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Audience Assignment

Targeting, experimentation and audience assignment differs
between third party ad servers. At its heart the audience is
defined by the trafficker and then that defined audience is paired
with a particular ad or ad version.

A placement follows the list of audiences down the tree of
targeting decision criteria to determine which ad to show. One
would think that it makes sense to always try to target an ad to a
user to increase the chances of the ad getting noticed and action
being taken but a long list of targeting rules for each placement
increases the work required to setup and optimize the campaign.
High complexity in setup (such as setting up five or more different
targeted audience combinations for each placement) causes the
following issues:

1.  Much heavier processing required at the ad server when

delivering the ad, which could impact the user experience of
the ad load time
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these ads are shown more frequently. As with clicks and
engagements, the analyst can consider how other ads
and creative in the same campaign contributed to the
conversion before making any changes.

e Conversions are also affected by the Advertiser site, so
analysts can also focus on the clickthrough URL to
establish if conversions were more likely if the user
arrived on a particular landing page.

e Advanced Time to convert reporting will reveal if the
conversion window has been set too liberally or not.
Having the trafficker make the adjustment to the
windows on the conversion tag based on the analysis
will ensure conversions are not being missed.

¢ The trafficker could also carve off some of the audience
to see if A/B testing exposes that one audience performs
better on conversion events that another. The
traffickers can then work with the analyst to optimize to
this audience.

Total Conversions - Media Optimization
e Once again, the analyst can look at which sites, sections,
Publishers, Networks and channels provided the most
conversions and consider removing those that are not
driving as many conversions or any at all from the media
plan.

¢ For e-conversions, it will be essential for the analyst to
look further up the conversion funnel in cookie level
data at the pathway to conversion. Although
engagement mapping will take into consideration the
conversion influence by other factors, the analyst should
keep checking reporting to ensure the most effective
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Retargeting Windows

The aim of retargeting is to show an ad to that same user at a
later date with the hope that by seeing the ad, they will be
contributing to the campaign goal. The opportunity to build up a
pool of cookies and show that pool targeted ads at a later date is
attractive to marketers but is limited by a time frame which is
rarely adjustable. Most ad servers offer a 90 day window in which
those users in the pool can be retargeted. After that point, the
cookies are removed from the pool (but as long as cookies are
always being added to the pool, it will not diminish entirely).

Retargeting for Creative Optimization

Retargeting strategies for large Advertisers are rarely simple
affairs. If a user can perform a number of actions on an Advertiser
site or if a web-based product catalogue is particularly large, then
re-targeting rules in the ad server need to be structured and
prioritised. Users that go to a product page and then purchase
and pay via a gift voucher, present some interesting possibilities
for the Advertiser later on. Should a user encounter an ad from
the Advertiser later, the ad can be designed to use the retargeting
information so that the creative does not contain a reference to
that product again.

Within the ad server interface, a retargeting audience is treated
as any other audience type. In Chapter 4 we explored how the ad
server can be setup to consider if each user is a suitable match for
an audience type before moving on to the next 'rule'. The
trafficker has the option to setup ads on the placement level so
that when a user encounters an ad, the corresponding creative
can be shown. This option works most effectively with DCO. The
trafficker can ensure that a corresponding version matches with
the user behaviour that triggered the retargeting tag.

For instance if a user visits the basket page but never reaches the
confirmation page, two retargeting tags can be setup, one on
each page. The trafficker can setup a target audience in the on the
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tag is sitting on, to pass a value into the tag. As a user arrives
on the Advertisers page (such as an e-commerce page
featuring a jacket) the retargeting tag on that page receives
the product ID passed in via the script. The retargeting tag
then it sends a call back to ad server to add the user to the
retargeting pool specific to the dynamic retargeting tag
while writing the specific variable to the user’s cookie. This
way, the user becomes linked to that variable and the ID can
be recovered when the Advertiser comes to show that user
an ad later on.

The user is now associated with all other users that
encounter this same tag but the difference with a dynamic
retargeting tag is the deployment of the tag. A dynamic
retargeting tag can be deployed to all product pages on the
Advertiser ecommerce site as a single piece of code. The
unique identifier passed into the tag is stored against the
user's third party cookie.

When an Advertiser comes to run DCO activity the ad
serving interface allows the trafficker to request that the
version of the ad to be displayed depends on the product ID
fed into the selected dynamic retargeting tag. Having
connected the versions to a product feed for mass
versioning, where all the product IDs are displayed, the
result is that the user is per shown a version displaying the
same product again. When the user encounters a
placement, the code checks the user’s cookie, passing the
dynamic variable through to the ad server. At the placement
level, the rules setup by the trafficker check to see if the
user is within the cookie pool for the dynamic retargeting
tag. If they are, the ad server matches the dynamic variable
from the user’s cookie with a corresponding ad version and
displays this version to the user.
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§ (STR)
SEM
|

SEO

counting

SKU number

Spiders (Search
i Engine Spiders)

Spotlight tag

|
§
i SSpP

s

Single-counting
Vs. Double-
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| could be checked for Verification.

Search Engine Marketing or Paid Search.
Also used interchangeable to describe the
keyword creation and buying toolsets
(such as Google Adwords) or used to
describe a bid management tool (such as
Marin)

Search Engine Optimization or Natural
Search. A non-paid for advertising channel
where a website is optimized by the site
developer to attract more search engine
user traffic.

A setting at an account level which allows
t conversions to be de-de-duplicated (single |
counting) or duplicated (double counting).
Predominantly used to control attribution |
reporting for Natural Search. j
M,-Also called a Product ID. Used in reference
to DCO.

Spiders are programs that crawl the web,

i simulating a user, loading pages, digesting

% the information those pages and passing
the information back to the source
database for cataloguing. In Search Engine
Optimization these technologies are

; called Spiders.

4

t A term from the DoubleClick ad server to
I mean a conversion tag that does not have
i
J container functionality.

' Supply Side Platform. In reference to

| Programmatic. |
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