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Gregory Cristal

To demonstrate the effectiveness of this, a creative name
can be transformed from:

| Creative3_1108_dave
| to
| Unilever_Lynx_Axe_brandawareness_summer2015_akqa_themealpha

Any analyst reading a report containing any information
about this creative will now at least have an indicator about
the Advertiser and brand it is referring to owing to the
references in the naming convention.

Ad & Creative

To use Creative in a campaign it must turned into the entity
referred to as an "Ad". Some ad servers do this
automatically, others require a couple of extra steps on the
part of the trafficker to create the ads. This will be the first
time that the trafficker has exposure to how the ad will look
and behave, and as such, the trafficker can conduct some
basic testing to ensure that the Creative Agency has built the
ads to the requirements of the brief.

Automated QA

Some ad servers automatically process the creative when it
arrives in from the Creative Agency. These checks for Quality
Assurance (QA) check a short list of creative properties that
should be present in all creative supplied, so these are
standardised properties and not checks for unique
functionality. Checks will include locating the presence of
the clickTag, checking the creative for malicious code and
ensuring that the click portions of the ad actually click when
such user action is taken. Once ads have passed this
automated QA they can be used for further testing by the
trafficker. As a side note: some ad servers are not using
machines for this process but hire teams of individuals to
manually check each and every creative that passes into the
ad server interface, as such the initial QA can take up to
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Ad Serving Technology

files and XML files. When the Creative Agency uploads the
multiple files to the ad server, the ad server uses the names
of the child files to link them to the master file; commonly
dictated by an intelligent method of pairing, such as by
uploading the files together or into the same storage folder
in the "creative library" section of the ad server. More
advanced members of the Media Agency can take a look
inside the parent file to determine which order the child files
are referenced in (this can be done either in the Flash
authoring tool or in various freeware programs designed to
peer into the code directly). The order of the child files, just
like the naming of them, is imperative to have the ad
working correctly. Sometimes a trafficker uploading a rich
media ad into the ad server will see an error when a child
file is missing and opening the parent file up to see which
file is missing in the order of files, will reveal the file's name
and allow the trafficker to chase up the creative developer
for the absent file.

Polite Download

Why have one parent file and many child files? Why not
simply have a single parent file and be done with it? Looking
back to the Publisher specifications and the discussion about
the user experience; polite download means that the master
file loads first, usually with the rest of the Publisher page
and then the child file "politely" loads in afterwards (often as
a background process), so that the user does not experience
a slow page load time. A common polite download situation
would see a master file of 40kb and a child file of around
2mb. The polite load prevents a disruption to the user
experience and the effect is often undetectable by the user.
An example would be instance of an in-page video ad where
the parent file is simply displaying the holder image of the
first frame of the video file with a play button watermark
over the top. When the user clicks the button the video
begins to play but the buffering has already started and
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