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Trailer
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● Trailer beats are for early exposure - optimize to video views. 
○ Identify internal comp show from Program Marketing & then 

plan budget to achieve the trailer views goal
○ Run across FB/IG, YouTube, X (fka Twitter) (and sometimes 

TikTok depending on audience) 
● As a general rule of thumb for trailers, we should never go live 

until Press has gone out.  
○ Hold on putting YT links live until Marketing sends through 

live links for social (that's the indicator press has gone out). 
○ Make sure to confirm with marketing on launch times in the 

event one isn't specified.
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● Budgeting
○ Protocol per MSTRAT for Trailer views beats and 

heavy-up of views:
■ For Green titles - 50% heavy up of the budget in the first 3 

days (Trailer view reports are broken up into days 1-3 and 
days 1-7)

■ Other titles - case by case basis, MSTRAT/Program 
Marketing must request ahead of time (5-7 business days)
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● Trailer Views Reporting
○ Platforms take time to ramp up spend after a 

campaign starts, so seeing lower trailer views in 
the first 24 hours is not a cause for alarm (but can 
be flagged to reps if the trend continues)

○ On YouTube, it takes a few hours for all of the 
views driven by paid campaigns to be reflected in 
the total view count
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● More focused on starts, as we near the premiere of the initiative - 
optimize to reach or website click/traffic
○ Prioritize down funnel tactics (clicks or reach), and to re-engage 

trailer viewers and top performing audience segments
○ Key with channels lead for each genre (i.e. Drama - Social: CJ, etc)
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● 1-2 weeks of 
flight before 
premiere 

● Prioritize reach 
objective for 
higher user reach 
and awareness

● We have moved 
to dark posts

Social CTV Display Brand 

● Weight Reco: 
20%

● 5 to 7 day max 
flight, 
immediately 
before premiere

● Specifically 
targeting 
Core/Known 
Affinity audiences 

● - Low Freq, Max 
Reach

● 2 - 3 day Max 
Flight

● Low freq, Max 
reach, Highly 
Viewable 

● Prioritize video 
placements - 15 
secs

YouTube

● Weight Reco: 
20-25%

● - Learn from 
trailer; use Best 
Performing 
Audiences from 
Trailer beat. 

● For Green titles, 
"Heavy-up" the 
last few days 
before the 
premiere
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● Optimize to website clicks or reach
● Social

○ We have moved to dark posts for Now Streaming 
beats since video views is not a key focus area, and 
are instead focusing on starts

■ For Green titles might run amplifications as requested

○ Dark posts give the team more flexibility when it 
comes to trafficking

○ For Green titles (case by case) will run Premiere 
Weekend Heavy Up campaigns.

○ Use a ‘Sign Up’ CTA to focus on signups
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● For Green titles (case by 
case) will bundle with 
Reach burst and/or high 
impact placement to run 
along with our auction 
media.

● Meta — Reach Burst 
(booked via r/f) or MMM 
(Meta Moment Maker)

● Reddit — CTO (category 
takeover)

● TikTok — Top 
Feed/Pulse

● Snap — FITO (First 
Impression Takeover)

Social CTV Display Brand 

● High SOV day of 
premiere and into 
premiere weekend - 50% 
of spend 

● Open up audiences to 
peripherary audiences 

● 2 to 3 max imps per 
user/household

● High SOV day of 
premiere and into 
premiere weekend - 50% 
of spend 

● Open up audiences to 
peripherary audiences 

● 2 to 3 max imps per 
user/household

● Prioritize video 
placements - 15 secs

YouTube

● Weight Reco: 40-50%
● Use Best Performing 

Audiences from Lead Up 
beat.
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● Optimize to website clicks or reach.
● Generally we plan to spend about 10-15% 

of a channel’s total campaign budget during 
this phase

● YouTube CPM Masthead needs a minimum 
of $35K in order to run

● Use a ‘Sign Up’ CTA to focus on signups

General Reminder:
● All incremental/budget 

must include both media & 
tech fees (Sprinklr, 
CM360, etc)
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*Click the table or here for the 
link to the MACS Benchmarks 
Google Sheet.

 *Click here for the MACS 
Benchmarks term definitions.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1249097630&sa=D&source=editors&ust=1700175303848959&usg=AOvVaw2oR5fokiUBPV0dG1mvr8qC
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1249097630&sa=D&source=editors&ust=1700175303850758&usg=AOvVaw0jCUhrIT7YBTclzbUO6xh2
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*Click the table or here for the link 
to the MACS Benchmarks Google 
Sheet. 

 *Click here for the MACS 
Benchmarks term definitions.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1964156781&sa=D&source=editors&ust=1700175303860041&usg=AOvVaw2rxjwAINnBpDsM86jquh9A
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1964156781&sa=D&source=editors&ust=1700175303860633&usg=AOvVaw3FM0Gw2weBU4xbkSd9poVd
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1964156781&sa=D&source=editors&ust=1700175303862362&usg=AOvVaw3bYoRXrWWCosst1ZB67otb
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*Click the table or here for the link 
to the MACS Benchmarks Google 
Sheet. 

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D287395219&sa=D&source=editors&ust=1700175304109057&usg=AOvVaw3JzbMNVLSObUGdiOHMyI-W
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D287395219&sa=D&source=editors&ust=1700175304111325&usg=AOvVaw1LRBFTlcsnoCSm68nc9-WR
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*Click the table or 
here for the link to 
the MACS 
Benchmarks 
Google Sheet. 

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1019542157&sa=D&source=editors&ust=1700175304587585&usg=AOvVaw2V4W0EtPzyUUkaLHKUTvKK
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1019542157&sa=D&source=editors&ust=1700175304587918&usg=AOvVaw1yP7RCu-M-POHlFeZM8k0d
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1019542157&sa=D&source=editors&ust=1700175304589152&usg=AOvVaw1tLW37I9lV9G8dOxu_xauE
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Plan + Buy Across the Funnel

*Click here for the link to the Streaming 
YouTube Playbook.

https://www.google.com/url?q=https://docs.google.com/presentation/d/1BkTfHxOoQclhEByOnarBBBPtYCaCiGw4JmYcDYP6wYY/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175304954805&usg=AOvVaw3PmYIC_lSQ4aDg51JB6Byx
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CPH and CPM Mastheads*
Massive reach on YT homepage premiere placement. Splashy execution to 
surround a moment & announcement (ie. promo, title launch, announcement, 
sports moment, etc)

Video Reach
In-Stream inventory that uses Bumpers + Skippable assets. optimizing to 
efficient unique reach is an excellent driver of cheap reach, awareness, and 
consideration

Video Reach 2.0
Optimizes to efficient reach, however can access new inventory such as In-Feed 
and YouTube Shorts (9x16 assets).

Forced 15s YouTube Select and Auction*
Non-skips ads drive highest lift in Awareness amongst all video auction formats 
and shown to drive efficient Consideration lift

● CTV NonSkippable as an extension to TV 

Bumpers
Cost efficient, short (6sec) forced reminder
Increments reach count + audience from Non Skippable and Skippable media. 
Used as a way to build frequency and remind users of promo, title, etc.

Support buzzy creative and initiate mass reach to build fans of your content

Awareness: sparking reach and conversation

DRIVE | broad awareness and 
reach to build broad and niche 
audience base for subs

ACHIEVE | optimal reach and 
frequency measuring awareness, 
consideration and search lift

Cross-Screen Mastheads

YT Select First Position Blast
3 Second Promo Card Prior to Trailer

*Click here for the link to 
the Streaming YouTube 
Playbook.

https://www.google.com/url?q=https://docs.google.com/presentation/d/1BkTfHxOoQclhEByOnarBBBPtYCaCiGw4JmYcDYP6wYY/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175306509882&usg=AOvVaw1md2i4O4uDVE4tQ7oiajxf
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Consideration: boosting conversation and insights
Create a groundswell of support with efficient, always-on media known to drive consideration

TrueView CTV*
Effective consideration driver of consideration for leaned back 
audience and a great way to learn more about your CTV creative 
insight

Target Freq*
Set frequency goal of 3-4x per week to help with boosting headroom 
consideration lift of core audience

15s Forced*
NonSkippable works as a great compliment to help boost 
consideration of core audiences with good creative

YouTube Discovery*
Home Feed ads meet users looking to discover new content.
YouTube Search matches users intent for your Brand.

ACHIEVE | Optimal 
consideration lift and CPLU 
learnings based on 
benchmarks

DRIVE | Consideration 
amongst your core and 
opportunity audiences

*Click here for the link to the Streaming 
YouTube Playbook.

https://www.google.com/url?q=https://docs.google.com/presentation/d/1BkTfHxOoQclhEByOnarBBBPtYCaCiGw4JmYcDYP6wYY/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175307044756&usg=AOvVaw0I7YGkWaf3IBJu2Yev2R9M
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YouTube Product Breakdown

[HIGH IMPACT & VISIBILITY] YouTube Cross Device Masthead

[EFFICIENT REACH] YouTube :06s Bumpers amd TrueView for Reach

[AWARENESS - FORCED VIEW] YouTube: Non Skip :15s and YouTube Select 15s

[DISCOVERABILITY, ROUND OUT YOUTUBE PRESENCE] In-feed Video for Consideration

[AWARENESS ON CONNECTED TV ONLY - FORCED VIEW]  YouTube: Non Skip :15s with CTV device targeting

Red = Reserve Format 
Purple = Auction Format

HOME PAGE

PRE/MID/POST ROLL

WATCH PAGE, 
YOUTUBE SEARCH, 
HOME SCREEN

*Click here for the link to the Streaming 
YouTube Playbook.

https://www.google.com/url?q=https://docs.google.com/presentation/d/1BkTfHxOoQclhEByOnarBBBPtYCaCiGw4JmYcDYP6wYY/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175307083494&usg=AOvVaw2CbkH4hSMWtwDL7q6MeDfo
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● Facebook: Feed, Marketplace, video 
feeds, right column, Facebook Stories, 
in-stream videos, instant articles, search 
results, and Messenger 

● Instagram: Feed, Explore page, 
Instagram Shop, Stories, Reels, and 
in-stream videos

● Audience Network: External apps and 
websites that “rent” advertising space to 
Facebook

Products
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New Ad Format: Reminder Ads
● Turns organic Instagram posts with reminders 

into ads

● Helps bridge the gap between promotion time 
and launch time by allowing people to set 
reminders for upcoming events or moments

● After users engage with reminder ad, they will 
receive an IG notification 24 hours before, 15 
minutes before, and at the time of event

● Only avail. in IG feed with Link Clicks 
optimization/Traffic Objectives

● Timing: Mid-April - 50% Advertisers, Mid-May 
100% rollout

Launching Brand Suitability Controls for Feed 
along with Third-Party Verification

● A new inventory filter for FB and IG Feed - allows 
advertisers to control which content their ads may show up 
next to in Feed based on brand suitability preferences

● Now avail. for FB Feed though Zefr (Meta Business 
Partner)

Launching Ads in Search Results on 
Instagram

● A new ad placement which allows advertisers to reach 
people actively searching for businesses, products, and 
content

● Ads will show up in the feed that people can scroll when 
they tap into a post from search results

● Only avail. via Manual placements and not included in 
Advantage+ placements

● Ads delivered based on variety of different signals - 
search terms, interactions with search terms, or other 
interactions on IG, for ads ranking and delivery

● Global availability expected in mid-May 2023

https://www.google.com/url?q=https://www.facebook.com/help/instagram/531160052269576&sa=D&source=editors&ust=1700175308101210&usg=AOvVaw1n30Br9wg7pAC9s3ZVOvzX
https://www.google.com/url?q=https://business.instagram.com/blog/reminder-ads-and-ads-in-search-results&sa=D&source=editors&ust=1700175308133981&usg=AOvVaw1tf-kEDSq8Dc2GF5-aKZin
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● Branded Content Ads 
(renamed to Partnership 
Ads)

○ More types of organic 
Instagram content can be 
promoted as partnership ads, 
including Instagram Collabs 
and other content without the 
paid partnership label

● AR Ads Placement Expansion: IG + FB Reels & 
FB Stories

○ AR ads are already avail. on Instagram and Facebook Feeds 
+ Instagram Stories

○ 750M people use AR effects across Meta technologies every 
month

○ AR Ads are an important step towards the metaverse, 
enabling you to deepen your connection with your customers 
and improve the overall experience for people on Facebook 
and Instagram

○ Leverage below objectives:
■ Awareness: Awareness of brand/product being advertised not the 

AR effect
■ Traffic: Optimized for link clicks to AR ads effect, not the website

○ Simplified and expanded 
permissions for partnership ads:

■ New and existing account-level 
permissions initiated through Meta 
Business Suite now allow advertisers to 
boost content in which they are 
explicitly tagged (via @mentions, 
people tags, product tags, or Instagram 
Collabs) in addition to branded content 
denoted by the paid partnership label.

■ The Instagram partnership ad code can 
now be used to boost any content, 
regardless of whether the advertiser is 
tagged.

■ Partnership ad permissions are no 
longer required to run partnership ads 
between two assets owned by the 
same Business Account if a user is 
assigned Ads access to both accounts 
in Meta Business Suite. Learn more 
about managing task-based access to 
people in Meta Business Suite here.

■ All advertisers need partnership ad 
permission from their partners in order 
to run partnership ads, even if the ads 
will run from their handle. This change 
means that permission requirements 
are now the same regardless of which 
partner is the advertiser.

*Click here for 
the link to the 
Partnership Ads 
step-by-step.   

https://www.google.com/url?q=https://docs.google.com/presentation/d/1dLLifp526MDm4juYUGdySwM812cQqTjVPtG0FR3-fZ8/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175308153602&usg=AOvVaw23lgbCcSU0MgyXucyxWl8h
https://www.google.com/url?q=https://docs.google.com/presentation/d/1dLLifp526MDm4juYUGdySwM812cQqTjVPtG0FR3-fZ8/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175308153973&usg=AOvVaw2EMZ4hxrrsl5-6Q_kPu2nf
https://www.google.com/url?q=https://urldefense.com/v3/__https://l.workplace.com/l.php?u%3Dhttps*3A*2F*2Fwww.facebook.com*2Fbusiness*2Fhelp*2F554090543179384%26h%3DAT1rI0bzvvuW82ZDNH87xGDzZam0SQ2j_ng4zc6MWPFR0WGlR2uYf2ghp3uRR6nNUfwNiC3T8165NyejRUbGsw8lFSlPMXJg3vYNTxLX2cKWZE0IgyNKT8tisFDUdaeoBkmKK6pTk2SJcM1UEKTsMoQuvZq_WOBoohpgjw%26__tn__%3D-UK-R%26c*5b0*5d%3DAT3oYOw0LKNLc50OTNgUxZPaHBhJT1210PHtycmL5pi5LFNl1qyLni00QpdwDua70MiCwRhPvIXpGh1kYtxPgqnAUoFBuVPX9dO7TaxqLHI5GLtbiIfLA-u3l8QrLgjDomF0XCX6DVDHUzGEjbAPDidRq2Ovtx_thwKcdjk__;JSUlJSUlJSU!!CxwJSw!OIJKWi0OBOaw46A7ueKSyOkv75o_wWcWMRhKUZRl4qUybM8AbUbhznCmZpS76uLfKAyWD2fT9ZLUys97-dJu$&sa=D&source=editors&ust=1700175308179927&usg=AOvVaw1qrM5PEGeAcYg4eDXdxGRj
https://www.google.com/url?q=https://docs.google.com/presentation/d/1dLLifp526MDm4juYUGdySwM812cQqTjVPtG0FR3-fZ8/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175308182488&usg=AOvVaw35kmdbGyGsQC8GrZyymavI
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Feeds Explorer ReelsStories

Instagram

Reminder 
Ad
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Feeds Video Feeds Stories

Facebook

Reels
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● Top View
○ Description: Most premium, high impact 

placement. The 1st video users see when they 
open TikTok. Effective in driving reach, engagement 
and brand lift. Sold as a one-day buy with a CPM 
model.

○ Pricing: Scalable - $275K+ Regular with $12 
CPM*, $500k+Holiday

● Top Feed
○ Description: R&F’s premium ad placement that 

delivers as the first in-feed ad slot within a user’s 
For You Page after 3-4 organic videos are served.

○ Reach + Freq Only
● Pulse

○ Description: Pulse enables advertisers to align 
their brand with the videos driving TikTok culture by 
showing their ads immediately after the top 4% 
content on the platform within a certain category

○ Reach + Freq Only
● In-Feed

○ Description: Appears in a users For You Page 
between 3-7 organic videos.

*Click here for the link to the 
full TikTok 2023 Product 
Menu.  

https://www.google.com/url?q=https://drive.google.com/file/d/1qE6zPwx-Kg9pmCsUoOfnktHHbpaZ3RPc/view?usp%3Ddrive_link&sa=D&source=editors&ust=1700175309565125&usg=AOvVaw3UvUq4KbvRIWF3ZLfteFcU
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● Display Card: Clickable card that brands can add to their 
in-feed videos to draw attention to special promotions, 
products, or CTAs.

● Countdown Sticker: Build buzz around events. The 
scrolling timer can drive user’s awareness and 
engagement, increasing their interest and intrigue for the 
event itself.

● Gift Code Sticker: Enlarge the appearance of gift code 
details and facilitate the code copy and redemption to drive 
more clicks and conversions.

● Voting Sticker: Voting Stickers compose a voting topic 
and two poll options for users to click. Ensure the question 
is relatable to your audience.

● Pop-Out Showcase: Allows for brands to implement an 
icon that centers on the screen and encourages users to 
click on the icon.

● Gesture Ads: Appears at any time and guides users to 
follow a motion in order to unlock a popup card.

● Super Like: Allows for advertisers to upload an icon that 
floats on screen when views like the ad, giving that extra 
layer of engagement.

● Story Selection: Allows users to choose their own ad 
experience and select from 2 sub-video options.

Display Card

Countdown Sticker

Super Like

Interactive Add-Ons
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Branded Mission
● Description: Connects 

brands with TikTok 
creators by offering them 
engagement and/or 
monetary incentives to 
develop authentic 
content. TikTok creators 
will produce videos 
based on the 
requirements set by the 
advertiser.There are two 
models: Branded Mission 
Hashtag Challenge and 
Branded Mission 
Branded Effect.

● Pricing: $434,100+

Branded Effect
● Description: Branded 

Effects create the 
ultimate interactive 
experience by getting 
users to participate in 
campaigns with their own 
videos.

● Pricing: $150K Standard 
/ $180K Advanced
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Ad Formats (High Impact Offers)
● Twitter Takeover

○ Most premium, mass-reach placements that drive 
results by taking over the Timeline and Explore tabs

○ Give brands exclusive ownership of Twitter’s 
premium real estate across desktop and mobile
■ Timeline Takeover

● Puts brand at the top of the conversation 
as the first ad of the day

● Delivers ~38M video starts.
■ Trend Takeover/Trend Takeover+

● Puts ads alongside what's trending, placing 
messages where the conversation starts 
on the Explore tab

● Trend Takeover+ adds an additional 
immersive video creative element

● Estimated Impressions = ~65M - 75M, 
includes Spotlight placement.
○ Cancellation Policy -- Standard Trend Takeovers and Timeline 

Takeovers can be cancelled 30+ days before run date. Premium 
Trend Takeovers and Timeline Takeovers cannot be cancelled.                                

*Click here for the link to the full X (fka Twitter) 
Advertising Product Catalog.  

https://www.google.com/url?q=https://drive.google.com/file/d/1UxTbDbTHjx6I4I0nfYXIb5lwPL_naO95/view?usp%3Dsharing&sa=D&source=editors&ust=1700175310654754&usg=AOvVaw2xn_vJGKat_b4-DzS6gNer
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Ad Formats

● Promoted Ads
○ Image Ads
○ Video Ads
○ Carousel Ads
○ Moment Ads 
○ Text Ads

● Follower Ads
○ Increase visibility
○ Promote account to 

a targeted audience 
to build awareness 
and attract new 
followers

● Twitter Amplify
○ Align ads with 

premium video 
content from the most 
relevant publishers 
(two formats)

■ Amplify pre-roll
■ Amplify 

sponsorships

● Twitter Live
○ Create a 

moment, 
broadcast it to 
the world, and 
allow your 
audience to 
interact with 
you in real time 

● Dynamic Product Ads
○ With DPA Retargeting, advertisers 

can serve ads to targeted 
consumers,  featuring products 
they have engaged with on the 
advertiser’s website but haven’t yet 
purchased

○ With DPA Prospecting, advertisers 
can acquire new customers who 
haven’t visited their website

● Collection Ads
○ Showcase a collection of 

product images through 
a primary hero image 
and smaller thumbnail 
visuals below

● Twitter Ad 
Features 

○ Polls
○ Conversation 

Buttons
○ App Buttons
○ Website Buttons
○ Branded Hashtags
○ Branded 

Notifications

*Click here for the link to the full X 
(fka Twitter) Advertising Product 
Catalog.  

● Reach Block
○ Single day media buy providing 

brands with targetable, 
mass-reach inventory in the 
Home Timeline.

● Hashmojis
○ Express your 

brand’s 
personality by 
adding a fun, 
visually 
appealing 
creative 
element 
whenever 
your hashtag 
is used

● Hashfetti
○ Supercharge your 

Hashmojis by 
raining down 
custom emojis

● Branded 
Notifications

○ Let users set a 
reminder to 
engage with 
content at a 
future date

● Branded Likes
○ Spark delight and 

amplify participation 
around your Timeline 
Takeover 

https://www.google.com/url?q=https://drive.google.com/file/d/1UxTbDbTHjx6I4I0nfYXIb5lwPL_naO95/view?usp%3Dsharing&sa=D&source=editors&ust=1700175311068984&usg=AOvVaw2z3NhdwuNbjxm5rJFHHhG7
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● Twitter Spaces
● Communities
● Twitter Blue
● Subscriptions
● Media Studio
● TweetDeck
● Amplify Pre-roll
● Amplify Sponsorships
● Ticketed Spaces
● Recorded Spaces 
● Moments
● Twitter Analytics
● Embedded Tweets
● Media Studio Producer
● Tips 

Ad Products

Twitter Spaces

Media Studio

Twitter Analytics

M
om

en
ts

*Click here for the 
link to the full X 
(fka Twitter) 
Advertising 
Product Catalog.  

https://www.google.com/url?q=https://drive.google.com/file/d/1UxTbDbTHjx6I4I0nfYXIb5lwPL_naO95/view?usp%3Dsharing&sa=D&source=editors&ust=1700175311612173&usg=AOvVaw0vVCwBrj6FmIIQbSu5lxyS
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Snap Ads Snap StorySnap App Commercial Collection

Ad Type/Placement
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● Snap Ads
○ Single Image or Video ads offer a 

variety of creative freedom to 
communicate your message. They 
can take the form of video — 
whether it be motion graphic, live, 
cinema-graph, still, or gif style.

Snapchat

●  Collection
○ Collection Ads are 

made-for-commerce ad 
types that allow you to 
feature a series of products 
that Snapchatters can tap to 
get more details.

● Snap Lense
○ Create memorable, 

interactive moments 
with augmented reality 
experiences 
Snapchatters can play 
with and send to 
friends. 

● Commercial
○ Commercials are 

non-skippable six-second 
video ads. Commercials 
appear within Snapchat’s 
Curated Content.

● Snap Story
○ Story Ads allow you to reach Snapchatters 

with a series of ads in between content, or 
with a branded tile in Snapchat’s Discover 
section. The tile in the Discover Feed  opens 
up to a collection of 1 - 20 images or videos. 

Ad Formats
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Snapchat

● First Story 
○ A single day, first impression 

takeover allowing a brand to 
own the first ad a user sees 
within Friends User Stories.

○ Higher impact when run ads 
with 
muti-products/placements
■ Pricing: 

● $500K Non-Holiday
●  $600K Holiday Rate 

(Flat Fee)
■ Reach/Impressions: 

● 50M
■ Creative: 1 - 3 Snap 

Story ads
■ Placement: Users 

Stories

○

● First Commercial
○ Fixed, high impact, 

non-skip video takeover in 
Snapchat Shows
■ Pricing: 

● $250K Non-Holiday
● $300K Holiday Rate 

(Flat Fee)
■ Reach/Impressions: 

● 10M
■ Creative: 

● 6s Non-Skippable 
Video 

● Extended Play 
Commercials 
(7-180 seconds) 
supported

■ Placement: Discover 
Content

○

● First Lens
○ First Impression, 

First Position 
takeover of Snap’s 
Lens Carouse
■ Pricing: 

● $200K 
Non-Holiday

● $250K 
Holiday Rate 
(Flat Fee)

■ Reach/Impressi
ons: 
● 8M - 10M

■ Creative: AR 
Lens

■ Placement: 
Camera 
Carousel 

○

Ad Formats (High Impact Offers)
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Promoted Post Takeovers

Ad Products Overview
Reddit

First View
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Takeovers

● Reddit Takeover
○ Widest-reaching package
○ Top brand seen when a user visits 

Home, Popular, or Search for 24 hours
○ Both Front Page Takeover and Trending 

Takeover

Ad Products (High Impact Offers) 
Reddit

*Click here for the link to the full Reddit Ad 
Product Overview and Specs. 

● Trending Takeover
○ Only brand under Trending 

Today where people see 
most popular topics on 
Reddit

○ Trend front and center under 
Popular and Search

● Front Page 
Takeover
○ Top brand 

across Home 
and Popular 
for 24 hours

○ Own the Front 
Page for 24 
hours

● Category Takeover
○ Own top communities in your target category 

for 24 hours or more
○ Select one of 15+ categories most aligned 

with your brand to target key audience 
○ Brand seen across the feed, banners, and 

within conversation in that category 

● Takeover Units
○ Banners
○ Trending tile on Popular & 

Search pages
○ Promoted post on 

Trending page
○ Vertical video placement
○ Video spotlight unit

https://www.google.com/url?q=https://drive.google.com/file/d/1Y2__TroOlJgfspiiHYJZoQRbIgpJjCHj/view?usp%3Ddrive_link&sa=D&source=editors&ust=1700175311990581&usg=AOvVaw2DuWpXVnLcgt_r2aWSWn6q
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● Key Features
○ Image, text, video or 

carousel 
○ Call-To-Action (CTA) 

button (optional)
○ Multiple bid types 

(CPM, CPC, CPV)
○ Ad placement in feed, 

conversation, or both

Promoted Post

Ad Products
Reddit

First View

● First unique ad 
impression on 
Home and Popular

● Promoted post or 
video (first in-feed 
ad placement)

*Click here for the link to the full Reddit Ad 
Product Overview and Specs. 

Megathread

● Allows for including text, 
images, and videos in one 
place.

● Useful for conveying a lot of 
information and showcasing 
brand expertise. Megathreads 
can be promoted by 
amplifying the profile post or 
driving traffic to the post (i.e. 
tune-in, subscriptions, 
showtimes, schedule, etc).

https://www.google.com/url?q=https://drive.google.com/file/d/1Y2__TroOlJgfspiiHYJZoQRbIgpJjCHj/view?usp%3Ddrive_link&sa=D&source=editors&ust=1700175312139767&usg=AOvVaw3YZXZHzB-fehft-Z2wL0z_
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Takeovers

● Premiere Spotlight
○ Highest impact takeover placement
○ First ad impression on each page
○ Reach 100% of qualified daily users

Ad Products (High Impact Offers) 
Pinterest

● Search takeover 
placement
○ First spot on the search 

page carousel for an entire 
day

○ Takes up approximately 
50% of the screen on 
mobile 

● Home takeover placement
○ Reach users with video ad content 

that stands out in a reservation-only 
placement on the second page of 
the home feed

○ First ad impression on the home 
feed

○ Video either 1:1 or 16:9

*Click here for the link to the full 
Pinterest Ad Formats & 
Capabilities guide. 

*Click here for the link 
to the Pinterest High Impact 
Offers pricing breakdown.

https://www.google.com/url?q=https://docs.google.com/presentation/d/18ycBfF6Rh5x6UezSPgNYZW6PuN6fgPfI/edit?usp%3Ddrive_link%26ouid%3D114834128003677504640%26rtpof%3Dtrue%26sd%3Dtrue&sa=D&source=editors&ust=1700175312941347&usg=AOvVaw1xdlN3BONJpd8Xkrx4pt41
https://www.google.com/url?q=https://view.highspot.com/viewer/64c9369614ed9f2ba0e91e98&sa=D&source=editors&ust=1700175312944643&usg=AOvVaw2zTy_m6gCuS6rw0JzlRVmh
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Ad Formats
● Standard

○ Showcase 
products and 
content in 
simple 
vertical or 
square 
image 
format

● Video Ads
○ Showcase 

products and 
content in 
simple vertical 
or square video 
format

● Carousel
○ Showcase multiple items 

in a Pin with up to 5 cards

● Collections
○ Display products 

in action with a 
hybrid format that 
mixes imagery 
with featured 
products 

● Idea Ads
○ Use brand 

or creator 
video 
content that 
is helpful, 
original, or 
personal. 

*Click here for the link to the full Pinterest 
Ad Formats & Capabilities guide. 

https://www.google.com/url?q=https://docs.google.com/presentation/d/18ycBfF6Rh5x6UezSPgNYZW6PuN6fgPfI/edit?usp%3Ddrive_link%26ouid%3D114834128003677504640%26rtpof%3Dtrue%26sd%3Dtrue&sa=D&source=editors&ust=1700175312978875&usg=AOvVaw3BmUsZjkJLydPOkKnFX7bb
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Ad Formats
● Quiz Ads

○ Interactive ad 
experience to 
connect with 
audience

○ A few simple 
questions for the 
Pinner to reveal 
something about 
themselves

● Showcase 
Ads
○ Feature seasonal 

or trending 
products

○ Users swipe 
through branded 
imagery

● Mobile Deep Linking
○ Takes Pinners from the 

Pinterest app directly to the 
product page in your app

● Outbound Click 
Optimization
○ Enables advertisers to 

optimize their 
consideration spend for 
Pinners who are ready to 
shop their ideas

○ Choose to focus on 
driving engagement 
volume or qualified 
website traffic

● Lead Ads
○ New ad format 

to quickly 
capture high 
quality leads 
using native, 
low-friction 
forms that feel 
like a part of 
Pinterest

*Click here for the link to the full Pinterest 
Ad Formats & Capabilities guide. 

● API for 
Conversions
○ Secure and 

reliable way for 
advertisers to 
send their 
conversions to 
Pinterest, via 
server-to-server 
method

https://www.google.com/url?q=https://docs.google.com/presentation/d/18ycBfF6Rh5x6UezSPgNYZW6PuN6fgPfI/edit?usp%3Ddrive_link%26ouid%3D114834128003677504640%26rtpof%3Dtrue%26sd%3Dtrue&sa=D&source=editors&ust=1700175313007337&usg=AOvVaw2MvAjCjgS5YTFHQM0cCoBq
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VIDEO VIEWS 
CAMPAIGNS EXTEND 
VIEW COUNT OF YOUR 
VIDEOS, AND HELP 
BRANDS DRIVE 
AWARENESS WITH 
EFFICIENT, QUALITY 
VIEWS. THESE 
CAMPAIGNS ALSO 
FOSTER CONNECTIONS 
WITH CUSTOMERS WHO 
ARE MORE LIKELY TO 
ENGAGE AND WATCH 
YOUR VIDEO.

MEDIA ACCEPTED:
Organic link for amplification 

OR dark post.
A dark post is needed to be able 
to click out to a destination URL. 
An organic link won’t allow that.

MAXIMIZES THE NUMBER 
OF PEOPLE WHO SEE 
YOUR AD WITHIN A SET 
PERIOD OF TIME. SELECT 
THIS OBJECTIVE WHEN 
YOU WANT TO BUILD 
BRAND AWARENESS, 
AND IMPROVE BRAND 
PERCEPTION WHILE 
OPTIMIZING TO 
QUANTITY OF PEOPLE 
VIEWING.

MEDIA ACCEPTED:
Organic link for amplification 

OR dark post.
A dark post is needed to be able 
to click out to a destination URL. 
An organic link won’t allow that.

INCREASE TRAFFIC TO 
AN ONLINE DESTINATION 
OF YOUR CHOICE. SEND 
PEOPLE TO A 
DESTINATION, LIKE 
YOUR WEBSITE OR APP.

MEDIA ACCEPTED:
Dark post.

A dark post is needed to be able 
to click out to a destination URL. 
An organic link won’t allow that.

VIDEO VIEWS REACH WEBSITE CLICKS



To keep the styles 
of the deck 

uncorrupted when 
pasting a text 

inside a text box, 
always use 

Home / Paste / 
Keep Text Only.

45

OUR RECOMMENDATION BY 
BEAT:

★ Trailer - Video Views
Goal: To gain exposure for the title across our target 
audiences, while also garnering healthy video view 
counts for trailer assets' goals.
★ Lead Up - Reach
Goal: To maximize the amount of people in the funnel 
ahead of launch. We’ll sometimes do website clicks 
here as this allows us to feed our remarketing 
audiences leading up to premiere and performance 
campaign support.
★ Now Streaming - Website Clicks or 

Reach
★ Accolades - Website Clicks 
★ Binge/Sustain - Website Clicks
Goal: To move people down the funnel while also 
feeding our remarketing audiences which we can use 
for performance campaigns (and future targeting).

DELIVERABLES NEEDED

For any trailer beat, use a 
Watch More/Watch Now 
CTR to encourage trailer 
views

From Lead Up, Now 
Streaming, on, use a 
‘Sign Up’ CTA to focus 
on signups

*Use Call to Action/CTA 
button for brand 
campaigns

https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.p17&sa=D&source=editors&ust=1700175313318565&usg=AOvVaw1mhll7fizWawd_ebTTTb-e
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X (FKA TWITTER) FACEBOOK INSTAGRAM

- Use vertical videos: Use a 
vertical or square aspect ratio 
(1x1)

- Recommended to run 15s or 
shorter videos.

- Shorten text: People on 
Facebook and Instagram scan 
quickly. 

- Headline Copy: keep the 
headline copy short, simple, and 
clear.

- Use calls to action: A range of 
call-to-action (CTA) buttons are 
available for Facebook and 
Instagram ads. These buttons 
draw attention and encourage 
people to engage with your ad. 

- Cap your video at 15-seconds or 
less to maximize branding impact 
and higher completion rates.

- The best performing Tweets are 
only 50-100 characters.

- Include a strong call-to-action. 
For example: Be clear and 
straightforward with your desired 
action.

- Show movement in the first few 
seconds to grab attention quickly.

- Include clear branding within the 
first three seconds of the ad, if 
not for the full length.

- Use vertical videos: Use a 
vertical or square aspect ratio 
(1x1)

- Recommended to run 15s or 
shorter videos.

- Shorten text: People on 
Facebook and Instagram scan 
quickly. 

- Use calls to action: A range of 
call-to-action (CTA) buttons are 
available for Facebook and 
Instagram ads. These buttons 
draw attention and encourage 
people to engage with your ad. 

TIKTOK

- Shorter videos perform better. 1 
in 4 top-performing videos have 
a duration between 21 and 34 
seconds.

- Tap into this motivation by 
making sure your TikToks have a 
clear CTA on screen through text 
or copy. 

- Videos that included an end 
card summarizing key 
information (like download 
details or tips and tricks) saw a 
47.3% lift in impressions!

*Click the respective text boxes for each platform to see 
their respective visual specs guides or here for the entire 
MACS Visual Specs Guide for all platforms.

https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_101&sa=D&source=editors&ust=1700175313395492&usg=AOvVaw1P0Na3s7lVcQ_W4TVsjGsc
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_6&sa=D&source=editors&ust=1700175313397094&usg=AOvVaw1Z_D2vIBm2D4UWadJ58oFl
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_6&sa=D&source=editors&ust=1700175313398775&usg=AOvVaw3EMc6wRcwoA-3HphmQ3_H3
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_6&sa=D&source=editors&ust=1700175313413715&usg=AOvVaw00ILxhqUJZkhvP28KyqsNh
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_101&sa=D&source=editors&ust=1700175313432391&usg=AOvVaw00_kLK_To_itjM6OXT5L2_
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a0fd3fc71d_0_6&sa=D&source=editors&ust=1700175313449308&usg=AOvVaw2DOrH48CwawT8xKqnq-lm1
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1abbf7632a2_0_133&sa=D&source=editors&ust=1700175313451673&usg=AOvVaw0_44XCnEx7OuScOVKpufcD
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1abbf7632a2_0_133&sa=D&source=editors&ust=1700175313461501&usg=AOvVaw0FvMSfHJwtnHDDAiW-GGb-
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.p5&sa=D&source=editors&ust=1700175313464269&usg=AOvVaw2gM2_tnr8_7cT7JkSvIcuk
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SNAP YOUTUBE REDDIT

- Keep ads between 15s to 
60s

- Create content with sound on 
and mobile first viewing habits 
in mind

- Direct traffic to the brands 
YouTube channel or website 
with additional video content

- Use clear but creative CTA’s
- We recommend:

- Sign Up
- Learn More
- Watch Now

- Story ad is the best performing 
placement and make up of the 
most volume when running mix 
placements 

- Use 3 videos within story for 
best performance 

- Use at least two thumbnail 
image for collection ad

-  Tile image should designed with 
larger upper space to fit the logo

- Use 4:5 aspect ratio for images 
and video or 1:1 aspect ratio for 
images

- Add closed captions for videos 
and text overlay in images and 
video

- Brand top left corner on images

- Show clear branding in the first 
3s of video

- Maximize headline copy with 
brand and product name 

- Keep headlines to 150 
characters or less

- Include CTA in headline copy 

PINTEREST

- Use a 2:3 vertical aspect ratio

- Use a CTA encouraging 
audience to save and follow 

- Use a logo, avoiding the lower 
right corner

- Add text overlay

- Use up to 100 characters for 
your title and up to 500 characters 
for your description

- Keep it at 6-15 seconds for 
videos

*Click the respective text boxes for each platform to see 
their respective visual specs guides or here for the entire 
MACS Visual Specs Guide for all platforms.

https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1dad19da5b4_0_114&sa=D&source=editors&ust=1700175313473817&usg=AOvVaw2EAJC5FcwiywWox5Z5xRaS
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a35e9471ec_0_11&sa=D&source=editors&ust=1700175313475936&usg=AOvVaw276zBK0tYAO9v8vr7seEId
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a8c35cf6fe_0_85&sa=D&source=editors&ust=1700175313477610&usg=AOvVaw13Dsz9k4RDvm9JjuuR0SUy
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a35e9471ec_0_11&sa=D&source=editors&ust=1700175313491863&usg=AOvVaw2dFaVlhPzYd9Ps9pnlq9Cw
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1dad19da5b4_0_114&sa=D&source=editors&ust=1700175313501758&usg=AOvVaw3wcvOfc0JUuI9QQ2mQzgCx
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1a8c35cf6fe_0_85&sa=D&source=editors&ust=1700175313518727&usg=AOvVaw3cH-wdBCo616-QhOhbEi-d
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1dad19da5b4_0_94&sa=D&source=editors&ust=1700175313521906&usg=AOvVaw1-pX4L7nf_LShzSKVJYCkG
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.g1dad19da5b4_0_94&sa=D&source=editors&ust=1700175313536228&usg=AOvVaw2jsgkfodlLeFsaaSKq0AnQ
https://www.google.com/url?q=https://docs.google.com/presentation/d/19cvN6qHqW9ISuwVjyKjANrTrjWlP9NfZZP7IfQTSlms/edit%23slide%3Did.p5&sa=D&source=editors&ust=1700175313538868&usg=AOvVaw2l-HK7t6mP5ulqj3HGEeIP
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● Demo (Gender/Age, Geo, 
Device/OS, etc)

● Interest, Hashtag, 
Keyword, Fans, 
Conversation, Topics, 
Event, Interactions (w/ 
video or creator)

● Lookalike

● Video viewers/campaign 
engagers, Page 
Likers/Followers

● Website Custom Audiences
● Custom SAMBA Audiences
● Adobe/AAM + LiveRamp 

(inclusive of subs, ex-subs, 
content viewers within 
service, etc)

Audiences
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PROSPECTING REMARKETING/WINBACK

*Click here for the link to the Audiences 
Platform Compatibility slide in the Appendix. 

*Click here for the link to the Audiences 
Definitions of Terms slide in the Appendix. 
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R&F Practices

*Click here for the link to the Streaming 
YouTube Playbook.

*Click here or the table for the link to the 
Audience Planning Google Sheets. 

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1nLonE5wuZJhYd7nYUBSMox4t6hZLXd5xNGOgmO_MmTQ/edit%23gid%3D1228999234&sa=D&source=editors&ust=1700175314037635&usg=AOvVaw0vTnDK2KqXUPJxofffzBSX
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1nLonE5wuZJhYd7nYUBSMox4t6hZLXd5xNGOgmO_MmTQ/edit%23gid%3D1228999234&sa=D&source=editors&ust=1700175314037940&usg=AOvVaw39QTeXohXA_4I7eWa1mxMY
https://www.google.com/url?q=https://docs.google.com/presentation/d/1BkTfHxOoQclhEByOnarBBBPtYCaCiGw4JmYcDYP6wYY/edit?usp%3Dsharing&sa=D&source=editors&ust=1700175314039487&usg=AOvVaw1o25zhh4PdlC_-3kyIOCkg
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1nLonE5wuZJhYd7nYUBSMox4t6hZLXd5xNGOgmO_MmTQ/edit%23gid%3D1228999234&sa=D&source=editors&ust=1700175314041365&usg=AOvVaw1kJ88dVbyMDWpphyiTBsUK
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1. Audience Sizing Template
a. In conjunction with the MACS GTM / Brief, MSTRAT list the audiences they 

want to target by platform and shares the template w/ MACS to complete
b. Once MACS provides the audience sizes by platform, MSTRAT allocates 

budget by audience, by partner, by phase in the bottom portion of the 
template

c. MSTRAT shares the completed template w/ MACS for them to build their 
plan

d. MACS can shift budget b/w partners and phases but reach b/w audiences 
shouldn’t shift too drastically as they build out their plan

e. MACS plan is presented as part of standard process. Potential Update to 
current process: MACS team has a slide that shows the R/F by audience, by 
platform

2. Media Mix
a. MSTRAT finalizes media mix based on audience sizes and established 

reach/freq
3. Performance

Audiences

*Click here for the 
link to the Biddable 
Platform Audience 
Sizing & R/F Process 
Google Doc. 

https://www.google.com/url?q=https://docs.google.com/document/d/1aAgU6SZvdGYiBXrsPFzac2GXvlpcQi-o34sfxAQUGqY/edit&sa=D&source=editors&ust=1700175314064368&usg=AOvVaw0gP1NdGQAydQ50UBNiP_SA
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Movies and Theatrical 
Genre

● Streaming is heaviest on 
weekends (Fri, leading into 
Sat/Sun) - plan a weekend 
heavy-up during premiere 
weekend. 
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*Click the table above or here for the link to the MACS SLA Google Sheet.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1ZBqCBJQGGwr3Vq-jwDOROeBqmIZz4qcfB_ozB1eTsmw/edit?pli%3D1%23gid%3D1717042497&sa=D&source=editors&ust=1700175315446197&usg=AOvVaw2VPUbdTp8GIWO4OdOoT1do
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1ZBqCBJQGGwr3Vq-jwDOROeBqmIZz4qcfB_ozB1eTsmw/edit?pli%3D1%23gid%3D1717042497&sa=D&source=editors&ust=1700175315446574&usg=AOvVaw18imOHW6nFW44DhwPr3ow6
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1ZBqCBJQGGwr3Vq-jwDOROeBqmIZz4qcfB_ozB1eTsmw/edit?pli%3D1%23gid%3D1717042497&sa=D&source=editors&ust=1700175315448466&usg=AOvVaw09otn84KXvXl1Hdbty9U-k
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● MACS will need full platform budget approval 2 weeks prior to campaign launch to lock in 
brand lift studies. Studies will not begin until media budgets are locked in and approved.

● All questions must be finalized 2 weeks prior to campaign launch (this includes 
competitive titles etc.)

● All studies must begin before any media goes into market for paid campaigns run 
through the MACS team

● 6 first/third party studies per quarter, per partner maximum. Nielsen studies will be 
reserved for Green and higher priority Orange IP's that have a minimum spend of 
$350,000 per platform. First party studies will be reserved for Green and Orange titles that 
don't meet the $350,000 minimum spend for a Nielsen study and any remaining Yellow IP's

● Studies will be on a first come, first serve basis. Once maxed out for the quarter, studies will 
not be accommodated for that title 

*Click here for the link to the 2023 Paid Social 
Brand Lift Studies Google Sheet. 

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1-avPKesIP-Ca4zKA2pwSwVn3pKzPRUOWyjtDFdxAlqI/edit%23gid%3D0&sa=D&source=editors&ust=1700175315505432&usg=AOvVaw0QIh6lOfLR0u2Upagt5aX6
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● Completed Study Delivery Time: 
6-8 weeks (depending on either 
first or third party study) after a 
campaign has concluded in its 
entirety (inclusive of all beats), 
MAC'S social team will add the 
completed study recap to the "Lift 
Studies" tab in the media plan and 
flag the greater team via the brand 
lift studies email chain

*Click the table to the right or here for the link to 
the 2023 Paid Social Brand Lift Studies Google 
Sheet. 

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1-avPKesIP-Ca4zKA2pwSwVn3pKzPRUOWyjtDFdxAlqI/edit%23gid%3D0&sa=D&source=editors&ust=1700175315521193&usg=AOvVaw3L_xN0bQzjQL8i3-CUni8N
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1-avPKesIP-Ca4zKA2pwSwVn3pKzPRUOWyjtDFdxAlqI/edit%23gid%3D0&sa=D&source=editors&ust=1700175315652646&usg=AOvVaw2--Gv_NXgCHzZOcb4mbASV
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7. MACS Benchmarks Definitions of 

Terms
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*Click the table or here for the link 
to the MACS Benchmarks Google 
Sheet. 

 *Click here for the MACS 
Benchmarks term definitions.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1743873504&sa=D&source=editors&ust=1700175316037611&usg=AOvVaw0bLpWg2XUoT7l7RyZjqEWd
https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1743873504&sa=D&source=editors&ust=1700175316039887&usg=AOvVaw3ikaveV9aFAIan-HyhENFn
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*Click the table or here for the link 
to the MACS Benchmarks Google 
Sheet. 

 *Click here for the MACS 
Benchmarks term definitions.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1743873504&sa=D&source=editors&ust=1700175316256251&usg=AOvVaw2KUzIo9hNFm13WNl9Tnoe7
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● Demo: A targeting segment according to gender, age, education, language, and location, income, prenatal status, etc. These data can 
effectively be segmented into different markets 

● Interest: A targeting segment according to the audience interests, such as, movie/show genre, lifestyle, music, food, sports, etc that is 
relevant to the promoting product/services 

● Hashtag: Advertiser can promote their content to audiences who are actively searching for a specific type of content with hashtag 
● Keyword: Using keywords relevant to your product or service in website and ad copy to achieve a top listing in the search engines

● Fans: Someone who likes your Facebook Page. “Fan” is sometimes used generally to refer to someone who follows you on any social 
channel, but only Facebook officially uses this term.

● Conversation: This is an additive targeting, also known as "OR" targeting. If advertiser select 5 conversation topics and 35 
follower @handles in their campaign, the campaign is eligible to serve to anyone who fits any part of that 40-piece targeting. (X (fka Twitter))

● Topics: Tags or hashtags that can be used to categorize, browse, and follow specific content 

● Event: A logged action based on a specific action the advertiser want their audiences to take on their website, app or offline

● Interactions (w/ video or creator): All the two-way conversations and touchpoints that occur between companies 
and consumers

● Lookalike: A way ads can reach new people who are likely to be interested in your business because they share similar 
characteristics to your existing customers. A lookalike audience uses an existing custom audience you select for its source audience

● Video viewers/campaign engagers: An engagement custom audience based on people who watch the 
advertiser’s video on Facebook or Instagram or interact with the campaign. These include videos delivered to Feed, Stories and other 
eligible placements on Facebook and Instagram.

● Page Likers/Followers: When someone likes a Facebook Page, they're showing support for the Page and that they want 
to see content from it. When someone follows a Page, it means they may receive updates about the Page in their Feed. 

● Website Custom Audiences: Information the advertiser provides to the platform/channel, such as activity from a pixel 
or a list of email addresses from a customer database

Audiences
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Definitions of Terms

*Terms from 
slide 38. 
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● Liveramp is not a true audience platform and is only acting as a matching tool for 
subscriber data that was originally created for a centralized, secure way to make the 
entire subscriber list actionable along with some additional general flags. The raw 
data itself is owned, maintained, and loaded by the Data & Insights Group (DIG) via 
our team’s instance.

● Since the data being loaded into Liveramp is email based, there are extremely strict 
privacy guidelines on what flags can be attached. This includes the current mandate 
that viewership of an single show cannot be sent, matched, or used.
○ The workaround here is that viewership for a specific title can be combined with 

other shows (e.g. Drama, etc) to create an actionable segment.
○ The caveat with this workaround is that these different genre targets need to be 

run by the DIG team for technical approval

1P Audiences
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LiveRamp
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● The true workaround for creating an audience list based on viewership for a 
single title, is using the primary general audience platform for Paramount+ 
which is currently Adobe Audience Manager. This information is owned and 
maintained by the Ad Sales Operations team but with MACS Data Ops having 
full access. 

○ This platform is based on Adobe Analytics and Freewheel ad server data. 
○ It is anonymous and not email-based. 
○ Kim Mazzuco or Bonnie Wei can assist in porting segments to desired 

platforms. Please keep in mind that these segments can only be sent by 
the MACS team to Paramount-owned instances. Any other ports (i.e. to 
HMI’s buying platforms) can’t be commented on or initiated by us.

1P Audiences
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Adobe Audience Manager
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● AdPredictive is a premiere TV viewership partner. Its unique ID graph 
provides high impact matches and extra layers of ID definition. This 
program gives us the ability create custom segments targeting viewers 
that watched specific shows/movies via linear tv or streaming, and 
viewers of specific networks. These segments can then be shared to 
programmatic and social platforms.  

3P Audiences
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AdPredictive (SAMBA)
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● X (fka Twitter): Interest, 
Hashtag, Keyword, Fans, 
Conversation, Topics, 
Event

● TikTok: Hashtag/Keyword, 
Int, Interactions (w/ video 
or creator)

● Snap: Interest
● Meta: Interest
● Reddit: Interest (aka 

Communities) + Keyword

● META: Video viewers/campaign engagers, 
Website, SAMBA Custom Audiences, 
Adobe/AAM + LiveRamp (inclusive of 
subs, ex-subs, content viewers within 
service, etc) 

● TikTok: Video viewers/campaign engagers 
● Snap, TW, Reddit: Video 

viewers/campaign engagers, Website, 
SAMBA Custom Audiences (Only Snap & 
X (fka Twitter)), Adobe/AAM + LiveRamp 
(inclusive of subs, ex-subs, content 
viewers within service, etc)

Audiences
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PROSPECTING REMARKETING/WINBACK

Platform Compatibility 

*Corresponds 
to slide 38. 
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MACS Benchmarks

*Click here for the link to the MACS Benchmarks Google Sheet.

https://www.google.com/url?q=https://docs.google.com/spreadsheets/d/1D4wazT8-_4SLeczUlVOupRPNNiKCmhKkPO66t6NOQ5o/edit%23gid%3D1183159188&sa=D&source=editors&ust=1700175317490060&usg=AOvVaw2QKAhHmYel7RitHy9fY9XL
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1. CPV

2. CTR

3. VCR

acronym/term definition notes

1. Cost Per View = 
Total Spend / Total 
Impressions ($)

2. Click Through Rate 
= Total Clicks / Total 
Impressions (%)

3. Video Completion 
Rate = Completed 
Video Views / Video 
Starts

1. Formula from 
Google Analytics

2. Formula from 
Google Analytics

3. Formula from 
Google Analytics



To keep the styles 
of the deck 

uncorrupted when 
pasting a text 

inside a text box, 
always use 

Home / Paste / 
Keep Text Only.

To change the style 
of your text or 

bullets, go to the 
upper bar and click 

the indent mode 
until you find the 

desired style.

DEFINITIONS OF TERMS

70

4. CPM

5. VTR

acronym/term definition notes

4. Cost Per Thousand: 
the amount an 
advertiser pays per 
one thousand visitors 
who see its 
advertisements

5. View Through Rate 
- measures the 
percentage of 
individuals who 
watched a video ad to 
the end

4. These benchmarks 
have filtered out any 
$0 or "null" CPM 
results

5. Definition from 
Google Analytics
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6. CPC

7. vCPM

acronym/term definition notes

6. "Cost Per Click - amount 
an advertiser is charged for 
a click on their ads= Total 
Spend / Total Clicks"

7. Viewable Cost Per 
Thousand: a metric used to 
determine how many people 
actually see ads on a web 
page, instead of simply how 
many users see the website

6. Definition from 
Google Analytics

7. Definition from Publift
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8. VVR

9. Viewability

acronym/term definition notes

8. Video View Rate: A ratio 
showing the number of paid 
views of a video ad to the 
number of impressions. 

9. An ad is counted as 
viewable if at least 50% of its 
area is visible for at least 1 
second for display ads, or at 
least 2 seconds for video ads.

8. Definition from Google 
Analytics. For the 
purpose of this 
document, this 
benchmark was 
determined by dividing 
video views by 
impressions

9. Definition from 
Amazon Advertising
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10. Engagement Rate

acronym/term definition notes

10. An engaged session is a 
session that lasted longer 
than 10 seconds, had a 
conversion event, or had at 
least 2 pageviews or screen 
views. The rate is the number 
of engaged sessions divided 
by the total number of 
sessions over a specified time 
period. 

10. Definition from 
Google Analytics
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11. Unique Viewers

acronym/term definition notes

11. A unique viewer is 
counting a viewer as an 
individual rather than counting 
up their views. For example, a 
unique viewer might watch 
your video on their computer, 
but then might watch it again 
on their phone. That would 
count as two views. But only 
one unique viewer.

11. Definition from 
LinkedIn Learning
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12. CPLU

13. CPLC

14. LCR

acronym/term definition notes

12. Cost Per Loyal User = Ad 
Spend / # of new loyal users 
in response to ads

13. Cost Per Link Click

14. Lead Conversion Rate: is 
the percent of site visitors 
who submit a lead form vs. 
the number who visit and take 
no action

12. Definition from 
Apptentive; defined as 
anyone who launches the 
app at least three times

14. Definition from 
GoConvert
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15. CPI

acronym/term definition notes

15. Cost Per Install = Ad 
Spend / # of new installs 
directly tied to ad campaign

15. Definition from 
Apptentive




