicity, Zip Code, or Point and Radius.

3. To include the targeted geography click the
green icon, to exclude click the red icon.

The inclusions and exclusions work across all
the geography types so you could target the
Washington, DC DMA and then go to the state
section and exclude MD, DC and WV to get

only northern Virginia.

4. If you want to load a file with several zip
codes at once that you want to target, select

, then create a spreadsheet with the
first column labeled zip in all lowercase or

the “z” can be capitalized and put a list of Zip
Codes below on each row as shown. Click If you need to delete the loaded zip codes, click the Clear Zip

once it’s loaded. Codes. To download the list, click Download Zip Codes.
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Audience Targeting

1. Toggle on Audience Segments.

2. If you are targeting a Custom Audience, you
will have a section called My Segments under
the Audience Segments. Click the V' icon to

include, or the ® icon to exclude a segment

eeeeee

for the audience.

| Included Combination  Or

3. Select whether you want the audience
combination of identifiers to be treated as
“and” or “or” when deciding who to include

and exclude. If you loaded a new audience
and don’t seeitin “My Segments” yet when

building the campaign, you can click the m e o i e
Refresh button if you want to check if it = ‘

showed up a few moments later.

4. Toggle on Ghost Bidding if you want to test
the behavior of the audience you selected in
your campaign. You would enter the % of
Audience to Retain in the Control Group, and
select the campaign to use as the control
group. This tool can only be applied to a

campaign with one segment.
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Device Targeting

1. Toggle on Device Targeting.

2. Next select a device type to run your Display,

Native, and Video campaigns:
Desktop
Mobile
Tablet
CTV

CTV Connected TV or OTT (over the top)
campaigns select all device types. If you are targeting a
specific language audience, you can select a language
in Browser Language. If you only want to target specific
types of operating systems, you can do that in the OS
Type section.

Version 2.0.0

2 Device Targeting

| Device Targeting @

Device Type
Desktop

0S Type

| Mobile

1) Tablet @ CTV
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Retargeting

1. If you want to make this campaign a
retargeting campaign, make sure you don’t
have any audience selected, and then toggle
on Retargeting.

2. Select the Running campaigns that you want
to retarget in the Deliver to Households
Exposed to Campaign section.

T om— 3

| Retargeting @

. If you want to make sure certain audiences

P who have seen another campaign

*To target the previ d ot retarget remove the selected campaigns in both fields, then add your segments back in the Audience Targeting section

e o houshotds exposet o Compignt this retargeting campaign, add those running

campaigns to the Do Not Deliver to

Do not deliver to households exposed to Campaign(s)

Households Exposed to Campaigns section.

This removes the Included and Excluded
segments from the Audience tab so that the
audience targeted is just the retargeting
audience. If you want to target the audience
segments again instead of retargeting, just
remove the campaigns from the retargeting
fields, then navigate to the audience targeting
tab to add back your audience segments.
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Supply Packages

1. Toggle on Supply & Inventory.

2. Select the supply package(s) that best
matches the type of campaign you are
running (Display, Online Video OLV,
Connected TV CTV, Audio, or Native).

, select
Standard and/or High Viewability supply
categories for the type of ad you’re running.
, select only the

political supply for your ad type.

3. If you have specific PMP (Private
Marketplace) Deals that you set up, you
can select those here.

4. If you want to fine tune your inventory to be
targeted to a certain allow list, you select

that next.

o We highly recommend you apply our Global Blocklists
5. If you want to limit inventory to only

that are updated daily to every campaign. Select the lists

Websites or Applications, you select that . .
that match the type of campaign you’re running.
under Inventory Type.
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6. If you created a Streaming Package, toggle
Streaming Packages on and select the
package you created.

7. If you want to limit your inventory to a
specific Supply Side Platform, you select
that next.

8. If you want to limit impressions to
publishers, you can enter the Max
Percentage by Publisher. The percentage is
based on the number of impressions if your
campaign is budgeted based on
impressions or the daily spend if your
campaign is budgeted based on spend.

9. If you untoggle the Toggle on for Supply
Packages Only, the ad will run in the open
internet, instead of our procured inventory.

10. If you want to check that you selected a
good CPM for the flight, you can click Get
Rate Card in the top right corner of this
Supply and Inventory section of the
campaign setup to download the daily
updated list of recommended CPMs based
on the median we are seeing across all our
campaigns and publishers for the supply
packages.
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u

o
Supply Package ID  Supply Package Name  Publisher Domain CPM

1 Standard Display
1 Standard Display
1 Standard Display
1 Standard Display
1 Standard Display
1 Standard Display
1 Standard Display
1 Standard Display
1 Qemmdard Nicnlaw

AZLYRICS.COM
ROYALCARIBBEANBLOG.COM
WBALTV.COM

COURTTV.COM
FAMILYDESTINATIONSGUIDE.COM
REFINERY29.COM
BUSINESSINSIDER.COM
WEARETEACHERS.COM

DEDFEMTARECAICTI ATAD MET

c r
CTVCPM App CPM




Creatives

© Creatives

Creatives @)

Select Creatives

(0 Select All (8]

Version 2.0.0

. Toggle on Creatives.
. Next, click Add New.

. Select all creatives you loaded to your

advertiser and then click Add.

. Assign each creative element to a

specific Flight and Data Segment.

To apply the same flight or segment to all
creatives, click the “Select All Flights”
and/or “Select All Segments” to make all
the creatives have matching flights
and/or segments.

. Share of Percentage Toggle: By turning

this on, you are given additional
flexibility with the creative. You can
allocate more delivery to common sizes
or use this as an opportunity to perform
A/B Testing.
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Summary

1. Review your Estimated
Audience Size to determine if
you will reach enough people
or adjust your geo/segments to
increase your reach.

Size

2. If all the settings look good, " {rvepey

& Refresh Count ] @ Estimated Audience is based on current Geo & Audience settings and may fluctuate with audience updates.

useh

toggle on Start Campaign.

3. The campaign is now in

Pending Launch section until it

launches then will be in the EiSSEme

Running Campaign section.

The campaign will launch based on the date and time entered in your flights. If

you do not toggle on “Start Campaign” and click done your campaign will remainin In

Development status and will NOT launch until you toggle on “Start Campaign”.

Version 2.0.0
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Campaign Setup Checklist

Advertiser Setup: Geography Setup:
v" Be sure to enter the website, select the correct time v" Make sure your geography settings are correct.
zone, category, and sensitive categories to include v Select the Audience Geography toggle to apply

for Advertiser. geography settings to the specific audience segment

Campaign Setup: from the Audience Targeting tab.
v Select the Geofencing toggle to target devices in a
v" Make sure you select the correct budget type, selected geography.

advertiser, and total campaign budget. ) ) )
v If using Point and Radius, make sure you enter an

Flights Setup: accurate address and select a value for the radius.
Do not leave it at 0.
v" Make sure the sum of all the budgets of each flight
do not exceed the overall budget from the previous
set-up tab.

v" Click the pin to see the address and radius that was
previously set.

v" Double check your Frequency and Recency caps. Audience Targeting Setup:

v" Check your CPM to make sure it’s reasonable for the v" Make sure you have the audience segments selected
type of campaign running. if you are selecting specific segments.
Dayparts Setup: v Make sure you choose “OR” for the audience
combination not “AND” or you will limit your ad
v Make sure you have the times selected in green when serve, unless you intentionally want to use the AND
you want the ads to run. setting.
v" Double check the time zone for the ads. Device Targeting Setup:

v" Make sure the correct devices are selected that you
want to target.

v" Choose all for OTT (over the top) campaigns.
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Retargeting Setup:

v

Make sure you have the active campaigns selected
you want targeted if you are setting up a retargeting
campaign.

Supply Setup:

v

<

Make sure you have all the supply packages or PMPs
(private Marketplace) set up for you that matches the
type of campaign you are running (Display, OLV
Online Video, CTV Connected TV, Native, or Audio).
Only select Political Supply for political campaigns.

Make sure you have your allow/block lists selected if
you are using them.

Add the Global Blocklist.
Make sure your streaming packages are correct.

Make sure to leave the toggle on to run ads only on
the selected supply packages or turn off to run on
the open internet.

Use the Get Rate Card button to check
recommended CPMs.

Version 2.0.0

Creatives Setup:

v" Make sure you have all the creatives assigned to a
flight and data segment if you are targeting a specific
audience segment.

Summary:

v Check the estimated audience size to see if it’s
acceptable for what you’re looking for.

v" Double check each section once more before
launching.

If all the settings look good, toggle on “Start Campaign” and
click Done at the bottom to put the campaign in “Pending
Launch” status. The campaign will launch based on the date

and time entered in your flights.
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MANAGING AD CAMPAIGNS



Reporting

& Reporting Views

Access and analyze campaign reports.

o @

Live Done

Running Reports Completed Reports

Reports for currently running campaigns. Reports for completed campaigns.

- =
= E
Analyze Insights

Custom Report Campaign Metrics

Build and analyze custom reports Detailed campaign performance metrics

- -

Types of Reporting Views:

O

Running Reports: Reports for currently running
campaigns.

Completed Reports: Reports for completed
campaigns.

Paused Reports: Reports for paused campaigns.

Scheduled Reports: Create and manage scheduled
reports.

Version 2.0.0

Reports for paused campaigns.

b2 @
Hold Planned

Paused Reports Scheduled Reports

View and manage scheduled reports.

=3 =%
Data Internal
Match Rate Report Pacing Report
ce match rate performance Track campaign pacing and delivery.
- >

Custom Report: Build and analyze custom reports.

Campaign Metrics: Detailed campaign performance
metrics for running and completed campaigns.

Match Rate Report: Report that analyzes the
audience match rate performance.

Pacing Report: List of running campaigns with
pacing and delivery metrics.

Ad Group Report: List of Ad Group Reports.
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Campaign Report 06112024 06192028
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Watch the Video Tutorial: Video Tutorial: Reporting

1. To access areport, click Media Buying
Platform, and Reporting.

2. Select the type of report you’re looking for,
select the campaign you want to see the
report for. Edit the date on the top right to the
dates you need for the report.

3. Click Export to export the report as a pdf. You
can select which parts of the report to

include.

Version 2.0.0

nnnnnnnnnnnnnnnnnnn

Tips: You can export sections of the report as well if the option is to
the top right of the box.

If you need to block a publisher from the report that you don’t want

your ads serving on, just click the = button to block the publisher.

If you need to unblock a publisher, go to Media Buying Platform,
Setup, then All Block Lists. Use the search box in the upper left
corner to enter your campaign ID number. The list name will be in the
format of Campaign [campaign id]- Blocklist. Click on the row to
open the edit blocklist screen. Click the green icon at the end of the
row to remove the publisher and allow your ads to be served on the
publisher again. Then click save.
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Creating Custom Reports

1.

To create a custom report, click Media
Buying Platform, Reporting then Custom
Report.

Select Create Report in the top right
corner. Select the Agency, Advertiser,
and Campaigns to include.

Select the Report type, enter the name
the report and select the date criteria
method. Select the Aggregate Fields and
metric fields to include in the report.

Select Advanced to configure sorting
settings of the report. Select Top is
where you enter the number of
campaigns to return. Select which
metric to sort by then the Sort Direction
(Ascending or Descending).

Select Save to save the report and edit
later by selecting Edit from the list of
custom reports.

Select Runto generate and download
the report immediately.
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New Metrics File

Select Filters

| [[](4284) Demo Campaign V4

Agencies Advertiser Report Type Report Mame Date Criteria Method
| Popsycle Digital - Internal CvH Demo Advertiser v| Aggregate Roll-up 4 || Custom Report Test || Yesterday v‘
[ Separate Aggregates

® Select Cam paigns Yesterday
O Include All Campaigns Select Aggregate Field(s) Select Field|s) Today
Q Enter campaign id or name. ‘ You may select a maximum of 4 fields. Impressions Ranged
Only include active campaigns et Spend Last Month

) a Creative Reach This Month

[ (4938) Snoopy for President N o =

| 2 | O Publisher A=y Entire Campaign

( 0 state L Clicks

| [%314292) DSP Test | )

0 7ip Code Flight Budget

| 179 (4289) Example Campaign 1 | et [ campaign Budget

2 Flight O Campaign Budget Type

| [[](4287) Deme Campaign 5 | O e O First Quartile Views

| [ (4281) Pepsycle Internal January
2035
10 campaign(s)

[ rvonces | sove ] un |

O Operating System
[ Device Type

myeney muver user

(] Midpoint Views
[ Third Quartile Views
O Completed Views

New Metrics File

Select Filters

Agencies Advertiser

Report Type

‘ Popsycle Digital - Internal Gf” Demo Advertiser

v H Aggregate Roll

[§ Advanced Options

Select Top | |

| (0 (4284) Demo Campaign V4

| (4281 Popsycle Internal January. -

10 campaign(s)

Croces | son L run ]

[ ‘rl 0 Zip Code
\
\
\

U separate Aggt

(2B celect Aggregate Field(s)

You may selecta maximum

- Advertiser
o v
v Creative
Sort Direction | Descending v O publisher

U state

| 1% (4289) Example Campaign 1 Comanitt)
Flight

[ (4287) Demo Campaign 5
| U pma

[ Operating System
U Device Type
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Ad Group Reports

1. To see your report for your Ad Group, select o
Ad Group Report in the reporting section.

Ad Group Report

Reports for Ad group - 10s and Campaigns.

2. Then select View Ad Group Report. S

3. Editthe date range at the top. Then you can
export the report as a pdf. a 2

ID ¢ AdGroupName  Insertion Order Count + Campaign Count © Budget Actions

. 1 High Intent Users 3 4 $3,200
4. At the bottom select View IO Reportto see a T P ——— . .

s p ec ifi c I O re p o rt . 3 Interest-Based Audience 1 2 $7,200

5. To see an individual campaign’s report, find

Export Ad Group Report

Please select the Preferences:

your campaign under either Running, O D & O

Completed, or Paused and then select View

Campaign Report.

6. Select the date range for the campaign | et rirs nor s ad o

101D  Insertion Order Name *  Budget View Report
report. You can then choose to edit the T s

2 Retargeting - Cart Abandoners $470
campaign, export a pdf of the report, or S Lt "

schedule the campaign’s report.

| Campaigns under this Insertion Order

RO Completed @ R
D CampaignName < Type
5371 Test Flight Issue Campaign display

2 Edit Compaign

Test Flight Issue Campaign 06-01-2026:12:40 PM - 06-16-2026: 12:40 PM
?‘é The TARAGroup

*Format: MM-DD-YYYY: hh A (e.g., "12-26-2023:10 PM")
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Bulk Editing Campaigns

1. Select Media Buying Platform from the main

menu, then Pacing Report View.

2. Select the campaigns you want to bulk edit
CPM, Flight End Dates, Budget, Frequency,
Recency, or whether you want to target Supply

Packages.

3. Click save after the changes are complete.

4. To archive campaigns in bulk, select
Campaigns, then All Campaigns from the Media
Buying Platform menu. Select the campaigns

you want to archive and then click the button at
the top right that says Archive Selected. - - A on

5. To unarchive, you can select the icon that says
View Archived, select the campaigns you want
to unarchive, and then select Restore Selected.
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AD GROUPS



Creating Ad Groups

You have the ability to build campaigns in the form of Ad Groups in our Media Buying Platform as well with the following steps.

1. Select Media Buying Platform from the main menu.

2. Click Ad Group View to access the Ad Group e _ B
. e [
settings.
3. Select New Ad Group at the top right. oh e P
4. Enter the Ad Group Name. o e — = ..
5. Select the Advertiser. o o
6. Select the Budget Type: Impressions or Spend ol o C = =
7. Enter the Total Budget. This must be greater than

or equal to the sum of all linked Insertion Orders’

budgets. g—
8. Toggle on Enable Delivery. Toggling it off will stop + A roup Name
all linked campaigns. P
9. Click Create. sssgue
10. To edit an Ad Group, click the pencil icon next to o
the Ad Group in the list of Ad Groups. —
[ e}
cone
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Creating Insertion Orders

1. To create an Insertion Order, go back to the list of

 Insertion Order | Grous et AdGrous Joc

all Ad Groups and click the green target icon to the

Ad Group Budget: $10000  Avaitable for 10 §3,000

right of the group to view the Ad Group details and

Budget (§) * Enable Delivery

create an insertion order.

. Click Insertion Orders.

. Select New Insertion Order.

. Enter the Insertion Order Name.

o A WD

. Enter the Budget. This must fit within the Ad
Group’s remaining available budget.

nnnnnn

»

. Toggle on Enable Delivery.

7. Enter a New Flight with the date, time, CPM,
Budget, Frequency, and Recency settings and click @ e
Add Flight. P

8. The rest of the settings that are enabled here will
be inherited at the campaign level and can

be edited or modified as needed. Leave a section
off to let campaigns configure it independently. To edit an Insertion Order: Go back to the Ad Group details,

9. View our for more details and select Insertion Orders, and you will see all the insertion

orders created for that Ad Group. Select an insertion order to
10. Select Create Insertion Order. ) ) . .
see a summary of the details. You can click Edit Insertion

Order to edit.
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Creating Campaigns

-—

. To create a campaign, go to the Campaigns section
<sifain || it s ==

of the Ad Group details and select New Campaign.

Dispoy

2. Enter the Campaign Name, select the campaign

Type, enter an order number and the margin % for

that campaign if necessary.

3. Select the Insertion Order for this campaign.

4. Enter the Campaign Budget. It’s auto-generated as
the available 10 budgets. You can adjust it
manually based on selected flights.

5. Select the Insertion Order Flights to save to this

_eting & Delivery Configuration

Campaign and adjust the CPM if necessary. S

© Geography

6. The Targeting and Delivery Configuration marked IO
Default are prefilled from the Insertion Order Sz
settings and can be modified or extended here. You ==

can also configure the other settings here for the

campaign. See our for

more details on each section.

7. Toggle on Start Campaign to have it launch on the
flight start date.

8. Click Create Campaign.
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BEST PRACTICES FOR CAMPAIGNS



Non-Political Supply Best Practices

Display Ad Best Practices

Select the Standard Display package for the standard
sites/apps, or High Viewability Display to target the
maximum websites at the highest viewability area,

above-the-fold.

Online Video (OLV) Ad Best Practices

Select the Standard OLV package for the standard
sites/apps or Standard OLV- Premium to target

premium publishers.

Always add the Global Blocklists to exclude gaming,
dating, or religious sites.

Version 2.0.0

Connected TV (CTV) Ad Best Practices

Select the Standard CTV, CTV Spanish Language, or Live Sports CTV

package depending on your ads.

Select the Standard CTV no vMVPD package if you don’t want to
include Virtual Multichannel Video Programming Distributors
like Pluto and Sling that don’t report on individual channels within
the network that delivered the ad. If you want to target only specific
channels or networks, create a Streaming Package on the Media
Buying Platform. Then apply that to your campaign in the Supply

section.

Audio Ad Best Practices

Select the Standard Audio package. You can create a Streaming
Package to fine tune your inventory for certain music stations,
languages, and podcasts. Then apply that to your campaign in the

Supply section.
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Non-Political CPM Best Practices

We recommend the following ceiling price for the CPM (cost per thousand impressions).

Display Supply:

Standard
Display

For non-political display or
native campaigns

For non-political display
campaigns, includes
premium inventory that has
higher viewability (above-
the-fold)

High
Viewability
Display

Online Video/Pre-roll Supply:

Standard

Pre-roll For non-political online video

For non-political online video
campaigns, includes premium
inventory excluding most
gaming and dating sites

Premium
Pre-roll-
Standard

For non-political online video
campaigns, includes premium
inventory that has higher
viewability

High
Viewability
Pre-roll

Version 2.0.0

CTV Supply:

Standard CTV

Live Sports CTV

CTV Spanish
Language

$17-25
$17-25

Streaming Package

Audio Supply:

Standard Audio

For non-political CTV
campaigns, includes all
channels

For non-political CTV
campaigns targeting Live
Sports channels

For non-political CTV
campaigns targeting Spanish
language channels

When you create a Streaming
Package within the Media
Buying Platform, your ads will
only run on these
channels/networks.

Radio, Podcasts, etc. for
non-political ads
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Political Supply Best Practices

Display Ad Best Practices

Select the Political Display package for the standard
sites/apps, or Political High Viewability Display to
target the maximum websites at the highest viewability

area, above-the-fold.

Online Video (OLV) Ad Best Practices

Select the Political OLV package for the standard
sites/apps or Political OLV- Premium to target

premium publishers.

Always add the Global Blocklists to exclude gaming,
dating, or religious sites.

Version 2.0.0

Connected TV (CTV) Ad Best Practices

Select the Political CTV, Political CTV Spanish Language, or Political
Live Sports CTV package depending on your ads.

Select the Political CTV no vMVPD package if you don’t want to
include Virtual Multichannel Video Programming Distributors
like Pluto and Sling that don’t report on individual channels within
the network that delivered the ad. If you want to target only specific
channels or networks, create a Streaming Package on the Media

Buying Platform. Then apply that to your campaign in the Supply

section.

Audio Ad Best Practices

Select the Political Audio package. You can create a Streaming
Package to fine tune your inventory for certain music stations,
languages, and podcasts. Then apply that to your campaign in the

Supply section.
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Political CPM Best Practices

We recommend the following ceiling price for the CPM (cost per thousand impressions).

Display Supply: Online Video/Pre-roll Supply:

For standard political online video
campaigns

For Political targeting

.. . ) . OLV Political Local
Political Display | display campaigns

For political preroll campaigns, includes

High Viewability OLV ¥ { :
iti i Political premium inventory that has higher
Polftieat Audio supply: viewability (above-the-fold)

For online video political campaigns
with premium inventory excluding most
dating or gaming sites

Radio, Podcasts,
Political Audio | etc. that accept
political ads

Premium Pre-roll-
Political

Audio Podcast | Right Leaning CTV Supply CPM:

Political Right Podcasts Only
Political

CTV and For standard political CTV campaigns,
CTV includes channels that allow political
Political advertising

Local

Audio Podcast | Left Leaning
Political Left Podcasts Only

Audio Podcast | All Political

Political Both Podcasts
CTV For CTV campaigns excluding vMVPD channels

Political No | (like Pluto, SlingTV) so that all specific
vMVPD channels the ad streamed on will be shown.

Audio Podcast

Top20P t
Top 20 op 20 Podcasts

When you create a Streaming Package within
Streaming the Media Buying Platform, your ads will only
Package run on these channels/networks. You still need
a supply package from above added.
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Creative Best Practices

Native Ads

Great for testing because of their ease of set up and

increase on performance.

Clicks or click-through rates

Site visit or content reads

Sign-ups, conversions or sales

Destination URL: The image
must be clickable and lead
to the article/post.

Version 2.0.0

10 Reasons Why This Hotel Is
Ideal For Your Next Trip.
Best Next offers a wide variety

of accommodation at the
world’s top destination.

To Explore..

Sponsored By Best Next

The Denver Post Q

Native Ad: Specs

All creatives should have the following elements:

1.

THE DOMAIN/SITE: An example of where your native ad
can run, not part of the native ad specs.

. IMAGE: Recommended all sizes: 1200 x 627, 800 x 600,

600 x 600 pixels.
File Type JPG or PNG files.
File size is 750 KB.
Minimum: 72 pixels per inch.

Recommended:144 pixels perinch

. HEADLINE: Maximum of 55 characters, minimum of 5

characters, including spaces.

. BODY: Maximum of 120 characters, minimum of 5

characters, including spaces.

. SPONSORED BY: Enter who the Ad is sponsored by.
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CATCH YOUR MOBILE FIRST CREATE ADS FOCUS ON A SHOW INCLUDE INCLUDE A
VIEWER'S APPROACH: THAT CAN STILL NARRATIVE CUSTOMERS CLOSED STRONG CALLTO
ATTENTION IN LOGOS, BRAND CONVEY A THAT HOW YOUR CAPTIONS ACTION (CTA).
THE FIRST 3 CUES AND MESSAGE IF DEMONSTRATES VALUES ALIGN
SECONDS. PRODUCT SHOTS SHORTENED TO YOUR LARGER WITH THEIRS.

NEED TO BE 10-20 SECONDS. BRAND STORY,
LARGE ENOUGH.

Aspect Ratio [NIeRS

AR [l 15S - Most Common
30s - Most Common
60s

Resolution *HD resolution strongly recommended
1280 x 720 for 720p

1920 x 1080 for 1080p

Standard: 360-576p (e.g, 854 x 480)

File Type MP4 (Max 150mb)

Version 2.0.0

Video

Video advertising is an ideal medium for storytelling.
It provides an opportunity to communicate your brand
values, mission statement, and why you are unique

compared to the competition.

BRAND AWARENESS: Video advertising can
be a great way to create an emotional

connection to your brand.

IN TANDEM WITH IN-BANNER VIDEO
DISPLAY ADS: You can use the same video, in
an in-banner display asset to re-engage with
those who have expressed interest in the ad

already.

IN TANDEM WITH CONNECTED TV:
Incorporating connected TV (CTV) into your
video strategy unlocks an even larger
opportunity to capture your audience’s

attention.
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CTV

Ad placements on connected TV are bought and sold like

Already Total % Total % Total %
Running

% Population 4 ‘ J
for Existing HEI ) Population Population

Campaign Channel Reach Adding Reach Adding Reach Adding
On Display Native Video

digital video, just on a TV screen. These placements are most

likely to be non-skippable with the audio on.

. . . DISPLAY 80% 87% 94%
BRAND AWARENESS: Video advertising can be a
great way to create an emotional connection to your NATIVE 53% 87% 82%
brand.
VIDEO 75% 94% 82%

IN TANDEM WITH IN-BANNER VIDEO DISPLAY
ADS: You can use the same video, in an in-banner

display asset to re-engage with those who have

expressed interest in the ad already.

. Aspect Ratio 16:9
IN TANDEM WITH CONNECTED TV: Incorporating

connected TV (CTV) into your video strategy unlocks Video Length 15S - Most Common

30s - Most Common

an even larger opportunity to capture your 508

audience’s attention.

Resolution *HD resolution strongly recommended
1280 x 720 for 720p

1920 x 1080 for 1080p

Standard: 360-576p (e.g, 854 x 480)

File Type MP4 (Max 150mb)
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Determine the right timing for your ad: Long-form audio is Audio

best used for ad recall, brand sentiment, and message . .. . . .
Audio advertising is an ideal medium for raising awareness.

association. Short-form audio is best used for purchase . . . .
It provides an opportunity to communicate you’re the benefits

intent.

of your brand and why you are unique compared to the

competition.

15s - Most Common BRAND AWARENESS: Audio advertising can be a

30s - Most Common great way to introduce your brand.
Audio Length ¢S]
RETARGET WITH IN-BANNER DISPLAY ADS: You

) can use a retargeting ad those receiving the audio ad
Bit Rate 128 kbps . . . .
File Type Constant bitrate (CBR) with an in-banner display asset to re-engage with
NOT Variable bitrate (VBR) those who have received exposure to the first ad.

MP3 (Max 150mb)

IN TANDEM WITH CONNECTED TV: Incorporating
connected TV (CTV) into your advertising strategy

unlocks an even larger opportunity to capture your

audience’s attention.
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CTV Pause Ads

Pause Ads are ads that display when you pause a

streaming show/movie.

Version 2.0.0

Dimensions 1920x1080 Pixels
Bit Rate 5mbps+

Max file size 200 MB

Frame Rate 29.97fps
Duration :30s

File Format MP4 uncompressed

Third-Party Tracking Tracking pixels are permitted.

All VAST tags and tracking
pixels must be secured and
start with https://

No Audio. Video should

contain a muted audio track.
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WIRE
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Website Pixel Setup

A quckNavgate
2 < 2
Self-Service Tools. Media Buying Platform WIRE
Your Analytics, Your Way
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Websites Reports
e
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- v e
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5w N

Select WIRE from the main menu.

Then select Websites.

Then click Add Website.

Click the icon on the top right that says Add

Website.
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@ Add Website

| Website Information

* Agency * SiteName.

< Back

Demo Agency Test Site

& Pixels Management

C Bt

on your website.

¢ Pixels Management

“Primary Pixel".

St
+ Add Pixel

Manage the global pixel and conversion pixels generated for this website.

Default Pixel (Global): Thisis the

~

Primary Pixel: One con

Pixel Name Pixel

Default (Globol)

Version 2.0.0

<head> section to track all visitors.

 websife.

Primary Pixel Actions

T Copy N/A Non-editable

L Download
<fscripts

10.

Select the Company, Agency, then enter the
Site Name.

Enter the domains you want tracked by the
pixel separated by a comma, space, or

enter.
Then click Generate Pixel.

Click copy on the pixel script, and place it
in the <head> section to track all visitors.

You can add a conversion pixel to track a
specific page on your site specifically by
clicking Add Pixel.

Click Add Conversion Pixel Name. Enter the
name of the conversion pixel, and click

Create.
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Insights

|~ Insights 1, vediaromepace
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1. Click View Insights to see more details on the audience who went to the site.
2. Click the categories of the insights on your audience you want to view.

3. Select the date range on the top right.

4. Click Apply.
5

. Select Export Report to export a pdf.
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Exporting Reports

1. Click Reports on the main WIRE menu.

T 2. You will see any reports that have been
exported along with the user and Agency

that requested them. You will also see a
section for scheduled reports.

3. Click Create Report to start a new report.

4. Select the website, date criteria, and the
fields to include in the report. Select the
Visitor’s report type for those who visited
the page.

] 5. For aVisitor’s Report, if you select the
Household Level Report toggle, the only
o — data included in the report will be Date,
o URL, Household ID, Address, City, State,
and Zip and the “Fields” selection drop-
down will be grayed out as the rest of those
data points are individual-based.
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Create Report

*Report Type

# Select Website(s)

wit pixel selected - using standard conversion tracking

ptional) @ Excluded Keywords (Optiona) &)

Press comma (), space, or Enter to 33d multiple campaign s Dress comea (), space or Enter t0 3dd mulipls kepwords.

ate Income Networth
2025-05-06 20:09:03.990 $20,000-$29,999  $1- 524,999
2025-05-06 13:12:34.827 $150,000-$199,999 $375,000 - $499,999
2025-05-06 13:12:34.827 $150,000-$199,999 $375,000 - $499,999
2025-05-06 13:12:34.827 $150,000-$199,999 $375,000 - $493,999
2025-05-06 15:57:05.795 $20,000-$29,999  $1-$24,999
2025-05-06 20:33:30.630 $30,000-$39,999  $0or Less
2025-05-06 13:50:35.362 $150,000-$199,999 $375,000 - $493,999
2025-05-06 13:50:35.362 $150,000-$199,999 $375,000 - $499,999
2025-05-06 13:50:35.362 $150,000-$199,933 $375,000 - $493,999
2025-05-06 14:57:05.022 $20,000-$29,999  $1-$24,999
2025-05-06 13:01:20.735 $150,000-$199,999 $375,000 - $499,999
2025-05-06 14:20:40.701 $40,000-$49,999  $25,000 - $49,993

Version 2.0.0

For a Conversion report of those visitors
who have converted If you select
Conversion, you will then need to select
the Pixels you want on the report.
Optionally, you can choose to have the
report match the pixel to specific
campaigns by entering the Campaign IDs.

Another option for your report is to exclude
the URLs containing keywords.

Click Generate and Download Report to
immediately download the report.
(Example to the left.)
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9. To emailthe report or send to an Amazon
s3 bucket, select Send Configuration. Then

enter the email, or the AWS Access Key,

AWS secret Key, and enter the S3 Bucket

Name.

10. To schedule arecurring report to be sentin
a certain cadence, select Scheduler, then
the schedule method, then select the
specifics for that time frame and click save
schedule.

11. To export a log of the reports, click the icon
to the top right of the report section that

says Export Logs.

Select ields

* Delivery Method

© Email

@ Report will be upioaded to your Amazon 3 bucket

Select Fields

# Sehedule Method

(Sreomer

(© Schedule Summary
Report il run every MONDAY at 400PM

+ Day of Week

Monday

+Time of Day
400 PM

+ Task Expiration Date ()

20260725 1 Expires: Jul 25, 2026
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Visual Al

1. You can analyze your WIRE pixel data and create

custom reports with the Visual Al function. Using c @ VisualAl P

B Workspace @ Report Builder © Resuls imit: | 1000 Saved Charts

common language to request your reports. Simply 3 . : .=
type in the chat the metrics you need. You can
analyze website visitor data and compare the

website visitor data to campaign data.
2. Select Visual Al from the WIRE main menu.

3. Enter aquery. For example: what is the geographic

distribution of visitors to your website (put the

name you named your website pixel). Then click

send of enter Cntrl+Enter.

4. It may ask you clarifying questions like the timing District Wise Distribution
for the data if you didn’t initially mention in the

q u e ry Distribution of Website Visitors to TargetSmart.com by Congressional District
. Past 30 Day:

5. Onceyou receive the data, you can query for the -
system to show you in a bar chart, pie chart, heat

map, etc. v ERAES

6. Youcanclickthe chartto save it and use to make a
custom report.

VISITORCOUNT

MEXICO

Version 2.0.0
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7. Whenyou’re ready to build a report, select Report
Builder.

8. Select New Report. Then drag any saved charts you
have on the left side to the middle.

9. You can save as a draft, or Save and Export as a
pdf.

10. Thenyou can toggle to include data tables that will
append each chart’s dataset as a table on a new

page.

11. Select Save and Export.

Version 2.0.0

< @& Visual Al

Targetsmart.com insights

rict wise:

Export Report

The report will be saved and expo

options below.

Include data fables

rted asa PDF. Choose your export

Cancel 4 Save& Export

£ SaveosDroft

chchchchch
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Referenced Video Tutorials

Video Tutorial: Setting up Advertisers

Video Tutorial: Uploading Creative Files

Video Tutorial: Avails Request Generator

Video Tutorial: Ad Campaign Build Process

Video Tutorial: Ad Groups

Video Tutorial: Reporting

Version 2.0.0

77


https://www.loom.com/share/de7a52f969424bd7a8e61503cebaacc4
https://www.loom.com/share/de7a52f969424bd7a8e61503cebaacc4
https://www.loom.com/share/0d10f75935f2441482a801e5301a6585
https://www.loom.com/share/16d55935e5a742168883c77e32b6150f
https://www.loom.com/share/43d39e4696664b13bbf1acefb20707c2
https://www.loom.com/share/c81b3006563f4c25aba2b058f9612645
https://www.loom.com/share/ac69ca5a09f74235b4a3268dd76ba4b6?sid=9ab5d266-7ea5-490a-ac31-f29df6cd75cd

CONTACT US

Need to schedule
a demo or have
questions?

Email us at support@targetsmart.com

and we will get in contact with

you to assist with your set up.

Version 2.0.0
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