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Overview

e DV360 has a public help center dedicated to digital
out of home campaigns which we recommend
reviewing in detail ahead of launch dates.

Alexander
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e Buyers should work closely with their DV360 &
Place Exchange (PX) account teams during
pre-campaign launch to ensure accurate deal and
DOOH campaign set-up.



https://support.google.com/displayvideo/answer/12488167?hl=en&sjid=2536366685532263424-NA

Deal Types

Custom PMP Deals

Non-Guaranteed, short-term PMP deal curated by Place Exchange for a specific brand or agency campaign,
delivered to a trader in DV360 through one or more Deal IDs

All Custom (Non-Guaranteed) PMP deals run through DV360/Place Exchange today are negotiated with a single
publisher as a first price deal 1:1 PMP - 1 agency/advertiser targeting and 1 PX publisher format (ie display or
video). This also means you will clear at the price you bid at.

Custom deals are typically set-up These deals transact with standard programmatic auction dynamics, so the
buyer will need to raise their CPM based on demand in order to ensure delivery.

Programmatic Guaranteed (PG) Deals

All guaranteed (PG) deals run through DV360/Place Exchange today are negotiated at a specific number of
impressions, $ budget, and CPM. This deal will automatically populate in the negotiation tab, and will auto create

an insertion order once accepted.
***DV360 ultimately looks as the impression PX pushes via the deal API, and calculates the budget based off of

that, no matter what total budget is input in the deal push.

For both types of deals:

Once the deal has been set-up by PX, PX will pass the deal to the buyer via the deal sync APl. No manual deal
creation is supported. If a buyer is under a partner and needs access to a deal, the partner can give the buyer the
deal ID and populate the deal using the deal ID in the client’s negotiation tab.

The deals are specifically curated by the publisher & PX and the agency must share their DV360 Partner ID with
Place Exchange in order to populate the deal successfully in the partner’s negotiation’s page.
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DV360 DOOH Campaign Settings

*IMPORTANT** Geotargeting is currently based on IP address and hyper local targeting is not fully accurate.
Technically, wider targeting like state and country are supported for DOOH, but it is our strong recommendation to
have geotargeting baked into deals. Lat/Lon based targeting coming soon in 2026.

e Overall Campaign Strategy: While this does not impact actual serving, it allows the Ul to make suggestions based
on your goal.

e Bid Strategy: Fixed CPM bid must be assigned. Automated bidding is not supported today. Also, “Optimize Fixed
Bidding” should not be checked.

e KPI: You caninput anything in this field as it does not impact serving for DOOH but is a required field.

Frequency Capping: Not supported - do not set frequency caps (PX/the publisher will set this in the deal so please
communicate this to PX)

e Default Targeting Settings:

Demographics: No

Geography: No

Language: English

Brand Safety: No

Environment: No

Viewability: n/a for DOOH - please remove all ActiveView/TrueView settings
Position: No

O O O 0O O O O



DV360 DOOH Campaign Settings

e |0 Creation:
o  Deals and Packages: None Applied
o Deal groups and preferred deal groups: None Applied

e Lineltem Creation:
o Bid Strategy: Fixed Bid
o Targeting: None Applied
o  Creative assignments:
m Video - Onedimension per line item per deal ID
m Display - Multiple publishers or different dimensions can be bundled into one deal.
However, if specific budgets are needed for different media types, they should be set
up as different deals.
o Triggers: No




DV360 DOOH Campaign Settings

Creative Approval:
e The DV360 creative review process includes a time stamp for upload and review start, and can
take up to 24 hours to be approved.

o  For PMP, the creative can be assigned even while pending DSP approval, and DV360 will
start serving once it is approved. It will then get picked up by PX’s queue and go through
publisher review.

o  For PG, the creative must be approved and "servable and eligible" before assignment to the
line item. This is because PG is a commitment on both sides, and DV cannot respond to bid
requests from the publisher if the creative is not ready.

m The 24-hour potential delay is important to consider for running a PG campaign,
especially for last-minute opportunities, as the buyer cannot finalize the PG setup
without an eligible creative.
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Step 1: Basic Details
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Confirm the currency setting
assigned to your DV360 advertiser
account (CAD for Canada campaigns,
EUR for Europe, etc). Once
configured this cannot be changed
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Confirm that Place Exchangeis a
selected Exchange by pressing the
edit button on Exchanges in Basic

Details.



Step 2: Accept the PX Deal (Partner Level)

X px_dv360-geo TEST

GO Show sensitive content
Seller place_exchange  Commitment Non-guaranteed  Buyer Xbid Test  Exchange Place Exchange
Potentisl guaranteed volume

Potentisl average CPM Your budget O

TpCOde1081-n0v v2

vi

Potential m. = Potentisl total i
*Excludes sponsorship data
& place_exchange to Xbid Test
place_exchange roq your ptance (1 pi
e
Name Deal 1D Delivery method* Commitmaent* Exchange* Rate type
A\ pu_dvis0-geo TEST Programmatic Non-guaranteed Place Exchange CPM (Fised)
P1_0v160-geo-
A oo u_dv360 geo shptro test nov v2 Programmatic Non guaranteed Place Exchange CPM (Fixed) $o 1t
metro-test-nov-v2
pr_dv380 geo
Pr_dvI60-geo-region test-nov v2 Programmatic Non guaranteed Place Exchange CPM (Fised) sou
region testnov-v2
4vied dv360-geo Tipcode test-nov
a0 P ety oo Programmatic Non-guaranteed Place Exchange CPM (Fixed) $0.1¢

The PX deal ID will populate on the negotiations page for the partner. If there is an brand/advertiser
underneath that partner branch, the advertiser will need to input the deal. See next slide.



Step 2a: Accept the PX Deal (Advertiser Level)
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If under the advertiser level, you will need to import the deal from negotiations by selecting Place Exchange

and inputting the Deal ID.



Step 3: Create a DOOH IO (PMPs)

New Insertion Order

test partner for Googlers only. You can ge your own p: via DV3 User Management Ul

Select a type

@ :s Standard

Open auction line item serving on Display & Video 360

O Connected TV and OTT streaming

TV content across over-the-top streaming devices

O E]’R Digital out of home

Digital out of home ac i that serve on billboards, bus stations, airports etc

Select an objective

The objective you pick determines the key performance indicators (KPI), bid stratey

(D You can change insertion order objective from brand awareness, click, co
creation in the insertion order details page. Learn more 4

Create the DOOH insertion order. Set the total budget at the IO level.
*PG Deals will automatically create an 1O with a budget once accepted.



Step 4: Create the Line Items linked to the DOOH IO

Select line item type

test partner for Googlers only. You can manage your own permission via DV3 User Management Ul

Insertion order Select an insertion order for this line item

Black Friday PX PMPs /

Display Digital Out of Home Video Digital Out of Home

The advertiser needs to create an individual line item for display or video. Multiple creative sizes can be
associated to a display deal. For video, line items will need to be broken out by format.



Step 5: Add Deals to the Line Item

Inventory source
Deals and Packages 0 deals and packages selected /
Deal groups and preferred deal No inventory groups selected /
groups
@ Your agency's deal groups and preferred deal groups are available here. Access curated, high-value inventory Learn more
bundles

Click the edit button on the right side of the the Deals and Packages selection. Search for the
relevant deal token, select, and apply.



Step 6: Bid Strategy Settings

Flight dates (® use same dates as insertion order

Mar 16, 2023 - Apr 30, 2023
(O custom dates
(O useatrigger @

* Budget and pacing depend on both insertion order and line item settings.

Budget and pacing (®) unlimited up to the insertion order's budget.

QO so usp

Flight ~ ASAP ~

Bid strategy @ Fixed bld CADS$ 10.00 uso

The bid strategy should be set to fixed bidding based on the CPM guidance shared. For this example, let’s assume the Place Exchange deal ID floor price is $7,
the fixed bid amount should be input into the DV360 platform based on the current conversion rate from USD to CAD. We recommend increasing the floor
price amount by ~20% to account for DV360 fees and any potential delivery issues. Thus the fixed bid should be input as $10.00. Do not choose any
auto-bidding option, or set frequency limits. Set pacing to ASAP or AHEAD. If you want to distribute your campaign among several creative sizes, set the
budget to be distributed at the LI level.



Step 7: Assigning Creatives to Line Iltems

X New line item X Select creatives al
This Is a test partner for Googlers only. You can manage your own via DV3 User ul A Euginte cC = o
Y Format image Source: Display & Video 360  Enter & search term or select fiters (0]
Flight ASAP O
(m] e § e 0360 statn e stat B — Sour
S atrategy @ Fixed bid
$0.10 uso (m]

v Additional options

Creatives

Advanced ad serving rate: $0.00 CPM @

For Display, you are able to add as many display creatives to your line item as you see fit. For video, each dimension
should be onit’s own line item. Only DV360 hosted creatives are supported today.



Step 8: Set the Campaign Active
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Once you are done inputting your campaign, 10, and LI information, you will then have to activate the campaign. First, under the LI
tab, click on the white circle next to LI and “Activate”. Then, do the same in the “Insertion order details” tab. Once you select active

for both, and your creatives are approved, your campaign will start spending!
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Targeting DOOH:

e Alltargetingis done during deal curation on the
Place Exchange side. This includes frequency
capping, geo targeting, audience targeting, and
brand safety.

e No additional targeting is necessary for
DV360/PX PMPs at the LI or 1O levels.
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Currency Conversion

The Place Exchange & DV360 integration supports global currency conversions and deal types.

If an advertiser uses a currency other than USD, the advertiser will need to configure their basic settings
to this currency (ie Canadian Dollar)

1. Display & Video 360 converts the advertiser's currency into USD at bid time.
2. Ifanimpressionis won, the price of the impression is immediately converted back into the
advertiser's currency when the spend is recorded.

Currency exchanges in Display & Video 360 are powered using a widely used bank feed of daily
exchange rates. Google doesn't charge any fee for currency conversion in Display & Video 360.



Creative Requirements for DOOH

e The creatives must be DV360 hosted

e Onceassigned to aline itemin DV360, the creatives cannot be edited. Please create a new
creative ID if you need to update a creative.

e Ensure creative format, size, and durations match those agreed to in the deal based on Place
Exchange publisher specs for video campaigns. For display, you can have multiple creative
formats for a single deal.

e Associate the creatives according to the specifications of the deal, remembering that each
element/screen has different specifications in a different LI.

e Share the creative ids with PX.

e Request all publisher specific specs (max file size/duration/aspect ratio/etc) directly from your PX
rep.



Post Campaign Reporting for DOOH in DV360

In DV360: + Publisher impressions: The publisher’s estimated number of viewers per digital out of home

ad.
DOOH publishers use an impression multiplier, a

metric separate from DV360 served impressions, Exempte &

to calculate delivery. Buyers must filter for
When an advertiser negotiates to buy an ad unit from a publisher for a billboard on Time

"publisher impressions" for DOOH campaigns in Square, the publisher estimates that an average 500 people will see each impression.
Offline Reports to view accurate delivery.
To calculate using this estimate as the impression multiplier:

5 impressions x 500 impression multiplier = 2500 publisher impressions

For CPMs, use these fields in DV360 Reports:

e  Revenue eCPM: The "all-in" cost, + Publisher CPM: The cost per thousand impressions is calculated using the publisher
including the Negotiated Rate plus the impressions.
DV360 Platform Fee and other markups. Example &
e  Media Cost eCPM (or sometimes Billable
Cost eCPM): Reflects only the negotiated If 5 served impressions (2500 publisher impressions) cost $25, the publisher CPM would be

calculated as:

deal rate paid to the publisher.
$25 /2500 publisher impressions x 1000 = $10 publisher CPM

Modify your report columns to include "Media
Cost eCPM" to see the negotiated CPM.



Post Campaign Reporting for DOOH in PX

In Place Exchange:

e Request delivery reporting from your dedicated PX account team

e PXreporting leverages proprietary analytics built for DOOH that account for the

impression multiplier

e Granular Impression and spend data is available by: zip code, creative ID, venue

category, ad size + more!



Troubleshooting/Mid-Flight Adjustments

Please note that the DV360 troubleshooter tool does not work for DOOH today. Please open a ticket with DV360 support
each time you begin troubleshooting a campaign.

1. Agencyto send a note to their PX account team with the below details included.
2. Agency to open a ticket with the DV360 support team with all campaign details below included and be sure to
include your PX account team in addition to our support alias, dv360@placeexchange.com CCed:

i. StartDate:
ii. EndDate:
iii. Budget:

iv.  Partner ID:

v. DeallD:

vi. Deal Negotiated Floor Price:

vii. CPM Bid Rate input in DV360:

viii.  Media Type (display/video):
ix.  Publisher/screens negotiated in the deal:
X.  Creative IDs:


mailto:dv360@placeexchange.com




Why can't | see any spend?

Confirm the following:

e |t hasbeen atleast 24 hours since set up. Ramp up time may be delayed and take up to 24 hours to
see delivery.

e Thecorrect creative duration is targeted. For example, the creatives targeted are 15-second
videos and the creatives in the line item are also 15 seconds.

e Thecreative has not been changed mid flight.

e Thecreativeis approved and not tagged with sensitive categories labels. If rejected, it will not
serve.

e Check with the supplier to see if they are seeing bid responses.
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New PMP Requests:

Agency to send RFP to their PX account team with the below details included:

i. StartDate:
ii. EndDate:
iii. Geo:
iv. Budget:
v. Agency Name:
vi. Advertiser Name:
vii. Partner ID:
viii. Media Type (display/video):
ix. Targeting parameters (audience/venue/etc):

For any activations surrounding specific tent-pole events ie Pride Month, FIFA, etc, we
recommend planning in advance as demand increases during this time.





