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.DFP Introduction

DoubleClick for Publishers (DFP) by Google is Gannett’s primary ad server. DFP manages or
will manage all ad serving needs across all digital platforms for all Gannett Divisions. DFP
can be used by desktop, tablet and mobile devices. It supports the use of all modern
browsers.

This workbook will guide you through:

Understanding Product fundamentals
Navigating the User Interface
Forecasting inventory

Completing DTOs

Generating reports

Understanding delivery logic
Managing orders

Locating ad serving resources

VVVVVYYVY
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Your Training Goals

Expectations: What do you hope to accomplish and/or learn after completing this training
session?

ONTI

DFP Training Workbook v.5.3 10/02/12 2 ©
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.DFP User Interface

In this lesson, you will sign in to DFP to become familiar with the User Interface (Ul). After

you complete this lesson, you should be able to:

» Sign in to DFP
» Navigate the DFP Ul

ABACALL

“] think | use the Internet too much. | find
myself writing ‘com’ after each period."”

DFP Training Workbook v.5.3 10/02/12
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@ Sign in to DFP

Navigate to the DFP | https://www.google.com/dfp

URL.

Click Sign in.
DoubleClick for Publishers
Small Business

Gl starded today with cur eesy-4o-

e, ot powerfl ad managenmiant
solution designed bo moe! the resds

of growing publishers.

DoubleClick for Publishers

Take advantage of sdvanced tools
for driving denct sakis finconul and

MAKANZING yisld on AOn-guanebed |‘ | |

wrrrenbory.
Already have an mnﬁ@;

<

Enter your DFP
account e-mail and
password.

@

Enteryour
Google Account
. credentials

N\

Normally this is your

Sign in with your
Google Account

E il
A5 PN SO

work email address. | [ r—
. L [ Stay signad in
Click Sign in. Gramming larguage (G
'
ons for publishers

Note: If you have another Google account not tied to your Gannett email, you will need to

sign out of that account before attempting to access DFP.

DFP Training Workbook v.5.3 10/02/12 4
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@ Navigate the DFP Ul

Reports
Tab

» Access all reports
» Historical Reports
» Forecast Reports

ey

L]

Saved reports |
L]

i

@ reparty d
£ Dwivlm j
O s Lﬂmmf
Thirs 1y ra Jads br Bih dew .:-
L]

1

1

|

i

1

{

1

i

|

SR T —

Review: Orers Samet o8
Orders _ Orders |
> Search/Filter Orders s f
and Line Items '
TT orders
Tab » Model Line Items m: e —— }
for Inventory  htrmereeees e o P
Availability — :- !
> Monitor Order s i
Progress _ _ :
Ereallve Immjilates {17] |:
Lokd o ot st pabevand mehy e fp it ,I
Secanl aadn mow arondable. Leam ||-.;;u..... i Cbaniing {
Inventory | Review: [ orves [ Repos ]
Adonis | hi 3 i
Tab » Inventory Setup Fiscamarts :\‘i":f:*::ﬁﬂumﬁ Ey
» Ad Units and Meterork sattings k 1
Placements S |
» Custom Targeting : H
(key-values) {
= |
Siatus  Active - ll
Sirw aery - i
Flabomn: gy - .!'
P‘Iﬂ:_ Aty = . & .
Review:

DFP Training Workbook v.5.3 10/02/12
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Hel p Review:

» Access contextual
help on every
screen

» Search Help Center
quickly

» Hover over a
question mark to
define a field

L

How do | create an order?

How do | edit an order?

Pause or archive an order

Herw dio | create a line item?

How do | upload a creative?

How can | check my available i
invantory 7 v

Halp canter

Notes:

DFP Training Workbook v.5.3 10/02/12
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DFP User Interface Questions '

1. What is the URL to log in to DFP?

2. Which browsers are DFP compatible with?

3. Name two tabs on the User Interface.

4. Which tab should you select to model an order?

5. Which tab should you select to run a forecast report?

See DFP Answer Sheet 1

DFP Training Workbook v.5.3 10/02/12 7 ©  aannert company
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@DLFP Inventory

In this lesson, you will become familiar with DFP Inventory. After you complete this lesson,

you will understand DFP:

Inventory Terminology

Ad Unit and their Hierarchy
Placements

Custom Targeting

YV V VYV

&z ﬂo’%

“When | ask what our inventory is
"What ever'is not an acceptable answer.”

DFP Training Workbook v.5.3 10/02/12 8
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Inventory

Inventory is the total number of ad views or impressions that a website has to sell over a
given period of time; generally, inventory is determined on a monthly basis. The Inventory
tab refers to the configuration of the ad server for delivery to a site. It explains what must
be set up to create available inventory to sell.

Figure 3.1 - Inventor CompIeX|ty Example

2findyourhome Moms

Lol L ] Home: - Weather Traffic Video Sports Features About

Signup  Login FEATURED: Des: ken  Mobile Ale|[ReTeel LATEST HEADLINES
Special Weather Statement issued for:[NUEIRTE! = Local Man's Kidney : Erie
Daybreak ‘@ “ Donation Inspires Others
i Y B To Follow
BUFFALO HOME & GARDEN SHOW - SR JUIGMCR G [Expand |
Ways 2 Save Snyder Boutique
. @ Re-Opening After
Top News  MostViewsd As Seen On Devastating Fire

Crime Reports Initially Yours boutique on Main L
Streetin Snyder is re-opening this weekend ...

Submit Photos and Video
Changes Possibly Coming
Staff Blogs

y = ) To Dangerous Clarence
ACCESS Wy 2 Cents ? Intersection
Leaders in Clarence might have a

Tipline plan to fix a notoriously dangerous ...

Hero Central

Flaranca Infarcaction Area Currents | Detalled Forecast 0
Hunter James Kelly Doppler | Closings | Journal ROOFING
D-28th District) say # Research Institute

the local Congress - Opens

WNY Fish Fry Map -] Snyder Boutigue Re-Opening After Devastating Fire

£ 25 Al ar o 2012 ¥ Gas Savings / Crazy $12 Speaker Deal On March 28,

6:25 Al ar9, 2012 o + " - - ¢l .
£ 145th Candidates Trade Barbs Over Salary Millard Fillmore Gates Circle Hospital

Lenten season is upon us X L T

and many of vou will be Premier Gymnastics Event this Weekend in Buffalo is moving.

lacking for a goadfishfriyin @ Chain Reaction Crash in Miagara Falls

your neighborhood. @ How Hockey is Helping Keep a Memory Alive and Gates|SMOVing.C0m

Save Others

Dt v worz comynews/default.aspx

A S g e M G s RIRANATOMR T TG s T et

Any web site has a number of different top-level sections and sub-sections. As seen in
figure 3.1, WGRZ has 8 sections, one of which, News, has 12 sub-sections. All Gannett sites
are similar but have differences based on their own unique market needs.

Ad Unit

Terminology Note: An Ad Unit in DFP is similar to a Placement in Helios 1Q.

Simply put, an ad unit is an ad position on the web page.

Ad Units are hierarchical starting with a top level Ad Unit that represents your whole site.
Second level Ad Units represent your positions. The third level represents your sections; the
fourth level represents your sub-sections and the fifth level represents your topics. This
format somewhat mirrors the traditional Subject, Sub-Subject, Topic, Sub-topic (SSTS)
hierarchy. See Figures 3.2 & 3.3.

DFP Training Workbook v.5.3 10/02/12 9
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You can target ads to any ad unit. Targeting a higher ad unit level will automatically target
all ad units beneath that level. Ad Units inherit the properties of the Ad Unit above it.
Figure 3.2 - Ad Units

e

Top LEV_eI NY-Buffalo-WGRZ-B3315
Ad Unit (WWW.wgrz.com)

2nd [evel
Ad Unit

3 Level
Ad Unit

DEP_Inventory Hierarchy

Inventory is organized into an Ad Unit Hierarchy. Ad Unit 1 is the site name; Ad Unit 2 is the
position; Ad Unit 3 is the section; Ad Unit 4 is the sub-section; Ad Unit 5 is the topic.

At each level an Ad Unit inherits the properties of the Ad Unit above it. This allows you to
schedule a line item to a 2nd level ad unit and it has the potential to deliver to every ad unit
below it.

Figure 3.3 - Ad Units Hierarchy

. NY-Buffalo-WGRZ-B3315
Site
|
[ |

Ad Unit 2

" 160x600_1
Position =
Ad Unit 3 )

entertainment

Category
Ad Unit 4 ]
Sub Category movies
Ad Unit 5
TOpiC daybreak

DFP Training Workbook v.5.3 10/02/12 10 ©  woanneTT company
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Example:

The Ad Unit, NY-Buffalo-WGRZ-B3315 > 728x90_1, is a 2nd level ad unit for WGRZ
with the ad size of 728x90. If an ad is scheduled to this Ad Unit it would also have the
potential to deliver to:

e NY-Buffalo-WGRZ-B3315 > 728x90_1 > news
e NY-Buffalo-WGRZ-B3315 > 728x90_1 > news > local

The ad could deliver to anywhere in the News and Local News sections where the ad unit
contained the 728x90 size.

Special Ad Unit

A special ad unit prevents a line item from serving to an ad unit unless you explicitly target
it when trafficking.

Example:

If the Sports Section Front was defined as a Special Ad Unit, a Run of Site (ROS) line item
targeting NY-Buffalo-WGRZ-B3315 > 300x250_1 would not appear on the Sports Section
Front unless this was explicitly targeting by the line item. See Figure 3.4.

Figure 3.4 — Special Ad Unit

NY-Buffalo-WGRZ-B3315

ROS
www.wgrz.com >
300x250 ATF

* Special Ad Unit: ROS ads won’t show
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Placement
Terminology Note: Placements in DFP work like Site Sections in Helios 1Q.

A Placement is a grouping of one or more ad units which can be reported on and targeted.
It is more efficient and practical to target a Placement then multiple individual ad units.

Figure 3.5 shows WGRZ'’s NY-Buffalo-WGRZ-B3315: Sports-Football-Bills (300x250-
ATF&BTF) placement. This placement allows them to schedule to 5 positions on their NFL
Team pages.

Figure 3.5 - Placement

A Core Concept: Placement

= Aplacement 3@ is a grouping of one or more ad units.

E NY-Buffalo-WGRZ-B3315

300x250 g 300x250 Article
flex 1 flex 2
1 = = flex_1

Sports Sports Sports

Football Football Football
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Custom Targeting
Terminology Note: Key Values are used for custom targeting in DFP as they were in Helios

1Q.

As shown at the bottom of the hierarchy in figure 3.6, Key Values are a final filter/targeting
option. Using Custom Targeting allows for a more granular targeting than solely by Ad Units
or Placements.

Targeting by Placement/Ad Unit allows you to target your site’s content, where Key Values
allow you to target more specific content article pages, galleries, section fronts, behaviors,
or ZAG demographics.

Figure 3.6 — Custom Targeting

Ad Unit 1
Site

Ad Unit 2
Fosition

1600600_1

Ad Unit 3
Category

entertainment

Ad Unit 4
Sub Category

Ad Unit 5
Topic

Key Values .
) gender=Ff segments=D08734_T1620 pagetype=article
Custom Targeting

Custom Targeting allows for more dynamic forms of targeting to meet your advertiser’s
requirements. Dynamic targeting adds value to your advertiser packages and can increase
CPM rates.

All targeting keys that existed in Helios 1Q were imported into DFP. Additional keys are also
available.

Example:
Your registered users have provided profile information that you can target. This

information is passed to the ad tag by the registration cookie when the user is on your site.
You can then target aspects of this profile when the user is on your site.

DFP Training Workbook v.5.3 10/02/12 13 ©  canmETT comam
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Figure 3.7 — Custom Targeting - User Data

Music Review J —
Lucy
Top Notch Pop! Age: 30
Music
Lower
Download track J— ]
age=1976 1977,

1978,1979, 1980,
1981...

If you provide search options on your site, the user’s search query will be passed to the DFP
ad tag in order to target all or some of the words while trafficking.

Figure 3.8 — Custom Targeting - Keyword

Music Review

Results

Music Review

Search for a Music Track /
Singingin therain |

Note: You can use Custom Targeting to target ads to article titles, page types and other
aspects on your website.

"
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Notes:

L OMTI
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DFP Inventory Questions ®

1. What is an Ad Unit?

2. How many levels of ad units can you have?

3. What is a placement?

4. What allows you to do additional granular targeting?

See DFP Answer Sheet 1
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DFP Reporting

DFP reports include Delivery, Inventory, Reach and Sell-Through reporting.
After you complete this lesson, you will be able to:

» Understand how to use the different types of reports available
» Access, edit, save, share and export reports

“This is gobbledygook. | asked for
mumbo-jumbo.”
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Impression Filtering

DFP has instituted impression filtering to comply with the Interactive Advertising Bureau’s
(IAB) Ad Impression Measurement Guidelines.

DFP will filter impressions out of reports if:

e You sign into DFP and generate a click or impression from the same IP address.
e Generate clicks and impressions from Google internal IP addresses.

Report Features

DFP Reports provide several features for saving, scheduling, sharing and exporting reports.
You can save any report in your own view and edit the report at anytime and save new
versions. You can schedule historical reports to be created at predetermined intervals of
your choice. You may share reports with other colleagues who are users in the DFP system.
You can also export reports to view or send to others via email.

99.5% of reports are updated hourly. There is an average of 28 minutes between data
updates. All data is updated, not just impressions and clicks. Complete hourly data is kept
for at least 2 years.

Reports can be sent as attachments when you use the share or schedule features as well.
Attachments or exported reports may be saved in these formats:

e CSV (comma-separated values): Each row of data is on a separate line, and each
data field is separated by a comma.

e Excel CSV: Similar in format to CSV, but encoded to be more compatible with
Microsoft Excel.

e TSV (tab-separated values): A simple text format, where each row of data is on a
separate line and each data field is separated by a tab.

e XML.

e XLS.

e XLSX: Compatible with Microsoft Excel 2007 and later versions.

OMTI
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Delivery Reports

Delivery Reports track impression delivery by Advertisers, Orders, Line Items, and
Creatives. Delivery Reports may be your most used reports as these reports can be edited
to provide varied information about all orders delivering to your site.

For advertiser facing reports you should continue to use the Online Advertiser Reports.
These reports will display DFP data as you begin using the system.

Figure 4.1 — Advertiser Report

Advertisers report  egit report

Save and share Export

59 Advertisers

Show:  All advertisers

&

Today Yesterday Last week Last month
Jul 1, 2012 - Jul 31, 2012 ~

Search Advertiser Apply

Advertiser Total impressions 2
B3315_Big L Distributors edit 1,816,807
B3315_2findyourhome edit 1,189,331
B3315_American Red Cross edit 1,146,999
B3315_Custom Carpet edit 719,678

b oo A A i e B

e T R gt e et e

* Total impressions 329,417 | July 21,2012

~ "\
/TIN

N

9,055,809 Total impressions
400 k ) $28,149.80 Total CPM and CPC revenuy

W ] $3.11 Total average eCPM

200 k

100 k
« T r

.9 [ Show cumulative data

[—
29 1ul30 37| Compare metrics on same scale

'
23 24 25 26 27 28
Total

Total CPM and CPC revenue Total average eCPM

$0.00 $0.00
$0.00 $0.00
$0.00 $0.00
$0.00 $0.00

P G- P VORI

e Advertisers: Shows activity for a specific advertiser.

e Orders: Shows the performance of orders including impressions, clicks, and

revenue.

e Line Items: Shows the performance of line items including impressions, clicks, and

revenue

e Creatives: Shows activity for a creative.
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@ Inventory Reports

Inventory Reports include Network, Ad Units, Placements, Geography and Targeting.

Figure 4.2 — Placements Report

Placements report  egit report

Save and share Export

118 Placements
Show:  Active placements E

Placement

NY-Buffalo.-WGRZ-B3315: Entertainment (300x250-ATF&BTF)
NY-Buffalo-WGRZ-B3315: Entertainment (728x90-ATF&BTF)
NY-Buffalo. WGRZ B3315: Entertainment-Television -NBC Preview ({728x90-ATF&BTF)
NY-Buffalo-WGRZ-B3315: Entertainment-Television-NBC Preview (Pre-Roll 640x480)
NY-Buffalo WGRZ B3315: Health (300x250-ATF)

NY-Buffalo-WGRZ-B3315: Health (300x250-BTF)

R A |

T e N i B S e

@
=3

o
S

@
2

@ @
= | [E

Y
=

Total i

Today Yesterday Last week Last month

Aug 20, 2012 - Aug 286, 2012 ~

Search Placement b3315 Apply
Total
p! ions Total clicks Total CTR Total CPM and CPC revenue ?
8 0 0.00% $0.06
370 1 0.27% $0.28
290 1 0.34% $0.00
14 0 0.00% 50.00
787 2 0.25% $6.25
286 0 0.00% $1.64
o PR R T G G VY S

e Geography Reports show the performance of a country, city, metropolitan area or
region including: delivered impressions, impressions percentages, clicks, clicks
percentages, eCPM, CTR and revenue for each line item.

e Placement and Ad Unit Reports show the performance of a placement or an ad
unit including: delivered impressions, impressions percentages, clicks, clicks
percentages, eCPM, CTR and revenue for each line item.

¢ Whole Network Reports show the overall status of the ad network for a given
period of time, including delivered impressions, clicks, average CPM, CTR and

revenue.

e AdSense and Ad Exchange Reports are not used.

DFP Training Workbook v.5.3 10/02/12
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Reach Reports
Reach Reports determine the number of unique visitors exposed to different advertisers,
orders, line items, or ad units in your network over a given period of time.

Note: A single visitor who has accessed your site using multiple browsers may be counted
as multiple visitors since there is no way to recognize that it is the same visitor.

Figure 4.3 — Advertiser Reach Report

Advertisers reach report edit report Jul'1, 2012 - Jul 31, 2012 ~

Save and share Export
60 Advertisers
Show: Al advertisers E Search Advertiser El b3315 Apply
Ad server impressions 7 Unigue visitors ? | Average revenue / visitor ?
9,055,809 - -

Ad server Reach

Advertiser / Month Ad server impressions 7 Unique visitors ? Average revenue / visitor ?
B3315_Big L Distributors edit 1,816,807

July 1,816,807 144,675 $0.00
B3315_2findyourhome edit 1,189,331

July 1,189,331 123128 $0.00
B3315_American Red Cross edit 1,146,999

July 1,146,999 119,886 $0.00
B3315_Custom Carpet edit 719,678

July 719,678 218,546 $0.00
B3315_AccelCare edit 348,027

July 348,027 104,683 $0.00
B3315_McDonalds edit 327 207

T e MR P e N S P S S P U

e Advertisers: Shows the number of unique visitors exposed to advertisers within
your network.

e Orders: Shows the number of unique visitors exposed to orders within your
network.

e Line items: Shows the number of unique visitors exposed to line items within your
network.

e Ad units: Shows the number of unique visitors exposed to ad units within your
network.

OMTI
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Sell-through Reports

Sell-through Reports are designed to show which areas of your website are sold out and
which are undersold. They can also forecast availability for up to 90 days. Data can be
viewed on sell-through rates, as well as, forecasted, available and reserved impressions.

Sell-through reports are best viewed as “big picture” forecasts. They work best when
looking at site level or placement level inventory. Sell-through reports consider all possible

ad sizes in the forecasts.

Figure 4.4 — Sell-through Report

Mexi 7 davs Mext week Next 30 davs Next month

Sell-through report  eqit report Aug 28, 2012 - Sep 26, 2012 ~
Save and share Export
771 Ad units
Show: | Active ad units E Search Ad unit E Apply
Forecasted impressions 7 Available impressions 7' Reserved impressions 7 Sell-through rate ?
1,785,550,754 1,371,311,043 414,239,711 23.20%
Sell-through
Ad unit Forecasted impressions ? ¥ Available impressions ? Reserved impressions ? Sell-through rate ?
usatoday edit 783,777,717 581,237,745 202,539,972 2584%
usatoday_mobile edit 220,165,324 172,956,819 47,208,505 21.44%
SMG_MMAJunkie edit 76,639,973 62,455,072 14,184,901 18.51%
SMG_FFToolBox edit 56,516,093 45,843 489 10,672,604 18.88%
SMG_HoopsHype edit 52,476,948 40,750,653 11,726,295 22.35%
SMG_BaseballReference edit 45,723,751 37,964,759 7,758,992 16.97%
SMG_TheBigLead edit 42,786,191 35,122,992 7,663,199 17.91%
mi-detroit-mmx-C1561 edit 27,555,580 26,629,610 925,970 3.36%
in-indianapolis-mmx-C1532 edit 17,713,164 17,521,585 191,579 1.08%
FL-Pensacola-C1063 edit 16,055,138 8,555,480 7,499,658 46.71%
SMG_Hoopsworld edit 15,805,341 12,636,289 3,169,052 20.05%
e e TSPy e SRS S

e Ad units: Shows forecasted performance data for ad units, including sell-through
rate and forecasted, available, and reserved impressions.

¢ Placements: Shows forecasted performance data for placements, including sell-
through rate and forecasted, available, and reserved impressions.

DFP Training Workbook v.5.3 10/02/12
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@ cCustomized Reporting

Default reports can be customized by adding up to five rows of data points. For example; an
Advertiser report may have Orders, Line Items and Creatives as added rows. The report
would then show the advertiser’s overall information and also break it down to include
orders, line items and creative delivery information.

Figure 4.5 — Edit Report Screen: Add Rows

WGRZ Advertiser

| Save and share | | Export |

Rows and Columns

(_hdvertiser El Show | All advertisers ~
and | Order El Show | All orders ~
and | Line item E Show | All line items ~

~

P TT )

and | - E
k and — _/'l
Columns
R epo | | Save ate Cancel
Details
Advertiser / Order / Line item Lifetime impressions

B3315_Big L Distributors -
B3315_686437_Big L Distributors_ Weather Journal June & July 3,597,263 Tu

SRS ST T e e T ey P A e

Data columns may also be modified; Columns may be added or removed. Options are based
on the report type. Gannett markets will most commonly use the last two column options
highlighted in Figure 4.7.

Figure 4.6 — Edit Report Screen: Modify Column Data

B Columns

] Ad server ? [C] AdSense 7 [] Ad Exchange ﬂ Total 7] Details \‘ 2
[] Impressions [ Impressions [F] Impressions Impressions Lifetime impressions
[] Clicks 7] Clicks [[] Clicks Clicks Lifetime clicks
[C] CTR [[] CTR [[] CTR CTR [] Start date
] CPM and CPC revenue 7] Revenue [7] Revenue CPM and CPC revenue End date
[7] Average eCPM [] Average eCPM [7] Average eCPM Average eCPM [ Trafficker
[] Impressions (%) [7] Impressions (%) [7] Impressions (%) [T Order PO number
[] Clicks (%) [] Clicks (%) [] Clicks (%) [] External ID
] Revenue (%) 7] Revenue (%) 7] Revenue (%) 7] Cost type

[7] Rate

[[] Goal quantity

[[] Line item priority

[ Delivery indicator
" J

Run report ‘ | Save for later Cancel
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@ Reporting on Custom Targeted Key-Values

Predefined targeting values allow you to report on key values regardless of whether you

target line items to them.

Figure 4.7 — Reporting on Key-Values

Notes:

Total impressions >

29 Custom criteria in 1 Advertisers and 2 Line Items
Show: | All advertisers (]
Advertiser / Line item / Custom fargeting
B3315_American Red Cross edit
NY-Buffalo-WGRZ-B3315: Homepage (300x100-ATF)___ 20120625 edit
pageType=frontpage
pos=Launchpad
pag brella.wgrz.com hitml
kw=Buffalo
kw=NY
kw=wgrz.com
__userdomain__=gannett.com
NY-Buffalo-WGRZ-B3315: Run of Site (ATF)_300x250; 728x90___ 20120728 edit
kw=wgrz.com
kw=Buffalo
kw=NY
pageType=section
D e o A et st i B, g )

Total

239,383
239,383
239383
239,382
239,382
239378

51

5253
5,026
5,004
2,630
2,571

Total clicks

(b & @ ow oo

Search Advertiser E b3315 Apply
Details
Total CTR Delivery indicator =

0.01%
0.01%
001%
0.01%
0.01%
0.01%
0.00%

0.15%
0.16%
0.16%
0.15%
0.16%

SR S P o

MIA
A
NIA
MIA
MIA
MNIA
MIA

100.02%
100.02%
100.02%
100.02%
100.02% |
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DFP Reporting Questions ®

1. What are the four (4) report types?

2. How often is reporting data updated?

3. Is it possible to report on placements?

4. How many rows of data can be added to a report?

See DFP Answer Sheet 1
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@DFP Forecasting

Forecasting helps you maximize revenue by reducing or preventing overbooking of
inventory. It also allows you to view what and where impressions are available and view

your current sell-through percentages.

After you complete this lesson, you will understand DFP:

» Forecasting Terminology
» Forecasting Logic

“Could you be a little more precise than
‘umpteen million'?"

OMTI
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N Forecasting Model

» Models future impressions using a 28-day sample
» Captures granular details from ad requests
» Estimates available inventory based on sample data

@® Frequency of Updates

» Updates immediately after you approve an order
» Updates network traffic data on a daily basis

. When can | forecast?

» You can forecast seven (7) days after an ad unit or key-value is
added to the ad tags on your site
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@ Forecasting Terminology

Three types of impressions are displayed when forecasting a line item:

Figure 5.1 — Forecasting Terminology

Matched Possible Available
» Total # of * If you're willing » # of impressions
impressions that to take you can book
match the impressions without
targeting criteria reserved by negatively
lower priority impacting the
line items, this is delivery of other
the number you reserved line
can book. Use items

with caution!

15,948,171 impressions matched \
14,734,511 impressions possible

14,595,446 impressions available -
View competing line items » )

The Gannett standard practice is to only use Matched and Available impressions figures.
Matched impressions refer to the total capacity of matching your targets within the specified
date range. Available impressions are the remaining impressions after consideration for all
booked (delivering and reserved) impressions against the same targeting and date range.

We do not consider Possible impressions and Central Ad Ops will only schedule a line item
against Available impressions.

Terminology Note: Matched Impressions in DFP mean the same as Total Capacity in Helios

1Q.
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Forecasting on Key-Values

The Custom Targeting Key-Values can be used when forecasting a line item. The free-form
key-values, such as age, zip, title, etc., do not need to be targeted before they can be
forecasted on. The pre-defined key-values, such as gender, page type, etc., must be pre-
populated with all of their values before they can be forecasted on.

Figure 5.2 shows a selection of key-values from our instance of DFP. The Values column
shows the pre-populated values for the pre-defined keys. This column also shows values for
some of the free-form keys. These values appear as they are gathered by ad tags across
Gannett sites.

Figure 5.2 — Forecasting Key-Values

Custom targeting =
Delete 4 New key
argeting key 4+ isplay name 7 ype alues
Targeting k Displ z L Val
|:| cmssource Predefined akmontgomery-c1123, ar-baxter-
c1138, ar-littlerock-kthv-b3324,
az-phoenix-c1531,
ca-palmsprings-c1082 + 24
more...
|:| companion Brightcove video companion Predefined yes
presence
[[] gender zag gender Predefined female, male
[l ww keyword Free-form 19008, 19014, 19061, 15083,
19064 + 78 more...
[[] mmxgroup Metromix group Free-form 1818912
Notes:

OMTI
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DFP Forecasting Questions ‘

1. How many days back does the forecasting engine look in order to make a prediction?

2. Where in the user interface can you run a forecast?

3. What is the difference between matched and available impressions?

4. How often is the forecasting data updated?

See DFP Answer Sheet 2
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@Line Item Setup

A Line Item represents a specific delivery requirement of an order including delivery and
targeting settings with one or more creatives.

For our purpose of forecasting to insure availability of impressions to sell, we must
understand how a line item is configured. Only then can we accurately model a line item
and obtain accurate forecast data.

After you complete this lesson, you will understand DFP:

Four main areas of line item setup

Line item configuration and targeting options
Delivery types and how they match your order types
Line item Check Inventory

VVVYYVY

/" WHERE HOLD ON, N
( SHOULD WE TARGETY {  I'M CHECKING MY
OUR ADVERTISING WEBSITE. /

DOLLARS?
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@ streamlined Workflow

DFP implements a very streamlined workflow of order configuration. All the items for line
item setup or modeling appear on one page.

Figure 6.1 — Streamlined Workflow

Ad Sizes

Settings

Delivery

Targeting

Check inventory
! Target platform (2 'mn -__
Inwentory sizes (2 [JUse video (VAST) master and companion sizes

® L
Emlar one of more sizes separated by & comma
To help forecast available inventory, please provide some creative details.

Settings
e @ (Normat -] 7]

@ Starttime [ EST

Endtime |

Quantity | Maxavallable - | [ Impressions - |

Adjust delivery optonal

Display creatves () [ One ormore « |

®  Dayandtime () Alldays and tmes edit
Frequency (2 [] Set peruser frequency cap

L
b
1
! Add targeting
' 5 .
! Targeting preset (@) [Saved targeting presets () | Manage presels
i optional
i ETET D seecedcriteria
| [Run of networkc web ]
Custom criteria |7 |
Geography == " I
Browsing | 4 units include ~ |
User domains | Flacements -
® M
|
2 items 0items
! Save selected criteria a5 a preset (2
] [Give this presetia name || 8ave
] L
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I

@
@ Order %eé

Terminology Note: An Order is the same as a Master Campaign in Helios 1Q or an Order in
Yahoo! APT.

An Order represents an advertiser’'s campaign, which consists of one or more Line Items. An
Order always has an associated company that represents your advertiser.

Figure 6.2 — Order

Order: Pet Promo 2011

@ @

Company: My Pet Co J

@Line ltem 1: WGRZ/home — 300x250, 728x90

é)) Line Item 2: ROS WGRZ/news — 728x90
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¥
Line Item @

Terminology Note: A Line Item is the same as a Flight in Helios 1Q or a Placement in
Yahoo! APT.

A Line Item represents a specific delivery requirement of an Order including delivery and
targeting settings with one or more creatives. It can target multiple inventory sizes and any
goals for the Line Item are then shared between the sizes.

Figure 6.3 — Line Item

@ Line Item 2: ROS WGRZ/news — 728x90

| IMP Goal - 500,000 || Standard |

7>) WeRZinews | 728x90 |

A "
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@ Creative

A Creative is the “display” part of the ad and is what is shown on your website to visitors.
Creative types supported are image, flash, third party tags, custom, and DoubleClick tags.

Figure 6.4 — Creative

Order: Pet Promo 2011

® @ @

Company: My Pet Co J

@Line Item 1: WGRZ/home — 300x250, 728x90

[ IMP Goal - 100,000 ] [ Standard ]

WGRZ/home |[ 300x250 | 728x90 |

[ IMP Goal - 500,000 } [ Standard }

2) WGRZInews  |[ 728x90 |

Notes:
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Delivery Type and Order Type

There are four types of delivery: Sponsorship, Standard, Price Priority, and House. There
are two order types: % Inventory and Impression.

Sponsorship: Will always be used for your advertiser share of voice (SOV) orders,
sponsorships or roadblocks. Essentially, sponsorships are all your advertiser orders that are
high value and time based. Sponsorship orders have the highest priority and no other
delivery types will deliver ahead of them.

Standard: Are impression based high value advertiser orders. All Standard orders will have
an impression goal, as well as, a time frame defining their delivery priorities. They may be
variously targeted and have day-parting or frequency requirements.

The Standard delivery type may also be used for added value or make good orders as well
as house orders that have an impression goal requirement.

Price Priority: Used for network remnant and back-up orders. These orders may also have
frequency or daily delivery caps associated with them. This delivery type may also be used
for house ads that have a desired impression goal. Price Priority orders will only compete
with themselves and never with Standard or Sponsorship.

House: Back-up ads that will only delivery if nothing else is available.

Figure 6.5 — Delivery/Order Types
ra i

Delivery Order

Sponsorship % Inventor

Standard Impression

Price Priority Impression

House % Inventor

R -

Ad Operations has mapped Gannett Order Types to DFP Delivery types to make it easier for
you to select the appropriate Delivery Type for your orders.

"
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Figures 6.6 through 6.8 show the mapping of DFP Delivery types to Gannett Order types.

Sponsorship

Figure 6.6 — Sponsorship Delivery Type

s N ™

Delivery Order Type
Sponsorship Roadblock - 100% SQ

(yo Inventory Sponsorships — Date Basec

SOV Based

Synced Ads — SOV Sponsg

DFP’s Sponsorship Delivery Type will be used for all types of high value percentage of
inventory orders. These are your flat rate orders that are time based and not impression
based. Gannett Roadblocks which are the 100% Share of Voice (SOV), date based
sponsorships, any SOV based and SOV sponsorship synched ads (companion ads) orders
will all use the Sponsorship Delivery Type.

This delivery type is the highest priority delivery type in DFP. When competing with other
delivery types, sponsorship will always win.

Terminology Note: A Roadblock, as used by Gannett markets, means a single advertiser
delivering to a single ad spot on one or more pages for a period of time. A Roadblock in DFP
terms means a single advertiser delivering to two or more ad spots on the same page at the
same time. This can be a time based or impression based goal. We have traditionally called
this type of delivery a Synched or Companion Ads.

"
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Standard

Figure 6.7 — Standard Delivery Type

'

Delivery
Standard

# IMPs or clicks

Order Type

Sponsorships —Imp. Based

Behaviour or ZAG Targeted

Synced Ads

Day-Parted - Imp Based

Geo Targeted

Added Value/Makegood

House - "Guaranteed" Imps *

DFP Standard Delivery Type will be used for all high value impression based orders. All
orders that require guaranteed impressions for their goal. This includes:

Impression Based Sponsorships

Added Value and make good orders

All impression based orders with key-value, behavioral, or geographic targeting
All impression based synched ads, day parted and frequency capped orders

Internal House or Marketing orders that need guaranteed impressions

Standard orders will beat lower types, but will not compete with sponsorship orders.
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Price Priority & House

Terminology Note: Price Priority means that whenever these type orders are competing,
the one with the highest Cost per Thousand (CPM) will win.

Figure 6.8 — Price Priority & House Delivery Type

("

Delivery

Price Priority

# IMPs or clicks

House

(yo Inventory

~

-

Order Type

Remnant — Premi

Remnant — Back-Up/Netwo

Freq Cap/Daily Imp Cap

House — Desired Imps

House — Back-up

Price Priority orders are impression based and are primarily used for network premium
impression based orders and network remnant orders. These orders can be frequency
capped or have daily impression capping. You may use this type to schedule ads that you
want to compete with network remnants but not with your paid advertisers. You might use
this delivery type for house or marketing ads that have a desired impression goal, but not a

guaranteed goal.

Price Priority orders will only deliver if no sponsorship or standard orders are available to

deliver.

Price Priority line items cannot be forecasted. They are by definition remnants and are never

to be considered guaranteed.
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Notes:

L OMTI
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@ Delivery Type Settings for Forecasting

This section discusses the settings you will apply when forecasting the specific delivery
types of Sponsorship and Standard. Central Ad Ops will use the same setup with actually
scheduling your line items.

You cannot forecast against Price Priority and House and therefore will not be included in
this section.

Sponsorship Settings

The Sponsorship type is used for roadblocks, percent of inventory sponsorships, and SOV
ads.

Figure 6.9 — Sponsorship Settings

Chack inventory
Tasgat platiorm (3 | Web - |
Imenntoey stes (1) []Ue vrkan AMLET) maelar and famnanion eivse

Settings

Type 2 ISpunsurshipvl 4 |

Stattime [9/112 &1  12:00 AMEDT
Endtime [9/30M12 []  11:59 PM

ot Goal | Max available ~ I % of total impressions

Adld naigeting

Targeling presat () (5ol
optional
Bowen | 4

| mencory (T R

Custom criena |
Gaograghy fb= |
Ad ignBs - ngligde -~ |
Plataments «

| un of niskeark Wish

Browiing
LIGET SO

T ems 0 e

Duve Beleched crilEns 58 B prece! ! 3

1. Select Sponsorship from the Type list

2. Enter your Start Date and Time
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3. Enter your End Date and Time

4. Leave Goal at Max Available (default)

Standard Settings

The Standard type is used for impression-based sponsorships to guaranteed impression
house ads.

Figure 6.10 — Standard Settings

Check Inventory

Target platform & ;w_'p_-_i

Irruntoey si2es (3

Settings

Type ®' | Standard ~ | | Normal ~ | 5

Start time (9112 [}  12:00 AMEDT
Endtime [9/30/12 [Z1  11:59PM
Quantity | Goal ~ | 150,000 | Impressions -

Aaldl vaigeting

Targeting preset ) [Faed ¥

Cusiiin Eritara [ ————

GRgaphy (s . A
Browiing | A9 Unts « nlude = |
Liger domases

T tams Oiitemne
Save sebeched crilerin a8 a pl!‘SIHI_ v}
[Niive 5L Ceal B BBiaE . || GiEve

Select Standard from the Type list (default)

Enter your Start Date and Time
Enter your End Date and Time

Select Goal from the Quantity list

o p NPk

Enter the required impressions
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Note: If forecasting a “How much inventory do we have?” line item rather than a specific
advertiser goal line item, you may leave the Quantity at Max Available.

@®Adjust Delivery Settings for Forecasting

This section allows you to adjust the delivery of ads. Here you would select how to display
the creative, assign any day parting and set frequency cap.

Figure 6.11 — Adjust Delivery Settings

Check Inventory
Taegat platiorm (1 | Web + |
Imemntory sices (1 [ U video (VAST) masier and companion sizes

Enler ang of mone SEed separabed by & comime
Tio Pl Sovted 38 i RELE inweniny, Dlodas provice SOrE Criaive delails

Sertings

Trpa | Moamal + [

Stirt b

Adjust delivery optional

Display creatives ‘2 ‘ One or more ~

Day and time (2 All days and times edit

Frequency ‘2 [7] Set per user frequency cap

1 heme O itme

Bave selecied criberia a5 & nre;_el 1 T

| Chetkmvantory |

1. Select One or more from the Display creatives list (default) (see Figure 6.12)
2. Click Edit to enter Day Parting criteria (see Figure 6.13)

3. Select the Frequency check box to enter frequency capping criteria (see Figure 6.14)
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Display Creative

This section allows you to adjust the delivery of ads. Here you would select any day parting
or frequency capping. To initiate a DFP roadblock or companion ad, select “All” from the
Display creatives drop-down list.

e Only one: Show only one creative per page if multiple creatives are associated with
this line item.

e One or more (default): Allow multiple creatives associated with this line item to
show.

Note: This is the setting Central Ad Ops will use unless directed otherwise.

e As many as possible: Show creatives in as many ad units as possible on a page.
Only use for line items with multiple active creatives.

e All: Only compatible with line items targeted to Google Publisher Tags using single
request mode. Roadblocked line items will only serve if all creatives in that line item
can serve to the page.

Figure 6.12 — Display Creatives

Adjust delivery optional

Display creatives '2 | Cne or more «

=3

Day and time Only one

| One or more

Frequency (2 rcap

As many as possible
All

Roadblocking

Terminology Note: A Roadblock, as used by Gannett markets, means a single advertiser
delivering to a single ad unit on one or more pages for a period of time. A Roadblock in DFP
terms means a single advertiser delivering to two or more ad units on the same page at the
same time. This can be a time based or impression based goal. We have traditionally called
this type of delivery Synched or Companion Ads.

Roadblocking is used if you have multiple creatives associated with a line item that need to
serve together on the same page. Using As many as possible will not guarantee the
delivery of all the ads together on a page, and some of the ads can deliver to pages where
not all the positions exist.

The All option will guarantee that the line item will only deliver to pages where all the
positions are present.
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Note: You cannot accurately forecast using the As many as possible option. You can
accurately forecast using the All option.

Note: Individual creatives will not repeat on a single page view. For example, if you have
two 300x250 units on the page, you must upload two 300x250 creatives.

Day Parting

This section allows you to adjust the day parting of a line item. This works similarly to any
other ad server you have worked in. Select the days and the times that you want the line
item to run. You may also select whether you want the time frame to be relative to the
publisher or Eastern Time, or relative to the User.

Figure 6.13 — Day Parting Settings

Day and time

Edit days and times that your line item will appear.

| Reset all days and times | Clock: 12 hour | 24 hour

Day Time nerind Micni 4

Hoon 4:00 PM 8:00 PM

@Running
Mond:
- 12AM [=] - 00 [=] to 12AM [=] -| 00 [=] Remove HEEN NNEE EEEE

Tuesday + Add another time period .... .... ....

~)Not running

Wodnoots ivvly v¥iviv viviviy
" | [copy |

Thursday o vivvlv vy viviviy

Friday Romnng aTgay vivviv vy vy VvV Vivivivi viviviv

Saturday Running o day viviviy Wiviv vy viviviv viviviv viviviy

sunday eeorcaice [ HHEE EEEE DEEE DEEE NEEE

Schedule line items using: | ? @ Publisher's time zone (7 ()User's time zone

Cancel

Frequency Capping

This section allows you set the desired frequency cap for a line item. This works similarly to
any other ad server you have worked in. Select number of impressions with the time frame.

DFP also allows you to “nest” frequency caps.
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For example: You may have the requirement to not deliver more than 1 impression per hour
and not more than 5 impressions per day.

Note: Standard Gannet practice is the use of a single, non-nested frequency cap and the
DTO only support a single cap. However, if your advertiser requires additional frequency cap
you may use this feature. You will need to communicate this additional requirement to
Central Ad Ops via the DTO Notes field.

Figure 6.14 — Day Parting Settings

Adjust delivery optional

Display creatives '# | One or more -

Day and time 2/ All days and times edit
Frequency (? Set per user frequency cap

1 Impressions per 1 dﬂ}."g ........... E

+ Additional frequency cap |minutes
hours

Add targeting days

weeks

Targeting preset '@ Saved targeting presets (4& "_“Dr_“hﬁ anage pre
optional lifetime

Notes:

"
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@Targeting Criteria

Target line items based on inventory, custom criteria (key-values), geography, browsing, or
user domain.

Figure 6.15 — Targeting Criteria

Add targeting
Targeting preset (2 Saved targeting presets (48) Manage presets
optional
D= |Run of network: Web | i

Custom criteria Inventory filtered based on target platform (\Web) and sizes

Geography | (300x250). Show all
Browsing

_ 7 | Type to filter items
User domains

Ad units + include =

Placements *

0 items.

| | Save selected criteria as a preset (?

2 items Give this preset a name

Note: If the top of the Inventory section is highlighted in yellow as it is in Figure 6.15, Click
the Show All link. This step ensures that you will see all of your Ad Units and Placements.

Notes:
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Inventory

You can target line items to specific inventory. The line item will deliver to the inventory
units you select as well as to any ad units in the levels below.

Figure 6.16 — Inventory

(+1= Placements = 'l}u'.nforv

a Placements
Geography [LLoS10news 300 af \IIY-Buffalo-WGRZ-B3315: News (300x250-ATF) x
Browsing | NY-Buffalo-WGRZ-B3315: News (300x25( include *

include

NY-Buffalo-WWGRZ-B3315; Mews (300x25(
MNY-Buffalo-WGRZ-B3315: News (300:x25( included

User domains

NY-Buffalo-WGRZ-B3315: News-Features include

NY-Buffalo-\WGRZ-B3315: News-Features include

NY-Buffalo-WGRZ-B3315: News-Features include ’

NY-Buffalo-WGRZ-B3315: News-Features include

NY-Buffalo-WGRZ-B3315: News-Features include

NY-Buffalo-WGRZ-B3315: News-Features include

NY-Buffalo-WGRZ-B3315: News-Features include

NY-Buffalo-WGRZ-B3315: News-Features include _ 1
18 items Include all » 1 item

Save selected criteria as a preset (2

Give this preset a name Save

Notes:
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Custom Criteria

You can add key-values to your ad tags; multiple targeting keys for the same item are
allowed. Note: All Helios I1Q keys have been migrated to DFP.

Figure 6.17 — Custom Criteria

Custom criteria

Inventary

Page Type (pageType) is:

Geography

Browsing

User domains

match (value®). Learn more

Use ~ for ‘includes’ match (~value) or * for ‘begins with’

Notes:

Selected criteria

Inventory

Placements

NY-Buffalo-WGRZ-B3315: Mews (300x250-ATF)

Custom criteria

Page Type (pageType) is article
P

\ J"

2 items

Save selected criteria as a preset

Give this preset a name
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Geography

Target line items based on geography including country, region, metro areas (DMA), city or
zip code (U.S. and Canada).

Note: If you frequently target a city with zip codes, add your city to the DTO.

Figure 6.18 — Geography

Browse Search Postal code Selected criteria Reset

'\ Invento -
Inventory matches E ry
Custom criteria Placements

{ buffalo Eind \ NY-Buffalo-WGRZ-B3315: News (300x250-ATF) ®

- Custom criteria
Browsing Buffalo, NY, US (City)
Buffalo, IL, US (City)

®
D ) "f;ecgraphy
[ Buffalo, MM, US (City) \EH‘: Buffalo, NY US "
O
&

=

Page Type (pageType) is aricle

g »

User domains

Buffalo, MO, US (City)
Buffalo, OK, US (City) Z

\Reset y

— (781
Map | Satelite [ Hybrid |
Harris Hill

3 tems.

Save selected criteria as a preset (?

Give this preset a name Save

22012 Google - Map dmz Google - Terms of Use

Notes:
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Browsing (rarely used)

Target line items based on browser, bandwidth, browser language, and operating system.

Figure 6.19 — Browsing

Inventory e

Custom criteria

Type to filter items

Geography

Browser »

Browser language *
Bandwidth *

Operating system *
-

User domains|

4 tems

Notes:

Selected criteria

Inventory
Placements
NY-Buffalo-WGRZ-B3315: News (300x250-ATF)

Custom criteria

Page Type (pageType) is article

Geography
City: Buffalo, NY, US

3 items

Save selected criteria as a preset (2

Give this preset a name
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User Domains

You can specify the Internet Service Provider (ISP) domains and subdomains.

Note: If targeting a top level domain like .gov, do not include the dot (.) when entering it.

Figure 6.20 — User Domains

Inventory

Custom criteria | following domains or subdomains. 2

matches E

Geography

Target users visiting from an IP address associated with the

Inventory
Placements
NY-Buffalo-WGRZ-B3315: News (300x250-ATF)

Custom criteria

Browsing
[ Userdonains (CLEE

) Page Type (pageType) is article

Geography
City: Buffala, MY, LIS

User domains
puffalo.edu

4 items

Save selected criteria as a preset (7

Give this preset a name

Notes:
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@ Reporting on Custom Targeting
On the Inventory tab, Custom targeting, you can define the key-values as custom criteria or
target at least one line item to the key-value.

Figure 6.21 — Custom Targeting
Custom targeting

 Brtcd e
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With free-form targeting values, target the entire key-value (not just the key) in at least
one line item.

Figure 6.22 — Key and Value

Add targeting

iventory | Criteria bullder » Solecied Criteria
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DFP Forecasting Q&A

Question: The available number on the main forecasting screen is different from the
available number | see when | view the competing line items report. Or | see different
available numbers when | run two forecasts back to back. Why is that?

Figure 6.23 — Impression Differences

15,948,171 impressions matched
14,734 511 impressions possible
14,595,446 impressions available =

View competing line items »

Detailed availability
Standaed Fob 25, 2011 i+ Dec 31, 2013 1
$0.00 ceu @ TERGn

300:250

= Back

15,348 239 imprassions mabched
14, T 042 impressions possible

- 14,595 499 impressions available -

k""\---«.. ety

3 competing line items
il ndl g

Answer: There are multiple powerful servers running the forecasting engine on the back

end and sometimes forecasts come out a bit different. Typically, the problem comes down
to sampling. The more narrow the targeting criteria, the more likely you are going to see

different available numbers, because there is less to sample from.

Notes:
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DFP Forecasting Exercise 1 & 2

Check Inventory using the following information:

Exercise 1:

VVVVYVYYVYYYV

Model a standard line item

300x250

Next Gannett month

25,000 impression goal

Placement:

NY-Buffalo-WGRZ-B3315-News (300x250-ATF)
No additional targeting

What were your results?

Exercise 2:

VVVYVYVYYVYY

Model a Standard line item

300x250

Next Gannett month

25,000 impression goal

Placement:

NY-Buffalo-WGRZ-B3315-News (300x250-ATF)
Page Type: Article

Geography: Buffalo, NY

What were your results?
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DFP Line Item Setup Questions ‘

1. What is a Line ltem?

2. What types of line items can be forecasted?

3. Aline item targeting behaviors would be set to what type?

4. What section do you set day parting?

5. A Standard line item guarantees what?

6. Where do you setup custom targeting?

See DFP Answer Sheet 2
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@PDFP Digital Trafficking Order

In this section, you will become familiar with changes to the Digital Trafficking Order (DTO).
After you complete this lesson, you will:

» Understand changes to the DTO
» Use the new DTO

— r— =1'

HAVE IT
YOUR WAY! UHM...WITH A
MILLION DOLLARS
How DO You N T3

WANT YOUR
WHOPPER?

Guy & RoddiDisiibuted by Uiniversal Uclick via CarlnonSiack com
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@DTO Changes

Changes to the DTO affect both the Excel DTO and the AdTracker (ATOL) DTO. There are
several new options related to DoubleClick.

DTO Changes ATOL

1. New Product (System or Ad server) option — Local.com (DFP)

2. Appearance Types — DFP Delivery Types
Figure 7.1 — DTO — Product & Appearance Types

Welcome jbook Logout My Pre
ATOL Digital Trafficking Order ?
§
Appearance: #outol5 | appearance Number  |D0D03654039 f Proguct|Systam) - {
00003654039 =] Local.com (DFF) =
<PREVIOUS || NEXT> | |4ppearance Status: | BOOKED - : .
Local.com {Helios) e
| COFY TARGETING TO NEXT>| | Product Ol Real Estate Appearance Start.  Metromix |
i MOBILE
Clear Targeling | | Position DL Broker Packages Appearance End GuadONE !
Size 131 Appearance Version ¥zhoo! (APT) g
Package Number =
Trpe: - : Celect Appearonce Typ -
0000384553 Price Type Appearance Type: et Appe e f
Order Humber CPM Price Sie TRelect bete -
P e e SCpea B 1 L N S s _L._H“....lﬁn“,_.‘_ i A e M :.\nw“‘m“\,w-\-ﬁ-‘h‘"‘: Y ‘Mt__}
New Sections menu — Now has DFP Placements
New column for Ad Unit selection — Available for selecting individual Ad Units
Ad Positions are no longer required
Figure 7.2 — DTO — Sections, Ad Unit & Ad Positions
Ordar Numbar CPM Price 0,000 Site: - ‘
FT-0000394693 Flight Valus 1100 Seclions friond i i
e g 4 [0 z | FL-Brevard-C1028: Best (300x250- *
[_<<BACKTOORDER | |°FPF™* ' AUNEEREGY. | arramn ] g
o |impressions. I Geotargeting: "1 FL-Brevard-C1028: Best (728:90- =. i
| <<BACK TO PACKAGE | ATF&ETF) 35
Day Parting Charge: 000 AdSize [ FL-Brevard- C1028: Business
(300x250-ATE&BTE)
Frequency Cap Charge: 0.00 Ad Posifions:
N = P Py ] PRl
Sereenshot Zip Code ATFEETF)
Creafive Ad Stalus: - Age: PAbe o
N S sy = L S e e I T ST S S S S

DTO Changes Excel

1. New Product (System or Ad Server) options — Local.com (DFP)

2. New Sales (Flight & Line Item) types — Sponsorship, Standard, Price Priority or
House

3. New Placements (Site Sections)

New column for Ad Unit selection — Used for scheduling to Special Ad Units
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Figure 7.3 — DTO — Excel Changes
Site Sections (Helios) * 6

Product (System) | Status* Sale Type * Site * Behavioral Targeting (APT) Ad Unit - Doubleclick Only (*Re
16 Placement (Doubleclick)
17| v ) B 7
Local.com (Helios) Sponsoiship My -Buffalo-WGRZ-B3319-2FindY ouHome 300 » [-Bulfalo-WGRZ-BI31EMG04E »
Local.com [OFF) Standard My -Buffalo-WGRZ-B3315-2FindY ouHome 728 [[-Buffalo-/GRZ-B3315HB0ME _ ——
Yahoo! (Apt) Price Priority Wy-Buffslo-WGRZ-B3315-Andys Wy Machine 300:250 AT  [-Builfale-WGRZ-B331513004=
Mobile House NY=Bulfalo-WGRZ-B3315-Andys Wy Machine T28:30ATF  [-Bulfale-WGRZ-B33BI500: [
Metromix My -Buffalo-WGRZ-B3315-frchitectural Tour 3004250 -Buffalo-WGRZ-B33101300 |
Quadrant One NY'-Buffalo-WGRZ-B3315-Architectural Tow 728 -Bulfalo-WGRZ-B33151300x
= My -Buffalo-WGRZ-B3315-As Seen On TV 3004250 ATFAE  [-Bulfalo-WGRZ-BI31EIT28 ——

22

NY-Buffalo-WGRZ-B3315-As Seen on TV 728430 ATFAETI

-Buftalo-WGRZ-B3315/T28x ~

5. AdPositions - No longer needed for DoubleClick line items

Figure 7.3 — DTO — Ad Positions

!

Ad Size *

AdPositions *

Flight Name

Buffalo-WGRZ-B3315: Homepage (30(

DTO Change

s Both

1. Cost Per Day (CPD) pricing column — Calculated for flat fee time based line items

2. CPD & CPM - Calculated for sponsorship line items

Figure 7.4 — DTO — CPM & CPD Calculated Columns

Flight Dates Pricing Frequi
b B
Start * End ¢ ( Impressions * | Price type * CPM Flight Value CPD \ Count
4/2/2012 4/29/2013 Flat Fee #DIV/0! $1,000.00 $35.71
4/2/2012 4/29/2012\ 100000 Flat Fee $15.00 $1,500.00 $53.57 )
FlatFee HVALUE! WVALUE!
Flat Fee #VALUE! #VALUE!
Notes:
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DFP DTO Questions

1. How many sales types do you have with the DoubleClick line item?

2. What product do you select to serve ads via DoubleClick to your local site?

3. What is CPD?

4. What are the four sales types?

5. Why do you not select ad positions for a DFP line item?

See DFP Answer Sheet 2

DFP Training Workbook v.5.3 10/02/12 60 ©



Google DoubleClick For Publishers

@DFP Delivery Logic

This section explains ad delivery and how to adjust delivery.
After you complete this lesson, you will be able to explain:

» How ads are selected for delivery

yoleas

=

1
|

"L

# s

=
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How are ads selected for delivery?

DFP’s ad selection process is complex and is designed to deliver the right ad at the right
time. A simplified version of this process is described below and is shown in Figure 8.1. For
a more detailed explanation of how DFP selects an ad for delivery see Google’s Ad selection

process white paper.

1. User Requests ad
2. Ad tags make call to the ad server
3. The server gathers user’s information:
a. HTTP Header, IP Address, Cookies, Ad Tag
The ad server makes a list of eligible line items.
5. Selects best line item based on:
a. Priority Level
b. Delivery Status

6. The ad server will serve the creative based on creative rotation.

Figure 8.1 — Ad Delivery Process

@ User requests ad

l

DOD

e
N

Ad Server Gathers information
*
(@) — —
List of candidate line items Selection of best line item Selection of best creative
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@®Adjust Delivery of Ads

There are ways to adjust the delivery of line items within DFP. In this section we will discuss
two areas you do not see on your check inventory screens; Deliver Impressions and Rotate
Creatives. These two areas can be set by Ad Ops when they book your line items. Both
settings are left at their default settings for optimized delivery. Each are discussed below.

Deliver Impressions

Deliver Impressios allows for the allocation of impression delivery over the course of a line
item’s. Three options are available: Evenly, Frontloaded, or As fast as possible.

Figure 8.2 — Deliver Impressions Options
— - '-_1-__."-\.-.- i o T L S VT N e S e e .___\_.-‘; s

n
I

Adjust delivery optional

Deliver impressions 2 Ewvenly «

Display creatives @ | Ewvenly

Fotate creatives As fast a8 possible

Day and time 2 All days and times  edit
Frequency 20 [ Set per user frequency cap

T e 2 e A el tan, | ame i .l-llu._\_..\..__,\_\._,_ I

e il
e o, g e ek et - o 'l.__\\

-

N

e Evenly: DFP will attempt to serve impressions evenly but will allow for frontloading
of up to 5%.

e Frontloaded: (Default setting) DFP will over deliver by up to 25% for the first half
of the campaign and will then even out from the halfway point.

e As fast as possible: DFP will stop lower priority line items from delivering until the
impression goal is met for this line item.

The default selection of Frontloaded is used unless you tell Ad Ops to select a different
method. Frontloading works by delivering 25% more impressions than it would if no
frontloading was set. This means that if a line item without frontloading should deliver 1000
impressions a day, with Frontloaded selected it would deliver 1250 impressions a day. By
delivering more at the beginning of the campaign means that less are needed daily at the
end of the campaign. This helps ensure the delivery of the line items goal.

For more detailed information see How line item delivery is paced in DFP Help.

OMTI
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Rotate Creatives

DFP allows you define how multiple creatives of the same size within a line item will rotate.
Traditionally Gannett markets have used the Even delivery method in earlier web servers for
a majority of their creative delivery. Weighted and Sequential have been used infrequently.

DFP now offers us a fourth method for creative delivery: Optimized. This is the default

selection and Ad Ops will keep this selection unless you indicate to use one of the others.
See figure 8.3.

Figure 8.3 — Rotate Creatives Options
e - i I Y

- —-

Adjust delivery optional

2

Deliver impressions | Evenly - |

Display creatives 2 Cne or maore -

et i, il i o o b e ol ki

Rotate creatives @ | Optimized |
Day and time 2 Evenly es  edit
Frequency (20 | “ptimized o frequency cap
YWelghted
Sequential
PP EIrS S, O .

il - .
..\.H_x.h_._‘_.w-\.‘___. s LR e : - e T

-

Evenly: Creatives will rotate evenly.
Optimized: (Default setting) Creative with the highest click-through rate (CTR) will
serve for 75% of the time. The best CTR is reevaluated every 1,000 impressions.
e Weighted: Distributes delivery of creatives according to the percentage specified.
e Sequential: Allows you to display a set of creatives to users in sequence in the
same ad unit. This is called storyboarding.

With Optimized selected DFP will give roughly 75% of the impressions to the creative with
the highest CTR, and the remaining 25% to the other creatives.

This continually-updated rotation is calculated after thousands of impressions have been
served. If a creative that originally received only 25% of impressions starts to earn a higher
CTR, the weighted delivery will shift in favor of that creative.

For more detailed information see Set rotation ratios for multiple creatives in DFP Help.

OMTI

DFP Training Workbook v.5.3 10/02/12 64 ©


http://support.google.com/dfp_premium/bin/answer.py?hl=en&answer=177246�

Google DoubleClick For Publishers

Forecasting Hints to the Ad Server

The forecasting engine communicates with the ad server to optimize ad delivery. DFP
adjusts delivery based on information provided from the forecasting engine. DFP looks at
forecasting data, including adjustments, to understand how traffic to the targeted inventory
will look over the life of the line item. DFP then attempts to serve the line item in proportion
to the total traffic to your inventory. For example, if traffic to the targeted inventory is very
high during the evenings and on weekends, DFP will serve more impressions at these times
and less during slower times. These forecasting hints to the ad server allow DFP to deliver
impressions smoothly relative to the natural traffic fluctuations on your site. See Figure 8.4.

Figure 8.4 — Forecasting Hints

orecasting Hint Ad Server Adjustment

Traffic will drop off over the weekend )) Speed up delivery during the week

» Use rare impressions here vs

Highly-targeted campaigns RON campaigns

Sponsorships are competing for » Shift delivery to areas with no
overlapping inventory competition

Wait and deliver high-value campaigns

Plenty of mid-day availability » mid-day
=y

For more detailed information see How line item delivery is paced in DFP Help.

"

DFP Training Workbook v.5.3 10/02/12 65 ©  aannert company


http://support.google.com/dfp_premium/bin/answer.py?hl=en&answer=1715688�

Google DoubleClick For Publishers

DFP Delivery Exercise 1

1. Two standard ads are competing for the same ad tag. How does the server
determine which ad to serve? Why is this the best way?

2. What if there are two line items that are both 100% sponsorships?

3. What if there are two Price Priority ads competing for the same ad tag?

DFP Delivery Exercise 2

1. Which ad is most likely to be served by the ad server? Why?

_ Delivery Type Delivery Status

Line ltem 1
Line ltem 2
Line ltem 3
Line Item 4

Line Item 5

Sponsorship
Standard
Standard
Price Priority

House

N/A

Behind schedule
Ahead of schedule
$5.00 CPM

N/A

DFP Delivery Exercise 3

1. Which ad is most likely to be served by the ad server? Why?

_ Delivery Type Delivery Status

Line Item 1
Line Item 2
Line ltem 3
Line ltem 4

Line Item 5

Standard
Standard
House

Price Priority

Price Priority

Ahead of schedule
Ahead of schedule
N/A

$5.00 CPM

$5.50 CPM
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DFP Delivery Logic Questions .

1. What is the goal of delivering impressions using frontloaded delivery?

2. What is the effect of setting the rotate creatives delivery option to optimized?

3. Which delivery type is used for guaranteed impression line items?

4. You want to deliver a 100% SOV Line Item — which delivery type will be used?

5. Which delivery type is used for a line item that competes with network remnants but
not paid advertisers?

See DFP Answer Sheet 3
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@DFP Order Management

This section explains line item progress and how to adjust line items that are under

delivering.
After you complete this lesson, you will understand how to:

Find and review orders

Monitor ad delivery

Provide creative preview for advertiser
Use Google Console to troubleshoot
Work with your Ad Ops Specialist

VVVYY

we find THIS
rodé] works BETTER
for US!

DFP Training Workbook v.5.3 10/02/12 68



Google DoubleClick For Publishers

@®Find and Review Orders
All orders and line items can be reviewed under the Orders tab. You can also look up by
various statuses, such as Delivering, Starting soon, Ending soon, and Needs Creatives.

Figure 9.1 — Find and Review Orders

Orders

Inventory Reports

Orders (5562) Orders 3
- | Check nventory |
. Check inventory
Delivery exended | Checkinventory | _
Delivering 5562 orders P
i »
Starting soon L | Pause | | RELIITIE| | More actions « ?
Ending soon
Starred D Name Line items 4 7 Advertiser Start time
Maore - 1 DealChicken Mobile Delivering (83} DealChigen Fromo Jul 23, 2012 ‘-.
12:00 AM EDT 1r
Line items (18669) = Golf Promotion Deliwering (55) DeslChicken Frome Jul 3, 2012 b
Delivery extended Completed (6) 2:35 PM EDT i}
Delivering 0 42281_Hobby Lobby August Delivering (33) NEETZ_HOBEBY LOBBY Aug 14, 2012 ,
Ready {8) STORES, INC 2:57 PM EDT 114
Ready Paused (1) r
Paused B SMG_Remnant_Admeld Delivering (2€) 18872_AdMeld Jul 1, 2012 s
Paused (4} 12:00 AM EDT .
Starred aused {4) ) A b
Meeds creatives (1) f
Maore - 4
D 5MG_TacoCabanaSteakAsadero_BLS5_THCitie: Delivering (28] Taco Cabana Aug 24, 2012
Creatives Paused {1) 8:23 PM EDT 114
Creative templates (29) D 42186_0Obama For America_POLOFAD14 Delivering {25} NBBT2_Centro Aug 1, 2012 (
Paused (5) 12:00 AM EDT 174
) ; N ing/ iwering (22) 5_NTGC Mayg21, 2012
| Agd o forgore reimaniacs o [ . g B35, A2858_HTCCNTCC Springisummer  Deivering (22) w an im0 arnt g men O 202, ,j

Viewing your running orders and line items is an easy way to see how your line items are
pacing and other important information.

As with most lists in DFP, once you select your option you will want to filter it so you see
only your items. You can then sort the list to see exactly what you want.

For example, if you wish to see all your delivering line items that are ending soon, select
Delivering under line items. Then, filter on your market code. You will now see all of your
delivering line items. To see the ones ending soonest, simply sort the End Time column to
show the ones ending soonest at the top. See Figure 9.2.
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Figure 9.2 — Line items Ending Soonest

Line items
+ New order | | Check inventory
110 line items D ——
Fause Resume More adtions ~ Type: Al + ( b3315 Go )
D Mame Status | 7 T 7 Priority =i Start tim: Rate Goal Impressions Clicks CTR
- pe (S platform L -
D B3315_Delacy Ford = Delivering Standard 3 Web Aug B, g 58.00 17 587 4 0.02%
Normal 2012 2012 CPM |
12:00 AM 12:00 PM
EDT EDT
B B3315_Delacy Ford > Delivering Standard & Web Aug B, Aug 31, [Foew $10.00 11,824 3 0.02%
. Normal 2012 2012 CPM Im
B231 € _Delacy 12:00 AM  12:00 PM
For August ~ EDT EDT
NY-Buffalo- . N
WGRZ-B3315-R0OS 300
ATF_ 300x250___ 20120806
Jivox
300x250
D Delivering Standard 8 Web Aug B, Aug 31, [ogoee $20.00 2,302 23 1.00%
High 2012 2012 CPM |
12:00 AM 12:00 PM
NY-Buffalo- EOT E0T
WGRZ-B3315-ROS
Pre-Roll_PreRoll___201208
Ea0x480v
D B22315_2findycurhome > Delivering Sponsorship 4 Web JEED11B’: AUEDE‘I1': 35.420 SaFZE IDD%I 2037811 714 0.01%
incyourhom 2 2012 CPD
E?:l ;r“’k”h me 8821 12:00 AM 1153 PM
oad _ 5 D
{88x31): ® EST EDT
WGRZ.com_Umbrella
NY-Buffalo-B3315
28x31
D B3315_Premier Group > Delivering ?»tsndsld 3 Web 100% 13,838 148 1.08%
E3315_£38050_Fremier Normal
Group_Annual Contract )
L JPIERQUEMGRT 0am | (T o e b e b e s [ N s i B,

Information about reading a line item is provided below in the Review Orders section.

Notes:

OMTI

DFP Training Workbook v.5.3 10/02/12 70 ©



Google DoubleClick For Publishers

@ Review Orders

Clicking an order name reveals all its line items. Here you can review all aspects of a line
item, except the creative, without having to click into any other page.

Figure 9.3 — Order and Line Items
Orders Imventory Reports Finance (Beta) Gannett (F103) E|

Order B3315_672666_Delacy Ford_2012 June =it  pelivering (4 & History

Jun 11, 2012 12:00 AM EOT - Jun 30, 2012 12:00 FM EDT  5609.84 Total projected value (2

| 4 New line item ‘ | Iore actions = ‘ Run report

Trafficker  Christine Emest (cemnest@gannett com) edit

Company B3315_Delacy Ford (Advertiser)
Agency Gannett (Agency) edi
Agency contacts  Deirdre Abels (dabels@wgrz. gannett.com) edit

I, s 2 3 | cTR ?
9
45,803 0.10%
; Sttus [ rwoss - Type -
. Target ; ; . ;
[ MHame T Status 7 Type ? Priority L o Start fime Endfime Progress (7 Rate Goal  Impressions. Clicks cR
[[] - WrEufaloWGRZE3Z15RO5300 (D Delivering Standard & Web Jun 11,2012 Jun 30,2012 I | se.00 20,000 17,646 14 003%
ATF_300x250__ 2012061 Normal 12:00 AMEDT  12:00 PM EDT CFM Impressions
025D
] HY-Buffalo-WGRZ B3315-R0OS 300 (@ Delivering Standard & Web Jun 11,2012 Jun 20,2012 —j §10.0 13,000 11,425 o 0.00%
Jivox ATF_ 300x250___ 20120611 Normal 12:00 AMEDT  1Z:00 PM EDT 0 Impressions
W5 CPM
B NY-Buffalo-WGRZ-B3315-R0S @ Delivering Standard 6 Web Jun 11,2012 Jun 30, 2012 3200 3,492 2618 72 088%
Pre-Roll_PreRoll__20120511 High 12:00 AMEDT  12:00 PM EDT [ Impressions
£40x420v CPM
[[] -+ _Launchpad () Delivering Standard 5 Web Jun 11,2012 Jun20,2012 FENEEEEN | | $100 25,000 14,083 10 007%
(840x30/340)__20120811 Normal 12:00 AMEDT  12:00 PM EDT 0 Impressions
240x20 CPM

Go to page: 1 Show rows:| 10 = | 1-4 of 4 |L| \_|

General Order Information

The top section of the order provides all the general order information including the order
name, advertiser, trafficker, line items, order and line item totals.

Figure 9.4 — Order Information

Beta) Gannett (7103) = video Admin

~ Order B3315_672666_Delacy Ford_2012 June =dit  Dslivering (4) "~y ¢ History
Jun 11,2012 12:00 AM EDT - Jun 30, 2012 T $609.84 Tou e

Orders Reports Financ

3

| % New line item | | More actions = | Run report

Trafficker Christine Ernest (cemest@@gannett.com) edt | Ada another field « |
Company B3315_DeLacy Ford (Advertiser)
Agency Gannett (Agency) edi
Agency contacts  Deirdre Abels (dabels@wgrz.gannett.com) edit

Img @ | Chicks 2 | CTR 3
45,803 47 0.10%
(| Pause || Resume || More actions ~ | TSIBtUST AN (orarchived) » | Type: Al - | iﬁn|
[ | Hame 4 Staws ?  Type 2 Priority pia Start time Endtime Progress 7 Rate Goal  Impressions Clicks CTR
] © NY-BuMaloWGRZ-B3315.ROS 300 (@ Delivering Standarg 5 Web R | ss00 17.848 14 0.08%
ATF_ 300x250___20120611 Normmal cPuM
El NY-Buffalo WGRZ-83315-ROS 300 () Delivering Standard 8 Web JE 1 T 5100 11,495 (] 0.00%
Jivox ATF_ 300x250__ 20120611 Notmal 0
20250 ceu
[ HY-Buffalo-WGRZ-B3315R05 © Delivering Standard € Web 94% 5200 2818 23 0.88%
Pre-Roll_PreRoll___2012061 High o
cem
[l v _Launchpad @ Delivering Standard 8 Web Jun 30, 2012 $100 14,083 10 0.07%
{940x30/340)__ 20120611 Normal 12 E0T ]

M1

Go to page: 1 Show rows:
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Line Item Information

The bottom of the screen shows all the essential Line item information such as name,
status, type, priority and run dates.

Figure 9.5 — Line Item Information

O

|

\

( Name 4+ Status ? Type ? Priority :"-"t Start time End time
NY-Buffalo-WGRZ-B3315-ROS5 300 (=) Delivering Stsndard g8 Web Jun 11,2012  Jun 30, 2012
ATF_ 200x250___ 20120611 Neemal 12:00 AMEDT  12:00 PM EDT .
300x250
NY-Buffalo-WGRZ-83315-ROS 200 @ Delivering Standard 8 Web Jun 11,2012 Jun 30, 2012 A
Jivox ATF_ 300x250___ 20120611 Meernal 12:00 AMEDT  12:00 PM EDT
300250 4
-~ = —_
NY-Buffalo-WGRZ-B3315-ROS (2 Delivering Standard & Web Jun 11,2012  Jun 30, 2012 [Ba% -
Pre-Roll_PreRoll___20120611 High 12:00 AM ED 2:00 FM EDT i
BB -3
_ Launchpad () Delivering Standard 8 Web Jun 11, 2012 Jun 30, 2012
(340x30/340)___ 20120611 Normal 12:00 AM EDT  12:00 PM EDT
54030

Check Targeting Criteria

BRIV Y L S L N R S TS S S U e LY

To easily see the line item’s targeting information, move your mouse cursor over the bull's-
eye to at the right of the line item name.

Figure 9.6 — Line Item Targeting Criteria

L |PalEE||HEur‘I‘E||P.hI‘E&DTbI‘l5'|

i

[

o O O O

Hame

NY-Buffalo-WERZ-B3315-R0O5 300
ATF_ 300250 20120611

Jeoc2 50
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Jivox ATF_ 300x250 20120611

e TR

SRR

NY-Buffalo-WGRZ-B3315-ROS5
Pre-Roll_PreRell___ 20120611
Badlncd v

_ Launchpad

[940x30/340)___ 20120611

Saoc 30

4+ Status ?  Type 7

Delivering Standard

lected criteria

Inwentory

platform

Priority ot Etar't?

Postal codes: 14004, 14024, 14037,
14043, 14052, 14059, 140388, 14102,

14127, 14212, 14218, 14219, 14224,
14225

el RS S S B e . T it

R

3 items

Jun 11,
12:00 AM

Veb Jun 11,
Flaoements 12:00 AM R,
MNY-Buffale-WGERZ-B2215: Run of Site *
(300250 ATF) Veb Jun 11, 2
NY-Buffale-WERZ-B2315: Run of Site 12:00 AM E
{300x250 BTF) j
Geography eb J_'ff,,j1.'l\,

P
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Line Item Delivery Progress

The right side of the screen lets you view progress via the progress bar or by impression
and click to-date totals.

Figure 9.7 — Line Item Progress Information

i‘:l:l time J Progress 7 Rate Goal Impressions Clicks
s I
g, 2012 D | sco0 20,000 17.648 14 0.08%
¥ Pu EDT] " CPu lmpressians
y B
0. 2012 N | 5100 12,000 11.495 o 0.00%
; W EDT] Q | mpressions
.?" CPu
ké.m:n:* 94% | ] s200 3,492 2,818 23 0.88%
g.ﬂ!-.l EDT 0 | ipraaSatns
=t
: 1 ——
<0, 2012) KB 3100 25,000 14,083 10 0.07%
vl EOT o a |mpressions
\‘ CPU
4 Gotopage: 1  Showrows:| 10~ | 1-40f4| 1| |»

_‘1- h‘tM MJ-I'“‘-""' M:‘?‘* """-J-“‘l"_\.“j\.

Checking Line Item Progress

A Green bar indicates a line item is on or ahead of schedule. Red and yellow bars indicate
item is behind schedule. The vertical gray line shows how far along is delivery in the life of
the line item.

If the line item has no quantity goals or DFP doesn’t have sufficient information, you'll see
N/A

Figure 9.8 — Goal Based Progress Bars

e Red: 0 - 80% of goal

ind ime Progress 7 Rate Goal Impressions {
e 7= « Yellow: 81 — 95% of goal
0,202 TN | w0 20,000 17,846 e Green: > 95% of goal
7 PM EDT i
41 Ahead of Schedule
0.2012 NI | 400
3 PM EDT 0 Impressions
cPu
302012 [94% [ 3492 2618
) PU EDT
— Behind Schedule
20,2012 =]

JPMEDT
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Sponsorship line items do not have delivery bars; they display a graph of total daily
impressions over the past seven (7) days.

Figure 9.9 — Sponsorship Bar Graph

e Target -
)
Type 7 Priority plath Start tme
Sponsonhip 4 Web Jan 18, 2012
12:00 AM EST
Sponsorship 4 ‘Web Jan 18, 2012
12-:00 AM EST

History

A history link is available on orders, line items and creatives. Clicking the History link
reveals all line item changes, updates, and who made the changes.

Figure 9.10 — History

nne! ideo min ! N
— i @ ! | @ History: Order x [2]
i 1315_634454 McDonakds_2012 Orde
£ | Lin= item: WNY Moms {728:c50):
) NY-Buffale-B3315
| A another feid - 4 + Added orestive
4_(” 0528 _BluebemyBanana-728 to line itemn.
5 -+ Added oreative 0528_McNuggets-
_ Y | 72Bx90 to line item.
0.10% d By Christine Ernest 5/25/12 1:45:14 FM i
Status{ a3 (onarchives) » | Typed Anw | Search ine fer [80] '.i =
Start time: End time Progress 7 Rate Goal  Impressions Clicks CTR f'l C Ba2t T-—E :'_._.T-_.—I'- cCona :E—:: 12 Orde
Y 5 Line item: WNY Moms (T28:c50):
Wn 11,2012 Jun30,2012 NI | 500 20,000 17,848 4 00e% | WY-Buffzlo-Bi315
12:00 AM EDT  12:00 PM EDT CPuM mpressons - —
— L Creative 0207_chidkenmchites-728x50:
i e I | o) T o oo ¥ Status changed frem Active to Inactive
—. M. i Creative 0221_Mchuggets-728:x80:
e TPy o e S Status changed from Active to Inactive
Jun 11,2012 Jun 30, 2012 — ] 5:!;: 25,000 14,083 10 007% :? ﬁEEtI.u‘E U4ZE_MI:NIJQQE15-T233€9E
SwAMEDT f00nEDT oo ’_'n Ee—— I . };JIT Status changed from Active to Inactive
= 3 — T— J By Christine Ernest 5/25/12 1:45:02 PM
Gotopage: 1 Show rows:| 10~ | 1-4of4 || [+] Iy
:' Order: B3315 634454 McDonalds 2012 Order
¢ im
LL -+ Creative 0525 _FruitfullyDelicious-
I|J 3000800 Destination Ll is
ilm hitpoifwww mcdonaldswny.com
N S __‘C\rwﬂdhrhumiﬁ..._, ~
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@ Creative Review

To view creative information click on the line item name. Here you can see the creative
setup information, allow you to test the creative for click through functionality, preview the
creative on your site and generate a preview URL that can be given to the advertiser.

Figure 9.11 — Click the Line Item Name

Order: B3315_672666_DelLacy Ford_2012 August cat  veiivering @)

Aug 6, 2012 12:00 aAM EDT - Aug 31,2012 12.:00 P EDT  $600.00 Total projected valus (2

| + MNew line item | | More actions ~ | Run report

Trafficker
Advertiser

Agency contacts

Christine Kuebler (ckuebler@gannett.com) edit
B3315_Delacy Ford (Advertiser)

Gannett (Agency) edit

Deirdre Abels (dabels@warz gannett.com) edit
Christine Ernest (cernest@gannett.com)

£ History

Add another field ~

Impressions ? Cliges ? CTR ot
54,116 50 0.09%
Edit || Pause | | Resume | | More actions + Status:| All unarchived) ~ | Type:| Al ~ h line items
¢
T Target N N
7 ? ?
|:| Hame 1 Status 2 Type (2 Priority platform Start time End time Progress 2 Rate Goal
=] (ﬂY-Buﬁam-WGRz-Bm 5-ROS 300 ATF_ Delivering Standard 8 Web Augs, 2012 Aug 31, 2012 —j $8.00 20,000
300x250___ 20120806 Normal 12:00 AM EDT  12:00 PFM EDT CFM Impressions
200x250
[F] | WY-Buffalo-WGRZ-B3315-ROS 300 ATF_ Delivering Standard 8 Web Aug6,2012  Aug 31,2012 —j 510.00 13,000
300x250___ 20120806 Jivox Normal 12:00 AM EDT  12:00 PFM EDT CFM Impressions
200x250
[F] | Wy-Buffalo-WGRZ-B3315-ROS Delivering Standard 6 Web Aug6, 2012 Aug 31, 2012 £20.00 3,000
Pre-Roll_PreRoll___20120806 High 12:00 AM EDT  12:00 PM EDT CPM Impressions
640x480v
[ | _Launchpad (940x30/340)___20120806 Delivering Standard 8 Web Augh, 2012 Aug 31, 2012 _j 510.00 25,000
k S40x30 Normal 12:00 AM EDT  12:00 FM EDT CFM Impressions
e— i \ '
Goto page: 1 Show rows: 1-4 0f4|:| D
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Creative Preview

After clicking into a specific line item you get a view displaying all creatives associated with
the line item. This is similar to the line item view. The settings tab provides access to the
line item settings.

To view the specific creative, click on the creative name. See figure 9.11 & 9.12.

Figure 9.12 — Creatives in a Line Item

B3315_Delacy Ford » B3315_ 672686 _Delacy Ford_2012 August » 2 ot 4 line items m m
Line item: NY-Buffalo-WGRZ-B3315-ROS 300 ATF_ 300x250___ 20120806 <Es;y
Delivering

Standard Aug 6, 2012 12:00 AM ECT - Aug 31, 2012 12:00 PM ECT

More actions = | Run report
Impressions 2) | Clids 2) | TR 2

17,688 4 0.02%

Creatives (2) Settings

Evenly Creative rotation

< Desctivsic | | More actions » Search creatives IEI
ﬂﬁ Name Sequence Start time End time + Status 2 Weight Impressions Clicks CTR \
[F]  B3-AT420717_084904_Fusion Ni& Aug 7, 2012 Aug 31, 2012 Active NiA 8276 2 0.02%

Flash 300x250 10:18 AM EDT 12:00 PM EDT

rooo-seos .
[[] B3-AT120717_085923_F150 Ni& Aug 7, 2012 Aug 31, 2042 Active MiA 8312 2 0.02%

Flash 300x250 10:17 AM EDT 12:00 PM EDT

[REEEEEEEE 1
. .

Coto page: 1 Show rows:| 10 ~ 1—20f2u M

Different creative types have different previews. Click the creative name to access its
information. Figure 9.13 shows how creative thumbnails are displayed for image creatives
and dotted boxes with the relative shape of the creative for rich media creatives.

Figure 9.13 — Image Thumbnail Previews

{ | Activate | | Deactivate | | More actions ~ |

DNW

B425_1.swf (Fusion)
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To preview the creative, view its settings, test the click-through and generate a Preview
URL, click on the creative name from the list.

Once you have clicked on the creative name, the creative can be previewed, its settings
accessed, test click tracking and click-throughs and a preview URL can be created.

Figure 9.14 — Creative Preview Screen

B3315_Delacy Ford = B2215_872688_Delacy Ford_2012 August > NY-Buffalo-WGRZ-B2215-R0OS 200 ATF_ 200x250___ 20120808 =

Creative: B3-AT120717_084904_Fusion  active
Type: Flash  Actual size: 300250
Destination URL: hitp:iidelacyford.comisection/s econdary/current_promotions/

Preview: MNew window On site

Jriven to CHANGE

2012
FUSION

SEL MOON and TUNE

R WOV S VPR TR R B T WY YRR Y ST W e

s N Y ’x.l‘"\ \,_f""-._;.t_ﬂrw,.a-"\

"
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Click the Settings tab to access the creative settings.

Figure 9.15 — Creative Settings Tab

B3315_Delacy Ford = B2315_672666_Delacy Ford_2012 August » ra‘r’-EL.fstc--'.-‘.-'ERz-Eaa-I
Creative: B3-AT120717_084904_Fusion  active ;
Type: Flash  Actual size: 300x250 ;

DestinatiopAdk el acyford.comisection/secondary/current_promotions/ f

Preview Settings

Preview: MNewwindow On site

-&"""\r‘ TP s

T L "’)

Here you can review the creative run dates, the click-through URL and the file and/or
template used for the creative. See Figure 9.16.

Figure 9.16 — Creative Settings

B3315_Delacy Ford = B3315_872666_Delacy Ford_2012 August > NY-Buffalc-WGRZ-B3315-R0OS 300 ATF_ 300:250____20120806 »

Creative: B3-AT120717_084904_Fusion  active
Type: Flash  Actual =size: 300x250
Destination URL: http:#idelacyford.comisection/secondary/current_promotions!

Preview Eim

Association settings

This creative is associated with 1 line item. More info

Line itern B2215_872888 Delacy Ford_2012 August = NY-Buffalo-WGRZ-B3315-R0OS 300 ATF_ 300x250___ 20120806 Delivering

Click-through URL |hitp:idelacyford. com/section/secondary/q overide |:|
Starttime [87A2 1 1016 AMEDT cvenide
Endtime [8/3112 [1[  12:00 PM| overide [F]

Size overrides | 300%250

Creative settings

Mame B3-AT120717_084904_Fusion
Flash file B3-AT120717_084904_Fusion.swf edit

Fallback image file (2) Fusion-300x250jpg edit

optional
Click-through URL (2 http:iidelacyford. com/section/s econdaryic

Target ad unit size  300x250

[] Allow Flash without clickTAG (2
T el Ml Ay g \__,--AW_.-.\_""\-‘- At ---‘».~——A.\ s AT B b et B R N

o
B O e W UL WO YR WA W W grapay ¥
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To test the click-through click on the creative image as seen in Figure 9.17.

Figure 9.17 — Creative Click Test

B3315_Delacy Ford = B2315_672666_Delacy Ford_2012 August = NY-Buffalc-WGRZ-B3315-R0S 200 ATF_ 200x250___ 20120806 =

Creative: B3-AT120717_084904_Fusion  active
Type: Flash  Actual size: 300x250
Destination URL: hitp:delacyford. comisection/s econdary/current_promotions/

Preview: Mew window On site

S
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If the click-through works properly you will see the following screen in your browser
indicating the click was recorded. You will then be passed through to the result of the click.

Figure 9.18 — Click Recording Successful

This is an intermediate preview page that confirms vour click can be successfully recorded by Google. This
preview page will not be seen when served live on publisher sites. Instead, a click will be recorded by our servers
and then immediately redirected to the destination page.

Destination URL: http://delacyvford com/section/secondary/current promotions/’

T I Tr T _,J-ﬁ.\_.A.\._;-..-o** MU e B T

P Y e

"
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Creative Preview on Website

DFP allows you to preview the creative on your own site regardless of the status of the line
item. This makes it easy to get screen shots for your advertisers. DFP gives you an even
better function, the ability to generate a preview URL to send to your advertiser. Both of
these functions work regardless of the status of the line item. It can be in any status, even
completed.

You only need to know the URL of a page where the line item would deliver if it were live.
Click on the On Site link as shown in Figure 9.19 and follow the steps below.

Figure 9.19 — Preview Creative on Site

B3315_Delacy Ford = B2315_872888 Delacy Ford_2012 August » NY-Buffalo-WGRZ-B3315-R0O5

Creative: B3-AT120717_084904_Fusion  active
Type: Flash  Actual size: 300x250
Cestination LEL: hitp:#idelacyford.comisection/secondary/current_promaotions/

Preview: NNew -.-'-.-'in-:-}( on site }

1. Enter a URL in the Site URL box that the line item is scheduled to deliver on.
2. Click on Open preview button.

Figure 9.20 — Open Preview

Preview in live site

Site URL (7 hitp-iiw ww wgrz com/news/defaull aspx | Show Preview Url

"
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Creative Preview URL for Advertiser
To create a preview URL to provide to your advertiser:

Enter a URL in the Site URL box that the line item would deliver to when live.
Click Show Preview URL to generate a URL to send to your advertiser.

URL is good for 24 hours. Note: If not used within this time, you must generate a
new URL.

Figure 9.21 — Show Preview URL

Preview in live site

Site URL (2 hittp-/iwww.wiorz_com/news/defaull aspx Open peevievu | Show Preview Url | '
Preview URL hitp:#/pubads. g doubleclick net’gampad -
fpreview_cookie?gct=UJDgx_UdmSOKIWELGAQQA i

DIAOgBKAGigqpC-
L9ABqICAGIDwiDPAZoDHWF wcGxpY 2F0aWaul

Notes:
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@ Google Console

Google console allows you to see why ads win or lose in a delivery selection on your
website. To use the console:

Be logged into the DFP admin UI.

Open your site in a separate window of the same browser.

Add ?google_console=1 to your site’s URL.

Reload the page.

Click Control-F10

o 0k 0w d R

Click Delivery Diagnostics for the ad spot in question.

Google Console on Site

Google Console allows you to see load times of each ad spot. It also gives the ability to
open the line item in DFP, look at specific delivery diagnostics for each ad that delivered or
view the creative.

Figure 9.22 — Google Console

==

Events Biogs  2findyourhome  Moms

- =

A SHRICE COVRARY Home News e Traffic Video s £ < About

Signup  Login FEATURED:

local
155 ms to load
30 ms to render

DAYBREAK B Lie W Follow @WGRZ  11.9K foll J +1
r local
Top News  tostviewed local 155 ms to load
11 ms to render
B Daukeaar wearana PENtagon Apologizes to Local

Ad Units (4) Page Request About

NY-Buffalo-WGRZ-B3315> > wgrz.com | Buffalo, NY | Daybreak

local
size T28x90 F at: Div Serice: DFP 4 Page tagged correctly!
155 ms to fetch creative Reload Page » Language ~

30 ms to render creative

Open Ad Unit in DFP | Delivery Diagnostics | Open Creative in New Window

NY-Buffalo-WGRZ-B3315> > Gor :SIC publisher console
local
Size' 88x31 Format Div Senice: OFP - AdSense | DFP | Help Center
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Google Console in Ul — Delivery Diagnostics

Delivery Diagnostics shows you all possible ads for that spot and you can determine
between the winner and losers.

Figure 9.23 — Delivery Diagnostics

Targeting criteria affecting competition 2

Browsing environment

User defined

Country | ynited States ,z] sitepage news.wagrz.com/daybreak
Rerun competition
Winning line item >
DFP line item won. Preview winning creative
Name Status Type Start time End time Rate Goal Impressions Progress
- and Bames > Delivering Stangard Jun 28, 2012 5400 sa7s 1%
B3 aliino & Bames_03_2012 10:04 Al ik e
NY-Buffalo-WGRZ-B3315: Run of Site (3
(T28x90 ATF)_726x90__ 20120626
Rejected line items
=] Incompatible start or end date. (2
Name Status Type Start time End time Rate Goal Impressions Progress
_Jam in the Valiey > Standard Jul 4, 2012 $10.00 o NA
5_Jam e Valey_2 Norma 1:55 PI CPY
Congert ~
-Buffalo-WGRZ-BI315-R0S 300 AIF_ (0
30030 _ 20120625
Gompage:' 1 Show rows:| 20 ~ | 1-10f1
Fl Ahead of schedule. (2
Status Type Start time End time Rate Goal Impressions Progress
Delivering Standard 2 38.57 3041 pam

B3315_ 4_McDonaids_2012 Order
ROS (728x30): WGRZ.com 06/25/12 ®
NY-Buffalo-B3315

2850

Optimization Ad Delivery

Fntn nans:

1.4 af4 000

Your Ad Ops specialist is your partner in successfully delivering ads to your site. They are

helpful in:

e Checking inventory

e Reviewing Ad Ops Tuesday/Thursday status communication
This document may be the quickest way for you to review order progress on your

site

Proactively looking at your orders
Consulting with you on a better audience or other ways to improve delivery
Making changes to a campaign
Should you have a change request, submit changes via AdSoftware

e Small changes do not require an updated DTO
e Complex changes require an updated DTO.
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DFP Order Management Questions .

1. How do you see the targeting criteria in a line item?

2. What two colors of progress bar indicate a line item is behind schedule?

3. How do you access the Google Console?

4. How long is the Preview URL functional?

5. What does the progress bar display for sponsorship line items.

6. What color is the progress bar if it says 85%7?

7. What’s the quickest way to see how your orders are progressing?

See DFP Answer Sheet 4
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.Resou rces

DFP Premium Help Center
http://www.google.com/support/dfp_premium/

AdServing SharePoints
http://sps.gannett.gci/units/gmti/adserving30rollout/adserving/default.aspx

http://sps.gannett.gci/units/gmti/training/Product%20Pages/Ad%20Serving%20Training%2
OPortal.aspx

ServiceNow
https://helpdesk.gannett.gci/

"
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@Answers

DFP Answer Sheet 1

DEP User Interface Answers

1.

What is the URL to log in to DFP?
- google.com/dfp

. Which browsers in DFP compatible with?

- Any modern browser such as Chrome, IE, Firefox, Safari.

Name 2 tabs on the user interface?
- Any from: Orders, Inventory, Reports, Admin

. Which tab should you select to model an order?

- Orders

Which tab should you select to run a forecast report?
- Reports

DEP Inventory Management Answers

1.

What is an Ad Unit?

- Generally it reflects an ad spot on the page. It actually reflects all possible delivery
locations throughout your site.

How many levels of ad units can you have?
-5

What is a placement?

- A grouping of ad units that are frequently targeted together. Saves traffickers time.
Similar to a Site Section in Helios 1Q

What allows you to do additional granular targeting
- Custom Targeting

DFP Reporting Answers

1.

What are the four (4) categories of reports?
- Delivery, Inventory, Sell-Through, Reach

How frequently is reporting data updated?
- About every 20-30 mins

Is it possible to report on placements?
- YES!

How many rows of data can be added to a report?
-5
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DFP Answer Sheet 2

DFEP Forecasting Answers

1.

How many days back does the forecasting engine look in order to make a prediction?
- 28

Where in the user interface can you run a forecast?
- From the Orders tab, from Check Inventory, New Order and from within a line item

What is the difference between matched and available impressions?
- Matched impression is the total number of impression based on your targeting,
Available are the total Bookable impressions.

How often is the forecasting data updated?
- Every time you approve an order or update an approved order

DFEP Line ltem Setup Answers

1.

What is a Line Item?
- A Line Item represents an ad including its delivery and targeting settings.

What types of line items can be forecasted?
- Sponsorship and Standard

An impression based line item targeting behaviors would be set to what type?
- Standard

What section do you set day parting?
- Adjust Delivery

A Standard line item guarantees what?
- Impressions

Where do you setup ZAG targeting?
- Targeting, Custom Criteria

DEP DTO Answers

1.
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How many Sales Types do you have with the DoubleClick line item?
-4

What Product do you select to serve ads via DoubleClick to your local site?
- Local.com (DFP)

What is CPD?
- Cost per Day for flat fee line items

What are the four sales types?
- Sponsorship, Standard, Price Priority and House

Why do you not select AdPositions for a DFP line item?
- Because they are included in the Placement or Ad Unit.
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DFP Answer Sheet 3

DFEP Delivery Logic Answers
Exercise 1

1. The server checks the ad’s delivery status and selects the ad that is most behind
schedule. Ensures each ad meets its impression goal.

2. The ad server will serve each ad equally.
3. The line item with the higher rate will serve first.

Exercise 2

1. Line Item 1 — The ad server always looks at delivery type first. Sponsorships will
always deliver before any other ad type.

Exercise 3

1. Line item 5 will deliver first because the Standard line items are on or ahead of
schedule and it has a higher CPM than the other Price Priority line item.

Checkpoint Questions

1. What is the effect of delivering impressions using frontloaded delivery?
- 25% of the impression are delivered up front to insure meeting delivery goals

2. What is the effect of setting the rotate creatives delivery option to optimized?
- The creative with the best click through rate will deliver more often. About 75% of
the time

3. Which Delivery Type is used for guaranteed impression line items?
- Standard

4. You want to deliver a 100% SOV line item, which Delivery Type will be used?
- Sponsorship

5. Which delivery Type is used for a line item that competes with Network remnants,
but not paid advertisers?
- Price Priority

OMTI
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DFP Answer Sheet 4

DFEP Order Management Questions

1.
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How do see the targeting criteria in a line item?
- Hover over the bull’s eye on a line item.

What two colors of progress bar indicate a line item is behind schedule?
- Red and Yellow

How do you access the Google Console?

a. Be logged into the DFP admin Ul

b. Open your site in a separate window of the same browser
c. Add ?google_console=1 to your site’s URL

d. Reload the page

e. Click Control-F10

f. Click Delivery Diagnostics for the ad spot in question

How long is the Preview URL functional?
- 24 hours

What does the progress bar display for sponsorship line items?
- total daily impressions for the last 7 days.

What color is the progress bar if it says 85%7?
- yellow

What'’s the quickest way to see how your orders are progressing?
- Review Ad Ops Tuesday/Thursday status communication
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FIGURE 9.23 — DELIVERY DIAGNOSTICS
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@ Terminology

Google DFP

Yahoo! APT

Helios 1Q

Definition

Ad Unit

N/A

Placement

An ad position on the web
page

Available Impressions

Bookable Impressions

See Helios 1Q definition
of Available
Impressions. Bookable
and Available
Impressions are the
same in Helios 1Q.

Number of impressions
you can book without
negatively impacting
the delivery of other
reserved line items.

Line Item

Placement

Similar to Flight

Represents a specific
delivery requirement of an
order including delivery
and targeting settings with
one or more creatives

Matched Impressions

Total Impressions

Total Capacity

Number of forecasted
impressions for a future
period based on selected
criteria in each placement
on an order.

Order

Order

Similar to Master Ad
Campaign

Represents an
advertiser’'s campaign
which consists of one or
more line items. An
order always has an
associated company
that represents your
advertiser.

Placements

N/A

Site Sections

A grouping of one or more
ad units which can be
reported on and targeted.
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