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As businesses struggle to cut through the noise and grab attention of their best
prospects, online display advertising has become a game-changing tool. In this
chapter, we’ll take a look at ad formats, targeting options, and optimization techniques,
giving you the know-how to create and construct compelling creatives and integrate
data-driven strategies that generate impressive results. From understanding the ins
and outs of programmatic buying to working the magic of remarketing, you'll learn how
to pilot this ever-evolving seascape.

Since the very first online advertising appeared in the early days of the web (as
we know it), it has truly evolved, changing the digital marketing landscape and
transforming the way brands engage with their audience.

These are the stages of online advertising history we can identify today:

1. The Emergence of Banner Ads: In the early days of the 1990s, the World
Wide Web saw the birth of the online display advertising industry. Appearing on
HotWired.com (now Wired.com) in 1994, AT&T posted the world’s first banner ad.
This historic occasion signaled the start of a new age as companies discovered
their ability to connect with a sizable online audience by displaying eye-catching
ads on the ‘Net.

2. Interactive Rich Media: As the Web grew and changed, and as broadband
developed and became more accessible, online display changed with it, to
include interactive rich media ads. Flash-based ads, introduced later in the
decade, helped advertisers to incorporate animation, film and interactive features
in their creatives. This development increased user engagement and provided
brands with fresh opportunities to communicate in fun, dynamic ways.

3.  Programmatic Advertising: In the mid-2000s, online advertising became
automated and data-driven through “the rise of the machines,” a.k.a.,
programmatic ad buying. Ad agencies now had the ability to buy and sell ad
inventory in real time by harnessing machine learning and advanced audience-
targeting tools, bidding on-, buying and placing ads in literal milliseconds.
Marketers were able to distribute targeted messages at scale. Madison Ave and
Silicon Valley united to spawn the Ad-Tech industry.




4.  Native Advertising: Because of growing ad fatigue and the desire for more
seamless ad experiences, native advertising arrived to become a significant
factor in online display advertising. The seamless mixing of native ads with
surrounding content resulted in a more natural and unobtrusive user experience.
The downside was that often, readers and recipients of native ads were unable to
tell the difference between the ad and original content.

5.  The Era of Al and Personalization: In recent years, the online ad community
has adopted personalization and artificial intelligence (Al) capabilities. Advertising
firms specifically target their ads to each individual’s tastes and actions thanks

to the wealth of user data and advanced algorithms. Consumers are now more
likely to view ads that are pertinent to their interests thanks to the widespread
acceptance of dynamic creatives and retargeting tactics, which also increases
engagement and conversion.

6. Looking Ahead: As we move forward, online display advertising will
continue developing and adjusting to the constantly shifting digital environment.
Despite the early abandonment of Google Glasses or the Metaverse (both of
which had their own chapters in early drafts of this book!), emerging technologies
like virtual reality (VR), augmented reality (AR) and other immersive formats

are poised to transform the future of digital advertising by providing ever more
engaging and engrossing experiences for both businesses and consumers.

From the humble beginnings of banner ads to the current era of personalized, data-
driven experiences, online display advertising has undergone a series of revolutions.
Every step of the way has meant a new set of strategies for brands to connect with
their audience, usually in increasingly impactful ways. The process has shaped the
industry into what we see today.

Now, with digital ad budgets soaring to unprecedented heights, it has become

ever more important for all businesses—even SMBs, if not especially SMBs—to

learn how to wield this powerful medium. Online display advertising offers a variety
of opportunities to connect with prospective customers across a broad array of
methods, from enticing banner ads to eye-catching video placements. With an eye on
engagement and conversion, the rest of this chapter discusses the strategies to help
you do just that.




The Difference Between RTB and Guaranteed Buys
Programmatic real-time buying (RTB) is a sophisticated and automated approach to
buying digital ad inventory in real-time auctions. To target certain audiences and offer
customized ads as soon as they are served, it makes use of cutting-edge data-driven
technology and algorithms. Advertisers compete with one another in a real-time bidding
process to get ad positions on a per-impression basis. Advertisers can reach their
target demographic with greater precision thanks to its dynamic methodology.

Advertisers can use a variety of data factors, including demographics, browsing habits,
geography, and interests, to optimize their targeting techniques in programmatic

RTB. They may find and interact with the most pertinent audience segments for their
marketing by utilizing this abundance of data. A higher level of ad relevance, enhanced
user experiences, and increased campaign performance result from this level of
customization.

Conversely, a guaranteed buy relates to the conventional strategy of getting ad space
straight from the website owners and operators (in this industry, we refer to these folks
as “publishers” and will continue that tradition, hereafter). In this paradigm, advertisers
bargain for and obtain particular ad places at set costs and quantities. Advertisers

can choose the websites, pages, or sections where their ads will display, giving them
more control and certainty over where their advertising will show. Contracts or insertion
orders are frequently used to secure guaranteed buys, guaranteeing a defined
commitment between marketers and publishers.

While guaranteed buys give advertisers more control and confidence over particular
placements, programmatic RTB excels in its real-time capabilities, enabling advertisers
to react quickly to market changes and optimize their campaigns in real-time.
Advertisers have the option to select premium placements, match their ads with
particular settings or content, and interact directly with publishers.

Guaranteed buys and programmatic RTB both have advantages, and each may be
better suited for different objectives. Programmatic RTB delivers unmatched efficiency,
scale, and targeting capabilities because it gives advertisers the ability to target their
target demographic , and to make real-time data-driven adjustments “on the fly.” By
contrast, guaranteed buys provide advertisers more control over ad placements,
guarantee brand safety, and enable strategic alliances with publishers.




Crafting Compelling Creatives for Online Advertising

Being creative isn’t always easy. Putting together compelling creatives is often a
challenge for SMBs. Treatments for RTB programmatic campaigns require a strategic
approach to develop an execution that captures attention, communicates the brand
message effectively, and drives engagement. Here are some key steps to consider:

1.  Define Clear Objectives: Know what you're looking to accomplish and what
your KPI’s are. Try to match up the creative strategy with these goals, whether
they are generating leads, boosting website traffic, or raising brand awareness.

2. Know Your Target Audience: Gain a thorough awareness of the
preferences, interests, and problems of your target audience. Make sure that
the creative aspects, including the imagery, messaging, and tone, are tailored to
meet their requirements and objectives.

3. Focus on Visual Appeal: Make eye-catching advertisements that stand out
from the competition. Use compelling visuals or films that are relevant to your
brand and quickly grab the viewer’s attention. Include vibrant colors, captivating
font, and effective branding components.

4. Keep it Simple and Clear: Communicate your point succinctly and clearly
in a constrained ad space. To persuade visitors to do the desired action, employ
attention-grabbing headlines, succinct language, and powerful calls-to-action
(CTAs).

5. Personalize and Segment: Take advantage of the data at your disposal
to customize and segment your audience-specific creatives. Real-time
personalization based on user attributes is made possible by dynamic creative
optimization (DCO), which boosts relevance and engagement.

6. Test and lterate: Test various iterations of your creatives on a regular basis,
paying particular attention to images, copy, CTAs, and formats. To discover

the best-performing creatives and tweak them appropriately, keep an eye on
performance measures like click-through rates (CTRs) and conversion rates.




7. Ensure Responsive Design: Design creatives that are responsive and
visually appealing across a range of screen sizes in light of the increasing use
of mobile devices. To appeal to a larger audience, optimize for mobile-first
experiences.

8. Incorporate Social Proof: Include client testimonials, ratings, or reviews to
increase credibility and trust. Social proof can inspire users to act by overcoming
skepticism.

9. Maintain Brand Consistency: Colors, fonts, and other creative components
should all be in line with your brand’s visual identity. The whole brand experience
is improved and reinforced through consistency across all touchpoints.

10. Stay Updated with Industry Trends: Keep up with new creative
developments and trends in the field of programmatic advertising. To keep ahead
of the competition, try out novel forms, interactive aspects, or cutting-edge
technologies.

Common Creative Specs for Digital Advertising
To help ease you on your way, we’ve included a list of commonly used specs and sizes
for online ads:

Banner Ads:

Leaderboard: 728 pixels x 90 pixels

Medium Rectangle: 300 pixels x 250 pixels

Skyscraper: 160 pixels x 600 pixels

Wide Skyscraper: 160 pixels x 600 pixels or 300 pixels x 600 pixels
Large Rectangle: 336 pixels x 280 pixels

Half Page: 300 pixels x 600 pixels

Mobile Banner: 320 pixels x 50 pixels
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Interstitial Ads:
1. Mobile Interstitial: 320 pixels x 480 pixels or 300 pixels x 250 pixels
2. Full-Screen Interstitial: Varies depending on device and platform Native
Ads:
3. Image Size: this depends on the platform and layout requirements




4. Headline Length: Typically around 25-30 characters
5. Description Length: Varies depending on the platform, but often around 90-
150 characters

Video Ads:
6. In-Stream Video: These vary on the platform and method used to place the
ad. Some standard sizes are: 16:9 aspect ratio, such as 1280 pixels x 720
pixels (HD) or 1920 pixels x 1080 pixels (Full HD).
7. Out-Stream Video: Varies depending on the platform and ad placement.
Common sizes include 640 pixels x 360 pixels or 480 pixels x 320 pixels.

Streaming Radio Ads:
8.  Audio Length: Typically 15 seconds, 30 seconds, or 60 seconds
9.  Audio Format: MP3, AAC, or other compatible audio formats
10. File Size: Varies depending on the platform, but often limited to a few
megabytes

Remember that ad standards can differ between platforms, websites, and ad networks.
Always refer to the specific requirements and guidelines provided by the platform or
ad network where you plan to run your ads to make sure you're compliant for optimal
display.

Implementing Data-Driven Strategies
By incorporating data-driven methods into your campaigns, you can improve your
targeting, optimization and overall campaign effectiveness. Here are some steps you
might take that point you in that direction:
1.  Define Campaign Objectives: Clearly define the KPIs that will help you
measure your campaign’s success. Your data-driven strategy and measurement
approach will be guided by them.

2. Leverage Audience Data: To learn more about your target audience,

use first-party data from your CRM system, website analytics, or customer
surveys. When looking to serve more individualized and pertinent ads, divide
your audience depending on their characteristics, actions, interests, or previous
interactions..




3. Utilize Third-Party Data: Improve your targeting by adding audience
information from external data sources. Use data management platforms (DMPs)
or work with data providers to get audience segments that are relevant to your
campaign’s goals.

4. Include Advanced Targeting Techniques: Make sure your ads are seen by
the right audience at the right time and in the right context. You can do this if you
use sophisticated targeting options like geolocation, contextual targeting, device
targeting, or behavioral targeting.

5.  Dynamic Creative Optimization (DCO): Ad creatives can be dynamically
tailored using DCO and real-time data streams. To increase engagement, adapt
features like pictures, message, and CTAs to the audience’s preferences.

6.  Set up your campaign to include A/B Testing and Optimization: To find
the most efficient combos, keep testing various iterations of your ad creatives,
targeting options, or bidding techniques. Analyze campaign performance
indicators and implement data-driven improvements.

7. Retargeting and Sequential Messaging: To re-engage users who have
already interacted with your business, consider retargeting methods. Deliver a
sequence of advertisements using sequential messaging to lead people through
the conversion funnel and convey a unified brand story.

8. Real-Time Analytics and Insights: Real-time analytics can be used to track
KPIs, keep track of campaign performance, and gather insightful information.
Use this information to influence your judgments, modify your bidding tactics, and
instantly improve your campaigns.

9.  Track Conversion and Attribution: Apply conversion monitoring tools to
measure the performance of your efforts and link conversions to particular
touches. This makes it possible for you to make data-driven judgments and
comprehend the true ROI of your display ad campaigns.

10. Continuous Learning and lteration: Adopt a culture of ongoing learning and
development. Analyze campaign data frequently, look for trends, and use what




you learn to improve your targeting, message, and optimization tactics.

Small and medium-sized organizations like yours can increase audience targeting, ad
relevance, and campaign performance by implementing data-driven techniques in their
display ad and RTB programmatic campaigns. You can make smart moves with your
ad spend and bolster your business with data-driven insights. Make the most of it!

Brand Safety: Protecting Your Brand’s Reputation

Brand safety is important because if consumers think your brand supports disagreeable
content, publishers or platforms, they may not only choose to avoid your product, but

in some cases boycott your business altogether! Advertisers face the danger of having
their ads display next to information that contradicts the values of their brand and

their customers. Things like fake news, offensive user-generated content, or libelous

or inflammatory content can cause damage to a brand. The situation is exacerbated
considering the scale and diversity of the digital advertising ecosystem where ads
appear.

I's problematic for a number of reasons:
1. Reputation Protection: Ads placed on inappropriate sites or alongside
questionable content can do damage to a brand’s reputation. It can erode
consumer confidence. Associating with offensive content may result in
unfavorable reactions from customers and boycott threats. See more about this
in our sidebar.

2. Consumer Perception: Consumers often hold brands responsible for the
material they advertise beside. Rightly or wrongly, they may believe that a brand
supports or encourages offensive or controversial content if an advertisement is
displayed next to it, which could have a negative effect on how customers view
the brand.

3. Ad Effectiveness: Ad expenditure can be squandered, and efficacy might
be decreased by placing ads in risky or inappropriate locations. Ads might not
be seen by the desired target audience, and the message might be obscured by
offensive content or ignored altogether.

4. Regulatory Compliance: Advertisers are required to abide by laws and




professional standards. Aside from possible fines or legal action, placing
advertisements next to unlawful or harmful content can have ethical and legal
repercussions.

5. Consumer Experience: The total user experience is impacted by brand
safety as well. Ads that appear in situations that the consumer finds offensive or
disruptive may cause them to have bad associations with the brand.

6. Ad Fraud and Brand Impersonation: Brand safety has an effect on
customer experience overall as well. Advertisements that are displayed in
settings that customers find offensive or disruptive may lead to negative
associations with the brand.

Advertisers should have substantial brand safety measures in place, including content
monitoring, platform selection, targeting tactics, and collaborations with reputable
networks and verification services, in order to allay these worries. Businesses can
safeguard their reputation, preserve customer trust, and make sure their advertising
reflects their brand values and the ideal audience experience by taking a proactive
approach to brand safety.

By following these steps, SMBs can actively engage in brand safety practices,
minimize the risk of ad misplacement or association with inappropriate content, and
safeguard their brand’s reputation in the online advertising landscape.

Blacklisting and Whitelisting

“Blacklisted sites” are websites or online platforms that you may consider unsuitable,
dangerous, or unpleasant for use in your advertising. In order to prevent your
advertising from being displayed alongside problematic information, such as adult
content, hate speech, illegal activities, or low-quality websites, you might consider
setting up a blacklist of these websites. Or have your agency do it for you. A brand’s
reputation can suffer in all sorts of ways if blacklisted websites are used in an ad
campaign.

Conversely, whitelisted websites are reputable and authorized websites or platforms
where advertisers can feel comfortable displaying their ads. These sites are in line
with the target market, content standards, and brand values. Whitelists are created by




advertisers as a safety measure to guarantee that their ads are displayed in the right
settings that enhance their brands perception with the targeted audience.

By keeping a blacklist and whitelist, advertisers may better manage where their

ads are shown, assuring brand safety and lowering the chance of being associated
with questionable or dangerous content. Based on continual monitoring, customer
feedback, and newly developing brand safety concerns, advertisers frequently update
and improve their lists.

Blacklist Blues — Not Quite a Case Study.

The following is a true story, but those who told it to me allow
me to use it only under conditions of anonymity. They still
work at the agency involved and, while desiring to maintain
their employment, are adhering to strict compliance with their
confidentiality agreements. So, it's not quite a case study — but
it's useful just the same.

One notable example of a company facing negative
consequences after advertising on a blacklisted site involves

a well-known retail brand. Through their advertising agency,
the company unknowingly placed their ads on a website that
had a reputation for spreading misinformation. As a result, their
advertisements appeared alongside controversial content,
leading to severe backlash from customers, media outlets and
online communities.

The incident sparked widespread outrage and a social media
frenzy, with consumers accusing the brand of supporting the
dissemination of false information and conspiracy theories. The
brand’s reputation took a significant hit, resulting in a sharp
decline in customer trust and loyalty. The negative association
with the blacklisted site created a wave of boycotts and calls
for the brand to publicly apologize and sever ties with such
platforms.




Both the company and their agency quickly realized the gravity
of the situation and took immediate action. Together they
conducted an internal investigation to identify the breakdown in
their advertising placement process and implemented stricter
measures to prevent similar incidents in the future. The brand
issued public statements, acknowledging the mistake and
reaffirming their commitment to upholding ethical advertising
practices.

However, the road to recovery was challenging. The brand
had to invest considerable time and resources in rebuilding
their reputation, launching targeted PR campaigns, and
reestablishing trust with their customer base. They also
strengthened partnerships with trusted advertising networks,
verification services, and brand safety technology providers to
ensure stricter controls and avoid future mishaps.

This cautionary tale underscores the importance of robust
brand safety measures and diligent oversight when it comes

to ad placements. It serves as a reminder for companies to

be vigilant in their advertising strategies, thoroughly vet the
platforms they choose to partner with, and continuously monitor
and update their blacklists to safeguard their brand image and
reputation.

Flight and Tracking

To start, make a variety of audience segments before launching the campaign. To
properly target the desired audience, these segments should be carefully determined
by examining all relevant data points. Combining segments that are big enough to
make an impression and accomplish objectives is crucial. As the campaign develops,
review and optimize these segments frequently.

Your placement agency should be able to offer you comprehensive digital audience
measurement in addition to media buying services by tagging and tracking all of the
placements and creatives you push.




As the great management guru, Edwards Deming, said, “without data, you are just
another person with an opinion.” Tests yield data. The results of tests are important

to understand how close you are to achieving your KPls. Depending on how your
campaign is set up, you could also determine response composition by segments,
which can lead to future campaigns you might want to test beyond what you’re tracking
current.

Knowing how your campaign is being distributed across numerous sites, creative
versions, and audience segments that are in line with your brand objectives can help
you receive a full analysis. This information makes relevant learning and optimization
techniques for your current and forthcoming endeavors easier.

Analyzing the data after your campaign launches is a great way to identify fresh
prospecting tactics which can identify previously overlooked categories that might end
up being quite valuable. By researching them, you may develop an audience that looks
like your respondents and clients (these are sometimes called “look alikes™). By making
adjustments to your campaign throughout the process, you'll learn the value of various
audience segments.

Performance Review

Small and medium-sized advertisers can measure and monitor the effectiveness of
their internet advertising using a variety of tactics and tools. Here are a few efficient
strategies:

1. Website Analytics: By using web analytics solutions like Google
Analytics, you can track website traffic, user activity, conversions, and
other crucial performance factors. Site analytics provides details on how
effectively website traffic and product sales are promoted by internet
advertising methods.

2. Conversion Tracking: Install conversion tracking tools to monitor
certain user actions, such as form submissions, purchases, or newsletter
signups. It is now simpler to identify the advertising platforms, campaigns,
or creatives that lead to the most profitable conversions.

3. UTM Parameters: Use UTM (Urchin Tracking Module) attributes to




keep track of the success of particular marketing initiatives and delivery
methods. By incorporating distinct codes into the destination URLs in the
ads you run, you can pinpoint the precise sources and media that produce
traffic and conversions.

4. Performance Dashboards: Consolidate essential analytics

from several advertising platforms or sources in tailored performance
dashboards. You can use data aggregation and visualization technologies
like Google Data Studio or Microsoft Power Bl to delve deeper into an
evaluation of campaign performance.

5.  Ad Platform Reporting: Make use of the analytics and reporting
features that advertising platforms like LinkedIn Ads, Facebook Ads
Manager, and Google Ads offer. These platforms provide detailed data on
cost-per-acquisition (CPA), impressions, clicks, conversions, and other
crucial campaign-related analytics.

6. A/B Testing: For comparing multiple versions of your advertising,
landing pages, or targeting methods, try A/B testing. You can decide which
variations perform better and adjust your campaign strategy by testing one
variable at a time.

7.  Call Tracking: Consider using call tracking tools if phone calls are
an effective conversion channel. By allocating distinct phone lines to
various campaigns, these solutions allow you to link calls back to certain
advertisements and assess their effectiveness.

8.  Social Media Insights: Use the analytics offered by social media
platforms, such as Twitter/X Analytics or Facebook Insights. These
insights provide useful information on KPIs connected to your social media
advertising efforts, including reach, engagement, audience demographics,
and others.

9.  Customer Surveys and Feedback: To determine the effectiveness
of your online advertising, gather customer feedback. Qualitative insights
into brand recognition, perception, and purchase behavior influenced by




your advertising efforts can be obtained from surveys, feedback forms, or
customer interviews.

10. Cost-Per-Metric Analysis: Calculate and keep track of important
performance indicators like customer lifetime value (CLTV), return on ad
spend (ROAS), and cost per click (CPC). These metrics aid in evaluating
the effectiveness and financial success of your internet marketing
initiatives.

Small and midsized advertisers can learn a lot about their online advertising
effectiveness by using these tracking and monitoring techniques. They can properly
allocate money, optimize campaigns, and continuously enhance their overall
advertising strategy thanks to this data-driven approach.

The Math of Marketing: How to Tell What’s Working (And
What’s Not)

When running advertising campaigns, you should monitor performance to make better
decisions. We use metrics to gauge a campaign’s effectiveness based on any number
of things, including user engagement, conversions, cost effectiveness, and return on
investment. We may tweak strategy, spend budget differently, and get better results
by making changes to the flight based on KPIs. We’ll examine typical metrics in this
chapter so you may make data-driven decisions and accomplish your advertising
objectives.

We use the following metrics to tell if performance meets our goals, or not:
1. Impressions: How many times an ad is served to a user.

2.  Clicks: How often users click on an ad (or a link in an ad), suggesting
interest and engagement of said ad.

3.  Click-through Rate (CTR): The number of users, in percentage format, who
clicked on an ad out of the total number of impressions. It indicates how well an
ad is producing clicks.




4. Conversion Rate: the number of those users, out of all clickers, which carry
out a desired activity, such completing a purchase or filling out a form. It shows
how well it works to motivate desired behavior.

5. Cost per Click (CPC): the typical price spent for each ad click. It aids in
evaluating the effectiveness of ad spend.

6. Cost per Acquisition (CPA): the typical price paid to win a client or make a
particular conversion. It gauges how effectively a campaign may achieve its goals
at a reasonable cost.

7. Return on Ad Spend (ROAS): the amount of money made for every
advertising dollar invested. It shows whether a marketing campaign was
profitable.

8.  Viewability: the proportion of ad impressions that users may actually view. It
helps in evaluating the exposure and visibility of ads.

9. Engagement Metrics: Metrics that reflect the degree to which users are with
the website or landing page after clicking on an advertisement, such as time on
site, bounce rate, or pages per session.

10. Reach and Frequency: the quantity of distinct individuals that an ad
reaches (reach) and the typical number of times that those users are exposed
to the ad (frequency). It helps you determine the audience size and possible
saturation of a campaign.

11.  Return on Investment (ROI): the overall financial success of a marketing
campaign after accounting for both income and advertising expenses. It offers a
deeper look at campaign success.

12. Brand Lift: Metrics, such as aided or unaided brand memory or brand
favorability, assess the influence of advertising on brand awareness, perception,
or purchase intent.

You can learn from these analytics about the effectiveness, performance, and




efficiency of your campaigns. With them, you can make sound, data-driven decisions,
optimize your tactics, and deploy ad spend to get better results by studying and
interpreting these indicators.

KPIs and ROls: The Alphabet Soup That Tells You Everything
KPIs (Key Performance Indicators) and ROI (Return on Investment) are closely related
in the context of online advertising. KPIs provide measurable metrics that indicate

the performance and effectiveness of an advertising campaign, while ROl assesses
the financial return generated from that investment. Here’s how KPIs and ROl are
interconnected:

1. Tracking Performance: KPIs are used to track the performance of an
advertising campaign. They offer statistical data on the campaign’s many
elements, including impressions, clicks, conversions, and engagement. You
can evaluate the success of your efforts by spotting areas for development and
making adjustments accordingly.

2. Evaluating Efficiency: KPIs help assess the efficiency of an advertising
campaign by measuring the effectiveness of the invested resources. For
example, metrics like CTR (Click-through Rate) and Conversion Rate indicate
how well the campaign is engaging the audience and driving desired actions. By
analyzing these KPls, advertisers can gauge the efficiency of their ad spend and
make informed decisions on resource allocation.

3. Assessing Impact: KPIs provide insights into the impact of an advertising
campaign on various marketing goals. For instance, metrics like brand
awareness, reach, and engagement help evaluate the campaign’s effectiveness
in building brand visibility and engaging the target audience. These KPIs
contribute to understanding the broader impact and effectiveness of the
campaign beyond immediate conversions or sales.

4. Measuring Return on Investment: ROI is a financial metric that calculates
the return generated from an advertising investment relative to the cost incurred.
It helps you learn what’s working—and more importantly, what’s not. And with
that, you can make better decisions on your ad spend dollars. The standard ROI
calculation is to take the total cost of the campaign, divide it by the total income,




and then multiply the result by 100 to get a percentage.

5.  Correlation with KPIs: ROl is directly influenced by the
performance metrics captured through KPIs. A more successful
campaign will have more engagement, click-through rates,
conversion rates, and other high-yield KPIs. These usually bring
about a higher ROI. Poor KPI performance, by contrast, may illustrate
flaws in the campaign — and even result in a lower ROI.

You can learn a lot about your campaigns and boost your ROI by taking a deeper look
at how KPIs are performing. These establish the baseline for gauging how effective
your campaign is. ROI can tell you if you’re making a good investment with your ad
dollars.

In Conclusion

You have a tremendous opportunity to reach your target audience and maximize your
advertising efforts thanks to digital display marketing and real-time bidding (RTB)
programmatic advertising. These techniques’ dynamic nature enables accurate
audience targeting, budget-conscious campaigns, and data-driven optimizations.
SMBs like you can use the aesthetic appeal of display ads to draw in potential
customers by embracing digital display marketing. Businesses may increase brand
visibility and produce profitable leads by using captivating images, interesting content,
and clever placement. Digital display marketing is a flexible and effective strategy

for SMBs trying to compete in the digital environment because of its scalability and
versatility.

Additionally, RTB programmatic advertising offers SMBs and advertisers a smart and
efficient way to automate ad buying and improve campaign success. Businesses now
have the capacity to target their intended audience segments and make data-driven
decisions more . This level of detail makes decisions that fit within budgets, improve
return on investment, and hasten the process of market trend adoption.

To sum up, you can now leverage the power of digital display and RTB programmatic
to bolster brand awareness, engage target audiences, and spur company growth.
Small and mid-sized firms like yours are better positioned these days to compete
successfully in the digital sphere by adopting these best of class strategies like those
we reviewed, and by staying current with industry trends.




We’ve hope you found this discussion and these rules valuable and will help your small
business become unique in your specific marketing seascape.

P.S. Call, write, e-mail, link us, friend us, follow us—or just hit us up for Unik
Adv’s capabilities material if you need personalized, custom services!

Please contact us with any questions. Andrew@UnikAdv.com or Anthony@UnikAdv.com
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