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Setup question

Where and How do unified pricing rules (UPRs) apply?

- UPRsapply to allremnantline items (Network, Bulk,PricePriority)with >0 CPM,OpenAuction,
PrivateAuction,FirstLookand OpenBidding(formerly Exchangaidding).

-UPRglo not apply to programmaticguaranteed preferred deals,guaranteedline items
(Standard Sponsorship)ohouselineitems.

How unified pricing rules are applied

-If two u n i Ypricidg rules target overlapping inventory, the rule with the higher price applies.

-If a First Look pricing rule and au n i \précidg rule target overlapping inventory, the rule with the
higher price applies for AdExchange demand.

Inventory > Pricing Rules
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Principles folRuleSetUp

Questions to consider when creating your pricing rule strategy - focusing on long term
business decisions and clear marketcommunication

0 Whatprice do | want to communicate to the market for different inventory (size, placement, URL)?

0 Whatare my overall business constraints for selling non-guaranteed inventory?

0 Arethere any places where today there is inconsistency (different prices or blocks for the same
inventory), and whatshould be my new strategy?

0 Do some channels have access to non-guaranteed inventory at discount, and if so why?

0 What might be the simplest and easiest structure that | can design, which will follow my business

needs?
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Considerthe structure of yourUPRSs

R5.6,7 R8 Higher floors
R9 R10

Inventory Channel High Avg $33

Type Conﬂi_ct (direct performing Performing
(web,app,vid) advertisers)

R4
Ad sizes

R2: R3:
CoreMarket(s) Tierl Markets

Rulel: RON(Default)

$

Reminders !
Lower floors

0 Ifno rulesmatchthe targeting, the unified flooprice defaults to $0

3 Note: The unified auction may still have floor prices due to Dynamic Allocation, or First Look

0 Bydefault, pricingrules apply acrossDisplayMobile app and In-streamvideo.Uselnventory

Type to specifyif arule shouldonly applyto Display, Mobileapp or In-streamvideo
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A clearstructure allowsyou to be highlyefficient

Advertisers and brands Floor
Experian £5.00
Oak Furniture Land
TalkTalk Group
Advertisers and brands Target CPM
BT Group £4.00
Lloyds Banking Group
D Display | EMEA | UK & Ireland | All inventory @ Active Sizes: Floor
300x250 £0.50
300x600
Sizes: Target CPM
800x120 £1.50
900x240
Target CPM
Everything £0.05
One single rule can manage:
1. Multiple advertiser-s p e cpi oyocr s 2. Different prices fortops p e csizgsc .3Backup price for long-tailsizes
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How to report

-
r
SeJecté( Il Aad2 NRA OI tMonitor performance Seewhichlineitems your Selectthe metrics
NI LJQahldfi;eg’levct A overtime with the UPRsare applyingo by e 2 dikeRo viewd
a) Y ARigI®RYzE S€ @ & 5| diwension. addinga [ Aitgnbu € LIS €

ora 5 SYIORRY Y STt ¢
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What if | see
N N pricing rule
appli edo?
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Why am I seeing i N@ricingruleappl i edo ?

0 Theimpressionwent
unfilled %
Total rows Start date End date
0 Nounified pricing rule 2 Vo020 o202

matchedthe request

EDIT @ EXPORT RESULTS ~ SHARE

0 Noteligiblefor auction

Unified pricing rule @ Total impressions &) J, Total average eCPM @
(Standard,Sponsorshipor
. . (No pricing rule applied) 44,230,769 $2.59
Houseline item won)
Floor 1 26,784,245 $5.13
0] MU|t|'S|ZerequeSt Floor 2 1,257,864 §8.54
US floor 920,845 $7.35
Advertiser floor 787,323 §5.39
Floor 3 361,333 $6.64
Floor 4 293978 $12.96
Brand floor 187,813 §7.01
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Why am I seeing i N@ricingruleappl i edo ?

= gelivery el ' 6
emand channel
SUM of Total impressions Demand channel
— genvery —— o Programmatic channel Ad Exchange Ad server Open Bidding  Grand Total
rogrammatic channe
(Not applicable) 115,500,261 115,500,261
- Bﬂmﬂ — @ |71 ™| OpenAuction 3,971,537 169,462 4,140,999
Preferred Deals 527,619 527,619
= Seomewiy o Private Auction 16,962 16,962
ountry
Programmatic Guaranteed 67,022 67,022
= gilcie\:gve size (delivered) 0 i
Inventory 6
= Ad unit (top level v . . .
bl i Country, Ad Unit, Creative Size?

Importante: Filtrar solo (no pricing rule applied)
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Proprietary+Cony dent i

TargetCPM
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WhatistargetCPM?

Target CPM adjusts open auction pricing rules to improve performance.

Target CPM vs Floor Price:
Target CPM: sets an average CPM for yourinventory.
Floor Price: sets a minimum CPM for yourinventory.
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Howit g 2 NJ|tlge Xraditional way of specifyinga pricing
rule (floorso

s000 - $1.25Floor Revenue

$20k

Numberof Bids

In this example, Publisher sees 10k
bids clear the auction on a day

4,00()/ / \ Ad C P M
3,000 :OOO $2 - 0

$0.50 $1.00 §1.50 $2.00 $2.50 $3.00
Winning Bid ($)

With Floor price thereisnop e x i boicléar anyyguery belowthes pec ipp®d .
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Howit g 2 NJwatiKTargetCP M

$0.75 800 $1.25TargetCPM Revenue

2k more bids clear the auction if YANE)
Target CPM is enabled, Ad CPM is $21'5k (+7-5 /0)

still above the target CPM

4,000 / / \ Ad C P M
3,000 ,:000 $18

Numberof Bids

$0.50 $1.00 §1.50 $2.00 $2.50 $3.00
Winning Bid ($)

When enabled, Target CPM dynamically changes p o @rices allowing additional queries to clear,
while maintaining min CPMyous peci y e d.
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Reallife bid insightcard example: Flooprice

Floor:$1

Feb 5-Feb 11 In-stream video

Rule name Revenue Impressions eCPM
~ $454K 112M $4.04
125M $100K
100M $80K

-
S 7sm s60K 3
o C
(5] (9]
,) o
= M 40K
foal 50 $40 o
25M $20K
R A N N N [N S S S A A A S A A A N S A N S NN S
2. % %, % %%, %, %0 % ol %, 5 5 % % B & S % % 8 5 8 % o B, K & S K Y
D 0. % o o b b B % B D X " % b 0 B % % % % 5 % % % % 0 % % 2 00.00

Bid range
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Target/ t a X dchioyi

Target
CPM ((u4
Rule name Revenue Impressions eCPM . )
- 0 Target CPM allows publisher to
ki €18.5K 4.5M €4.10 captures i g n i ifceemantsal
revenue that would otherwise be
2.5M €5K missed
™ B 0  Does not compromise avg eCPM
£ 1sm e 3 on the myentory, Wh.ICh remal.ns .
8 8 abovethis target price ($4.0in this
g ™ ex @ example)
500K €1K . .
= 0 Easily report aggregated Target
R = & & 0 & & & 6.0 O 5, 0 & T %eo.oo CPM revenuel lift via Optimization
D B R e B B B B BB B R BT B K 2 B D e Y T 0 % e e e Type dimension in Ad Manager
e}?qge;?, eq’ e*q’ e\q%eqé oq%eq e% e;?)e;?a v{’ g, e,v eb-e e;?a s;?%e\?%q?)see e%so," 9}7« e,"" @Q.‘ o c;%. 'e‘,‘,s\'v‘,\)‘e%‘e\% / '
BRI R TR e TR R R © R T T S 0, % T 2 s s Historical report
Bid range
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Unified pricing rule Date eCPM

Secret Target CPM UPR 3/1/20 04.98
Re porton Targ etCPM Secret Target CPM UPR 312120 4.84
Secret Target CPM UPR 3/3/20 u4.67
Secret Target CPM UPR 3/4/20 04.58
Secret Target CPM UPR 3/5/20 04.94
Secret Target CPM UPR 3/6/20 04.69
Secret Target CPM UPR 05.04
Secret Target CPM UPR 3/8/20 05.13
Secret Tar PR 3/9/20 05.37
. . et Target CPM UPR 3/10/20 05.93
Common question on March 6th may be: Why is Secret Target CPM UPR 311/20 5.74
the rule transacting below the target price? Secret Target CPM UPR 3/12/20 14.67 RULE
Secret Target CPM UPR 3/13/20 04.83
Secret Target CPM UPR 3/14/20 04.89 TA R G E T
0 Target CPM maintains an average eCPM above the targetprice Secret Target CPM UPR 3/15/20 (5.18 C P M5 ] O (k
over alonger period of time, which in this case isone month. Secret Target CPM UPR 3/16/20 G4.85
_ ) ] Secret Target CPM UPR 3/17/20 05.02
0 Inthis Fase, in17 Qays out of’3l, target CPM has transacted Secret Target CPM UPR 3/18/20 44.94
below |ts_ target P“C_e of.5.00u. However, on a mohth average, Secret Target CPM UPR 3/19/20 05.01
the rule is doing ItS'jObZ in factthe average eCPM in the month Secret Target CPM UPR 312020 (5.63
of March was 5.010. Secret Target CPM UPR 3/21/20 (4.84
Secret Target CPM UPR 3/22/20 04.66
Secret Target CPM UPR 3/23/20 05.03
Secret Target CPM UPR 3/24/20 05.53 m
Secret Target CPM UPR 3/25/20 (4.90
Secret Target CPM UPR 3/26/20 05.64 REVISTAS
Secret Target CPM UPR 3/27/20 L’J4.80 Conthi 3
Secret Target CPM UPR 3/28/20 05.49
Secret Target CPM UPR 3/29/20 05.11

Google
Secret Target CPM UPR 3/30/20 04.39



How to leverageBid
Insightcard
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Use bid insights to:

SeeA T U K@eNBnrA
valueto capture

Understandthe generalvalue

of inventory
(specificto thatrule)

Understandshifts inbidding
behavior
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Home FilterOptions

Overview Delivery

Filter options apply to all cards in the Home

view, not just the Pricing rulescard
Last 30 days « All inventory «

Last 7 days All inventory
Last 30 days
| Mobile app
Mobile web
AMP

In-stream video
Desktop web
Other
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BidInsight

Pricing rules @
Nov 1-Dec 31 Allinventory S—————7o_]

Date range & inventorytype
pulled from TOP of Home

Rule name
Vv (No pricing rule applied)
v Pricing rule 1
v Pricing rule 2
v Pricing rule 3

v Pricingrule 4

Top 5 rules by revenue are shown by
default, but you can search byRule

/

Q, Search pricing rules

Impressions

2.61B
1.56B
830M
36.9M
108M

15 ROWS AVAILABLE FOR SEARCH

Revenue

$9.38M
$3.37M
$1.64M
$615K
$415K

eCPM

$3.60
$2.16
$1.98
$16.67
$3.84

\

Extra visual indicator so
pubs know this is not all
their rules




BidInsight- Detalls

Bid range: $4 - $5

~  Pricing rule 3 1.56B §3.37M §2.16
M Losing highest bids: 3.18M A
M Winning bids: 5.13M
10N = Revenue: $12.8K \ o
Winning bids dropped, probably
8" [ the price b o dbut bids stillmade Hover on a bar to seeaggregated [*#°¢
- belowthep o o r metrics about that bidrange -
S oM $9.00K S
3 3
= >
© [V}
= 4M $6.00K
2M $3.00K
0 $0.00
A ! . g o % %
8y 3 Py X
v %,'8 8 % 0 % % g
Bid ranges automatically determined basedon ;
o : Bid range
distribution. The lower number in each range
is inclusive of that bid amount and the higher
. u Google
number is not




InsightsCardReview| BestPractices

Theinsightscardin the Ad ManagerHomePagecanassiston pricing strategy.Considemonitoringfloorsquarterly.

LosingBids

GEO/SIze/Device - XX

|

|

: —— Revenue
[ WinningBids

__________________ 1 Avg. Results
i “+ [Last30Days]

- HighVolume
L oflosingBids
on thisRange

Floor ul

Whenapplyingfloor strategy consideasa parameter the grey area, if the losingbids onthe left sideare significantly
hight.e. 1fr M) there isan opportunity to slightly lowerfloors or adjusttargeting

Premium Inventory: Considerkeepinghigherfloorswhen the intention isprotecting inventoryalue m coneQtia
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