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[Mouemy uucsio 6e3 orpe/iesieHUsi HAYEro He TOBOPUT
Ot opportunity 10 BO3MOXHOI'O exposure

Ot exposure K peakLiiy ¥ outcome
Hopmanuv3oBanHas 11eHa coObitusi: CPM, eCPM 1 cost-per-X
Ubl JeHbIY ¥ KAKOM return

Llennocts user Bo BpeMenu: ARPU, ARPPU u LTV
Lne Tepsercsa monetization: fill rate 1 win rate

OpHa campaign, TpU NpaBYBbIX OTYETA
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CyTb: 11eHa cieiyeT 0roBopY, a He label B dashboard

CPM, CPC 1 outcome pricing: KTO HECET PUCK /10 CIEYIOIIEr0 COOBITUS
Kak 3apa6atbiBatoT intermediaries u software providers

OpHa cjenka, pa3Hble ledgers 1 MOMeHTbI BpeMeHU

Gross/net revenue 1 gross margin: oT/iefibHasg accounting boundary
Arbitrage: spread B 0OMeH Ha MPUHSTBLIN PUCK

IlyTh yuebHbIx $100 ot advertiser g0 publisher
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Uto Takoe AdTech u 3auem oH cyiecTByeT

CyThb

Digital advertising — oriiauriBaeMasi KOMMYHHKaLIMsi, C TIOMOLL[bIO KOTOPOM OpraHu3aLiys
NbITAeTCs MOBJIUATh Ha 3HAHKe, OTHOLLIeHUe UM [IeCTBHe ayIuTOPUM B LIU(POBOM Ccpefie.
Komnanusi ¢ npuio)keHreM M0 MOAMUCKe XOueT HauTH MOTeHLMaIbHbIX KJIMeHTOB; B/a/ereL]
JPYTOro TIPUJIOXKEeHUs XOueT 3apabaThIBaTh Ha CBOEH ayAUTOPHH; I10JTh30BaTe/b X0UeT I0/TyYaTh
KOHTEHT WA CepPBUC U MPU 3TOM CTa/IKMBaeTCs C peK/IaMOM.

AdTech — TexHO/I0THH, KOTOPbIe KOOPAUHUPYIOT 3TOT 0OMEH: TOMOTalOT MOKYTIaTh U MPO/JjaBaTh
peK/laMHbIe BO3MOXKHOCTH, BBIOMPATh TIOAXO/SAIIYIO PEK/IaMy, IOCTaB/ISATh Creative, U3MepsiTh
COOBITHS, CTPOUTh OTYETHOCTD U TIPOBO/IUTH PACUETHI.

KiroueBas mental model:

advertiser npuHocut demand: 6wooxeT u HaMepeHue KynUTb OOCTYN K ayouMTOpuM
publisher npuHocuT supply: peknamHbie BO3MOXHOCTM B cBoel media-cpepe
AdTech koopgouHupyeT BbibOp, OOCTaBKY, [aHHbe M pacyéTbl Mexay CTOpOHaMu
user nofny4vaeT OMbIT MCNOSMIb30BaHUA MPOAYKTA M CTaNKMBaeTCs C pekKiaMou

OTo He ouH 00s13aTe/TbHBIN TeXHIUUeCKU KoHBeliep. C/ienka MoyKeT ObITb TIPSIMOH, TTPOXOJUTh
yepe3 HeCKOJIbKO MIaT(hOPM WU L|eJIMKOM MPOUCXOAUTb BHYTPU 3aKPBITOM 3KocHcTeMbl. OfuH
provider MOXeT COBMell|aTb HECKOJILKO POJiel, @ HEKOTOpbIe CIiejiaJIu3upoBaHHbIe CUCTEMBI
MOJK/TIOYAl0TCSl TOMBKO JJ1s1 Measurement Wiy KOHTPOJISI KaueCTsa.

Pek/laMa KaK PbIHOK KOOPAWHALM

Yy PBIHKA €CThb TPpH 0a30BbIX YUaCTHHKA.

¢ Advertiser ¢hvHaHCUpyeT peKIaMy paju busHec-pesysbrara (business outcome):
HarnpuMep, YCTaHOBKY MPU/IOXKeHUs], TTIOKYTIKU MOATNKMCKA WM poCcTa y3HaBaeMocCTH. OH
TOKYTIaeT He Ue/oBeKa, a BOSMOKHOCTb 00PAaTUTLCS K ay[JUTOPUU B OTIPe/IeIEHHOM
KOHTEKCTe.

e Publisher BrazieeT wiu ynpasnsieT cpefjoi, rjje BO3HUKaeT peKaMHasi BOSMOXKHOCTb: CalTOM,
MOOW/IbHBIM TIPUTIO’KEHUEM, BHIE0CEPBUCOM, UTPOH. PekiamMa 1o3BosisieT MOHEeTU3UPOBATh
3Ty cpezy.

o User ucrnosb3yeT cailT, mpuioykeHUe Win Apyroi media-npoAyKt. Ero BHUMaHue fienaeT
peK/iaMy OCMBIC/IEHHOM, HO CaM User He sIBJsieTCst inventory, 0ObIYHO He TIPOJIAaéT peksiaMmy 1
He y4acTByeT B oriate media.

Ha npumepe AByX MOOWU/TBHBIX TTPUIOXKEHHUI:
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OcHoBHoOe

YuacTHUK YTo BHOCUT YTo0 X04eT noJIy4uThb
orpaHuYeHue
[Tpusneun
ITpunosxkenue c . He Tpatuth OromkeT Ha
N . Bromxer, nens, T10/1b30BaTeJIeu,
TJIaTHOW MOATMUCKON — : HEMOAXOAsAIe
. creative KOTOpble 0(OpMST
advertiser BO3MOKHOCTHU
TIOATTUCKY
. [Tonyuuts revenue, He
KoHnTteHnTHOE M Media-cpeny u A3DVILIE bananc MoHeTH3aLMy,
WIPOBOE TIPUJIOJKeHWE  peKJlaMHbIe paspy o KaueCTBa Y Harpy3Ku
- T10/1b30BaTe/IbCKUN
— publisher BO3MO)XHOCTH peK/iaMbl
OMBIT
PeneBaHTHOCTD,
BuuMaHuve, KoHTeKCT ~ KOHTeHT WM yHKLMI0 NPHUBaTHOCTb,
Yenosek — user VICII0/Ib30BaHUA U TIPUJIOKeHUS Ha 0e30mMacHOCTb,

BO3MO)KHYIO PEAKI[UI0  TIPUEMJ/IEMBIX YC/IOBUSIX OTCYTCTBHE
Yype3MepHOU peK/iaMbl

OO6MeH 1IeHHOCTSIMU He cMMeTpuueH. Advertiser riatut 3a media access; publisher momyuaet
PeKJIaMHYI0 BBIPYUKY; USEr TI0/TyuaeT MPOAYKT U PeK/IaMHBIH OITBbIT, HO OJHOBPEMEHHO HeCET
CTOMMOCThH B BH/Ie BpeMeHH, BHUMaHHsI ¥ BO3MOKHOT'O UCITO/Ib30BaHUs JaHHBIX. [To3TOMY

3¢ dekTUBHOCTE A5 advertiser, revenue f/s1 publisher 1 KauecTBO ombITa AJis user MOTyT
KOH(TMKTOBATh. 3HaunTenbHas yacte AdTech Hy)kKHa UMeHHO [ijis1 yIipaB/ieHUsT STUMH
KOHQTUKTYIOLUMU TIe/IIMUA B MaciuTabe.

Supply, demand u advertising inventory

Demand — 6roKeTsl 1 HaMepeHye advertiser KyIUTh IMOAXO/SIIVE peKIaMHble BO3MOKHOCTH.
Bokpyr Hero HaxogaTcs buy side uiu demand side: JIFOLY M CUCTeMBI, [IOMOTaroILUe
TJIAHUPOBATh U MOKymaTh media.

Supply — moctynHbie peksiaMmHble BO3MOKHOCTU publisher. Bokpyr Hero HaxogsTcs sell side
uu supply side: MHOoU U CUCTeMBI, TIOMOTAOIIIYie OMUCHIBATh, TIPO/IaBaTh U OCTAB/ISThH PEKIaMy.

OTu cs1oBa 0003HAYAIOT CTOPOHBI PhIHKA, @ He KOHKpeTHbIe TexHojioruu. DSP (Demand-Side
Platform) otHocutcs kK demand side He moTomy, uto «co3zaét demand», a TTIOTOMY, UTO JIEHCTBYET B
nHTepecax rnokymnaresns. SSP (Supply-Side Platform) otHocutcs k supply side, motomy uto
riomoraet publisher ynpaBasTs npogaxeii BO3MOKHOCTeH.

[Tpeamet cienku — advertising inventory: MHO)XeCTBO I0CTYIHBIX WK TIPOTHO3UPYEMbIX
BO3MO)KHOCTel TI0Ka3aTh pekiaaMy. Inventory orpaHd4yeHo cpefioi, MecToM, (hopMaToM, BpeMeHeM,
nipaBusiaMu publisher u gomyctumbiM KoHTEKCTOM ayauTopuu. OHO He SIB/SIETCST CTIMCKOM
T0/Tb30BaTesiel ¥ He 03HauaeT, uTo Oy/yIye 1oKasbl yke CyIIeCTBYIOT Ha CK/Iajie.

[Tone3Ho pa3nvuyarb TpU yPOBHS:

1. Placement v ad slot — 3apaHee 3alaHHOe MeCTO /MO0 TIPABUJIO TIOSIB/IEHUST PEK/TAMBI:
HarpyMep, MOJTHO3KPaHHbIM O/I0K TOC/Ie 3aBepIlieHKsT YPOBHS B UTPe.

2. Ad opportunity — KOHKpeTHasi BO3MOXXHOCTh BbIOpaTh U IMOKa3aTh PeK/iaMy, BO3HHUKIIIAS,
KOT/Ia USer JIOIIEN 10 3TOr0 MeCTa.

3. Impression — coObITHE JOCTAaBKU WM TIOKa3a BLIOPaHHOM peKJiaMbl, 3aperMCTPUPOBAHHOE
CHCTEMOM T10 OTIpeZie/IEHHOMY TPaBUITY.

placement cywecTByeT B OM3alHe MPUIIOKEHUSA
L user 3aBepuwun ypoBeHb
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BO3HMKNa ad opportunity
I cuctema Bbibpana creative
peknaMa pocTaBfieHa M oTobpaxeHa; 3aperucTpupoBaH impression

Haske rociefiHee yTBepKAeHHe TpeOyeT akKKypaTHOCTHU. Served, rendered u viewable
impression — pa3Hble COCTOSAHMA: OTIIPaBKa peK/aMebl elljé He 0Ka3bIBaeT, UTO OHA OTPUCOBaiach
Y [IeHCTBUTE/ILHO TI0T1a/ia B T0Jie 3peHUs uesioBeKa. TouHble orpeziesieHHst U MeTPUKU TOSIBSITCS B
rnase 3.

OT pBIHOYHOH MP00/1eMbI K TEXHOJIOTHAM

Be3 TexHonoruii advertiser mpuIIIOCH OBI OT/ESTEHO [JOTOBAPUBATHCS C KaXK[piM publisher, BpyuHyto
repe/iaBaTh MaTepHaJibl, COTJIaCOBBIBaTh (hOpMaThl ¥ CBOAUTH HeCOBMeCTUMbIe OTUéTHI. Publisher
TMIPUILLIOCH OBl MCKaTh MOKYTIaTe el /711 OrPOMHOI0 UKC/ia KOPOTKOXKMBYIIIMX BO3MOXKHOCTeH. B
U(POBOI cpeie 0iHA opportunity MoOKeT BO3HUKHYTb M MCUe3HYTh ObICTpee, 4eM uesioBeK ycIieeT
TIPUHSATH pellleHue.

AdTech nosiBnsiercs TaM, r/ie pPpIHOK Tpe6YET MMOBTOPAEMOI'0 TEXHUYECKOT'O BBITIO/THEHUA:

TUNMUYHbIe KaTeropuu

Hyxuan ¢pyHkuus permenmii

PriHOYHasA npoodsieMa

Aggregation: cobpatb cripoc

MtHoro advertisers u publishers

[l kaxgor opportunity Hy>keH
MOAXOAIINM buyer u creative
s pellieHyst 4aCTO OCTaéTCs
Masio BpeMeHU

Creative J0/DKeH JOMTH [0
HY>KHOU cpe/ibl U (popmara

CTOpPOHBI BUASAT COOBITHS U3
pa3HbIX TOUeK

IToka3 MoeT ObITb
HETIOAXO/ISAIIUM UTH
HeKauyeCTBeHHbIM

Y4acTHUKaM HY>KHO CBEPHUTb
00BEMBI U I/1aTeKU

WU TIpe/IJIoXKeH e
Matching u decisioning

ABTOMAaTHU3MpPOBaHHOE
BbITIOJTHEHUE

Ad serving u interoperability

Measurement 1 OTYETHOCTb

Verification u risk controls

CBepka 1 pacyéTbl

DSP, ad network, SSP

DSP, ad network, ad server,
publisher stack

Buying/selling platforms,
exchange

Ad server, SDK, platform
integrations

Ad server, measurement
providers; 8 mobile — MMP
(Mobile Measurement Partner)

Verification provider,
fraud/quality systems

Reporting, billing u finance
systems

MMP — crnierjuanu3upoBaHHas Kareropus providers Ay mobile measurement u attribution, a He
CUHOHUKM JIF060M crcTeMbl measurement.

CraHzAapThI ¥ 00I11e TIPOTOKOJIBI YMEHBIIIAIOT YKC/IO TIONIAPHBIX MHTErPaLjfii: CTOPOHAM ITPOLLe
COT/IaCOBAaHHO OMHMCHIBATh iNventory, nepeAaBaTh PelleHus ¥ MOHUMATh LIeTIOUKy MpojaBLioB. OnvuH
u3 puMepoB — RTB, rje otaenbHas opportunity MoXKeT BBICTAB/IATLCS Ha TOPTH B PealbHOM
BpeMeHU. Ho RTB — /MIIIb OJJMH MeXaHU3M BHYTPU programmatic, TO eCTb aBTOMaTU3MPOBaHHOM
MOKYIIKY U Npofiaxky; programmatic — umb yacte AdTech. Direct deals, reserved buying u
3akphIThle platform ecosystems Toxe ncnonb3yrot AdTech.

3auem HY)XHbI ITOCPEeAHUKH

Intermediary — y4acTHUK, KOTOPBIM COe/IMHSIET CTOPOHBI PhIHKA WU/TU BBITIO/IHSIET
CrielMaIM3upoBaHHy0 GyHKIMI0. [TocpeTHUKY BO3HUKAIOT He M3-3a TIOTPeOHOCTH 100aBUTh
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00/bIlIe KOMITAaHUH B LEeroYKY, d U3-3d pa3/ieJIeHUA 3ad4:

e agency yrpap/sieT media-MOKYIKOM OT MMeHH advertiser;

¢ demand-side provider arperupyeT gocTyTI K supply ¥ BbITIOJTHSIET BEIOOp /17151 advertiser;

¢ sell-side provider arpervpyet nokymareseii u iomoraet publisher ripogaBare inventory;

e CBSI3yIOLLWI C/I0M MepesjaéT opportunities ¥ pelleHst MeX/y CTOPOHAMU;

e ad server yripaB/sieT BLIDOPOM U [JOCTaBKOM creative;

e measurement u verification providers jatoT oT/ie/IbHYIO TOUKY HaO/IHO/|eHNS;

¢ data/identity providers momoratoT ciCTeMaM WHTepPIIPeTUPOBATh Pa3pelléHHbIe CUTHAJIBI U
CBSI3bIBATh JlaHHbIE.

[TocpeagHuK orpaBzaH, Korja LieHHOCTh OT reach, aggregation, interoperability, ckopocTy,
measurement Wl KOHTPOJIsI pUCKa BbILIe er0 CTOMMOCTH U CJIOKHOCTU. Ho He Ka)kjblil ToCpeHUK
HY’KeH B Ka/[0i czienike. Publisher MoxkeT mpojate yacTh inventory HarpsiMyro COIJIaCOBaHHOMY
advertiser, a Ipyryto yacTb — C/ie/laTh JOCTYNHON MHOTUM buyers uepe3 rardopmbl. KopoTkuii
MyThb He Bcer/a Jyullie GyHKL[MOHAIbHO, JJIMHHBINA — He Bcerja 3¢ dekrruBHee. OLjeHUBaTh HY>KHO
BBINOTHEHHYI0 (YHKIMIO, €6 CTOUMOCTb, ITPO3PauHOCTh U KOH(IMKT UHTEPEeCOB.

KapTa peK/1aMHOH 3K0CHUCTEMBbI

Crnenytoliiias cxemMa MoKa3bIBaeT JIOTMYeCKUe PoJid ¥ BOSMOXKHbIE TIyTH, a He YHUBepCa/TbHbIN
niopsgok HTTP-BbI30BOB:

NMOKYMAHWAA CTOPOHA CBA3YIOWWA Cnoid CTOPOHA PUBLISHER

Advertiser
[Agency], [Advertiser ad server] — MoryT noppepxvBaTb o060 MyTb MOKYMKM
[Direct buying] |
[Ad network] |
[DSP] = [Ad exchange / cBa3ywwun cnon] =2 [SSP] |
F- [Publisher

ad server] - Publisher - User
L, Publisher -
User (nytb 6e3 publisher ad server)

MonepeyHble QYHKUMM, MOOK/OYEHHbIE K HECKOSIbKUM Y4YaCTHUKaM:
[Measurement providers, Bknw4yas mobile-kaTteropuw MMP]
[Verification] [Data / identity providers]

BeTBU NOKa3bIBalOT BO3MOKHBIE MTyTH, KOTOPbIe MOTYT KOMOMHUPOBAThLCS; KBaJJpaTHbIe CKOOKH —
JIoTuUecKye pony, a He 00si3aTesIbHO OT/e/IbHbIe KOMIaHUU. B peansHOCTH:

e 0ofHa KoMIiaHusi MoxkeT coBMelliatb DSP, ad network, exchange, SSP unu ad server;

¢ SSP u publisher ad server moryT yuactBoBath B offHoM flow: SSP maét moctym K
programmatic demand, a publisher ad server corocrapsisieT 3TOT U Apyrye UCTOUHUKU U
ympaensiet delivery; cyiecTBytoT u yTH 6€3 OJHOTO M3 3THX 3BEHbLEB;

e direct buying Mo)xeT MMHOBaTh YaCThb CBSI3yIOILIEroO C/10S;

e 3aKpbITas M1aThopMa MOXKeT CKpbIBaTh HECKOJILKO poseit 3a oquuM API 1 omHUM
KOMMepueCKHM JI0TOBOPOM;

e measurement, verification u identity 00br9HO paboTarOT MOTIEPEK LIETIOUKHU, a HE «MEeXY»
JIByMsi 00si3aTeIbHbIMUA COCe/SIMHU.

KaTEFOpI/II/I Ha KapTe HY>XHEI IT0Ka TOJ/IbKO KdK HaBUI'dllHs:
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Kareropus

Agency

DSP

Ad network

Ad exchange

SSP

Ad server

Measurement provider;
crieliany3vpoBaHHas mobile-
kareropusi — MMP

Verification provider

Data / identity provider

I'me HaxoauTca

CropoHna advertiser (buy side)

CropoHna advertiser (buy side)

Mexny buyers u publishers

CBA3yIOLMM CJIOU

Cropona publisher (sell side)

Cropona advertiser uiu
publisher

[Torepéxk 1jernouku

[Torepék 1jernouku

[Tornepék 1jernouku

Opna ocHoBHas QyHKLMA

[T1aHUpyeT U BBITIO/IHSET
nokynky media gist advertiser

ABTOMAaTU3MpPYyeT MOKYNKY
opportunities U3 HeCKOTbKUX
supply sources

Arperupyer U yrakoBbIBaeT
supply/demand kak
yTmpae/sieMoe Tpe//ioKeHre

CoenuHsieT ToKymaTesiel u
TNIPOZABLIOB /IS
aBTOMaTU3UPOBAHHOM CZeJIKU
[Tomoraert publisher ynpaBnars
JIOCTYIIOM TOKyTiaTesnei K
inventory

Bribupaert, fjocTaBsieT U
perucTpupyeT pekaamy 1o
3a/IaHHBIM TIPaBU/IaM

M3mepsieT peKaMHbIe COOBITHS
u outcomes; MMP
crieljaM3upyeTcs Ha mobile
acquisition u attribution

HesaBucumo orjeHrBaeT
KauyeCTBO U YC/I0BUS MOKa3a

[TocTaBnsieT WK CBSI3bIBA€T
nomyctuMble data signals s
aKTHUBAIMM ¥ measurement

ITonHble ornpene/aeHus, pa3HOBUAHOCTHU U COBMeELLEHHE 3TUX pOJ'IGfI — TeMa IJIaBhI 2.

Tpu NoTOKa 0AHOM PeK/IaMHOM C/le/IKU

['naBHast omr0OKa NMPY YTeHUH KapThl 9KOCUCTEMbI — TPeZCTaBUTh, UTO Creative, JaHHbIe U JeHbI'H
JIBIDKYTCS 10 OFHOM CTpeske. PacCMOTprM OfHY peK/iamy IIPUJIOKeHUs C MTOJITMCKOM B KOHTEHTHOM

nipusokeHuu publisher.

1. IToTOoK noKa3a H JOCTaBKH

user oTKpbiBaeT 3KpaH publisher app

1Ll il

publisher co3paét ad opportunity

[OCTYMNHble CUCTEeMbl BbibMpawT peknamy
BblOpaHHbIM creative wnM MHCTPYKUMS ero 3arpy3ku BO3BpallaeTcs B app
app 3arpyxaeTt u render-ut creative
NpY BbLINOSIHEHUM OTOENbHBIX YCNOBUA MOKa3 MoxeT ObiTb nNpu3HaH viewable;

CaM render 3TOro He poKa3biBaeT
- user MoXeT 3aMeTUTb peKJilaMy U" B3aMMOENCTBOBaTb C HEMN

[ToTok HaunMHaeTcst Ha cTopoHe publisher, MOTOMy UTO IMEHHO TaM BO3HUKaeT Opportunity.
Peiienne Moxket npuiiTi U3 direct campaign, ad network, DSP/SSP path unu 3akpbiToit
niatdopmsbl. Creative TIpy 3TOM MOXKeT JOCTaBJISATHCS He TeM Ke CePBUCOM, KOTODbIM MPUHSLI
kommepueckoe peiieHue: ad server i CDN yacto yuactByeT B delivery oTzaenbHo.
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2. IToTOK AAaHHBIX

cTopoHa advertiser:

uenb + npasuna campaign + metadata creative
.

KoHTekcT publisher - cucTembl BbibOpa - BbibpaHHas peknaMa + metadata pocTaBku
i

impression / click / outcome events - measurement + OTYETHOCTb - OMNTUMM3aLUS

Campaign — opraH130BaHHbI} HA0Op peKIaMHOM aKTUBHOCTH C Le/Tbl0, OFO/PKeTOM U Creatives.
o moka3sa cTopoHa advertiser coofIrjaeT crcTemMaMm yC/IOBUsI 3TOM aKTUBHOCTU. Korzia Bo3HUKaeT
opportunity, cropoHa publisher moxxeT repesjaTh onucaHue NMpUIOXKeHUs1 WK caliTa, placement,
dhopMart, BpeMsi U pa3pelliéHHbIe MpaBUIaMU I1aTQOPMbl CUTHA/TbI KOHTEKCTA, YCTPOMCTBA WX
ayautopuu. CrcteMbl BbiOOpa corocTap/sitoT supply ¢ demand v Bo3BpalliaroT pe3y/bTar.

CucTeMbl CBA3BIBAIOT 00BEKTHI M COOBITHS identifiers Bpoze request id, campaign id m
creative id; KOHKpeTHbIe MOJIsl M TIPaBUJia 3aBUCAT OT UHTerpauuu. [Tocne 1ocTaBKy pasHble
YYaCTHUKY MOTYT OTJe/IbHO 3aperucTpupoBarb impression u click. Ecim user yctaHOBUT
peKiaMUpyemMoe TpuaoKeHue U 0(pOPMUT MOATMCKY, outcome event MOKeT MOIMacTh B measurement
systems — Mpy Ha/JIMUMKM HY>KHbIX UHTeTrpaluii U B npefenax platform/privacy restrictions.

OTOT 00paTHBIN TOTOK 0OBIUHO aCMHXPOHEH U He 00s13aH UJTH 110 ToMy e network path, uro
3ampoc peknambl. Y advertiser, publisher 1 mocpeiHUKOB MOTYT OBITH pa3Hble TOUKU Hab/MIOIeHUS,
timestamps ¥ TipaBu/Ia MOJCYETA, MOITOMY MX OTUETHI He 00s13aHbI COBIA/IaTh U/1€aTbHO.

3. IIoTOK AeHer

Media spend advertiser
- KaHan noKynku / npopaBel, unu npopasubl media
- revenue publisher

OT,EI,eJ'IbHO, B 3aBUCMMOCTW OT OOroBOpPOB:
advertiser wnm publisher - service / SaaS fee - technology provider

Media spend — fieHbIH, BblZiesieHHbIe advertiser Ha MOKYNKY pekaaMbl. YacTb MPOXOAUT K
ripoziarriam media u B utore oopasyet publisher revenue; 1o mytu moryt B3umMarncs fees. Ho He
KaX/IbIi provider yziep>KuBaeT ZI0/II0 KaK/10ro pekiaMHoro ryiarexa. Agency, ad server, MMP,
verification nnu data provider MoryT nosyuars oTAe/nbHBIH service fee, SaaS fee mi6o nHyO
JIOTOBOPHYIO or1aTy. HeKoTopble yuacTHUKU TOJBKO MepeJatoT Ui U3MepsItOT COObITHS 1 BOOOIIe
He TpMHUMalOT media money.

[TosTOMY TpU CyMMBI HeJlb3sl CUATaTh CAHOHUMAaMHU:
e advertiser spend — 3aTpaTbl MOKyIaTe/s;
¢ intermediary fee — oruiaTa KOHKpeTHO# MMOCPeAHUYECKOM WU TeXHOOTHUeCKON (QyHKLUY;

¢ publisher revenue — BbIpyuka npozaBija inventory.

Tounsle pricing models, margin 1 myTh yc/10BHBIX $100 pa3buparorcs B r1aBe 4. 371eCh BaXKHO
HarpaBjieHHe: peKjlamMa M JJaHHbIe [BUTAIOTCSI B 00e CTOPOHBI, a IeHbI'M B OCHOBHOM U/IyT OT
advertiser K B1aziesibLiaM supply ¥ ocTaBIKaM YCIIyT.

JKu3HeHHBIN I[UKJ/I PeK/IaMbl: He JIMHUSA, a I{UKJI 00paTHO#I
CBA3U

PeknamHas pa60Ta Ha4YWHAETCA [0 IepBOro impression Y He 3aKaHuuBaeTcs render-oM:
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busHec-uenb

- MNaHWpoBaHne u HaCTDOﬁKa

OgocTaBka M render

[

NOAroToBka campaign u creative
pocTyn K media u BbibOp peknamsl

peakuus user u busHec-pe3ynbTat
measurement M OTYETHOCTL
onTuMM3auusa, cBepka U pacyéTobl
cnepywwas utepauna naaHMpoBaHUA

[Tpouaém LMK /151 TPUIOXKEHHUS C TTOAMUCKOU.

1. BusHec-1esb. Advertiser pelllaeT NpYB/eKaTh M0JIb30BaTesieid, KOTopble C IpuemieMon
5KOHOMHKOM O(OPMIISIFOT TIOTIHCKY.
2. IlnanupoBaHue U HacTpoiika. OH onpeziensieT ayIUTOPHIO, JOCTYTIHbIe KaHaJbI, OFO/KeT U
crioco6 measurement. 3xecs popmupyetcs demand.
3. IIoaroroBKa. Co3/aéTca campaign ¥ HeCKO/IbKO creatives. CUCTeMbl [TO/Ty4aroT IIpaBu/ia
JI0CTaBKU U HeoOXoZMMble integrations.
4. Joctyn Kk media u Bb100p peksiambl. Publisher mpegocTasisieT opportunities HarpsiMyto
umu uepe3 sell-side systems. Buying systems HaxoZAsT MOAXO/sIMe opportunities u
BbIOMparoT creative. KoHkpertHas sioruka bidding, targeting u pacing mosiBUTCS B CJIeAYFOLUX

I1aBax.

5. locraBka u render. Creative nocrasnsietcsi B publisher app. PerucrpupytoTcsi cobbITus,
COOTBETCTBYIOIIVE TOYKaM HaOJIFO[ieHsT y9aCTHUKOB; render caM 1o ceOe He 03HauaeT
viewability umm axkTrueckoro BHUMaHHs USeT.

6. Peakijusi 1 pe3ysbTar. User MOKeT MPOUTHOPUPOBATh pekyiaMy, KTMKHYTh, yCTaHOBUTD
MIPUJIOXKEHHUE U TI03Ke KYITUTb NMOAMUCKY. Hamure coOBbITHS elljé He OKa3bIBaeT MPUUYUHHOE

B/IMSIHHE DEKJ/IaMBbl.

7. Measurement 1 0T4éTHOCTb. CHCTeMbl arperupyrot HabmozaeMele impressions, clicks u
outcomes. Attribution 1 mobile measurement TpeOyIOT OTAeMbHBIX MeXaHU3MOB U OyayT

pa300paHbI TTO3Ke.

8. Onrumu3anus u pacuérbl. Advertiser mepepacripeziesnsier OyyIuii Cripoc Ha OCHOBaHUA
JIOCTYTIHbIX CUTHasoB; publisher MeHsieT cTpaTervto MOHeTH3aL[MK; Y4aCTHUKHU CBEPSIIOT
OTYETHI U IPOBOJAT PACUETHI.

Llukn obpaTHo# CBsI3u — MpUYMHA, 10 KoTopout AdTech siBnisieTcst He TosbKo delivery
infrastructure. [JeHHOCTh BO3HUKAET, KOT/[a HAO/TIOIEHUS O TPOIIIOM MEHSIFOT OyyIIuii BbIOOp, HO
KaueCTBO 3TOT0 BbIOOpA OrpaHUUeHO MOTHOTOM JaHHBIX, KOPPEKTHOCTBIO measurement v
HeCOBIAZIAIIIMMHU incentives CTOPOH.

AdTech u MarTech: pabouast rpanuija

MarTech — texHonoruu st 6osee MMPOKOTo yrparieHus marketing u customer lifecycle:
customer data, KOMMYHUKAL[sIMK ¥ COOCTBEHHBIMHU KaHaiamu advertiser. ['paHuiia He
CTaHZAAPTHU30BaHa, TI03TOMY T0JIe3Hee KIacCU(UIMPOBaTh CUCTEMY TT0 OCHOBHOM 3aziaue, a He 10

SIpJIBIKY Ha caiTe vendor.

Bonpoc

OCHOBHOU 00BEKT

['naBHasi KoOOpAUHALIUS

TumnyuuHble KaHasbl

AdTech

Paid media u peknamHast
opportunity

Mexxay buying side u selling
side

CaliThl ¥ TIPUIOKEHUST
publisher, ad platforms, media
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MarTech

OTHoOIIIeHUs C K/IMeHTOM U
MapKeTUHIOBbIe Orepalyn
BHuyTpu advertiser u ero owned
channels

Email, CRM, push,
CcoOCTBEHHBIN CaliT WK app,



Bomnpoc AdTech MarTech

marketplaces customer journeys
TUMMUHLIE CHCTEML DSP, SSP, ad network, CRM, marketing automation,
exchange, ad server CDP, email/push platforms

YrpaBnsTh customer data u
Kynutb, pofiath, BEIOpATH,

OCHOBHO¥ pe3y/bTar KOMMYHHUKaLMSIMA Ha

OCTaBUTb U MU3MEPUTh peK/iaM .
A pHTL P y nipoTskeHuu lifecycle

[Tepeceuenue Bemmko. Measurement, attribution, identity, CDP u activation MoryT o6c/ykKMBaTh
opHoBpeMeHHO paid media m owned channels. Harpyimep, cobbITHe MOKYTIKY TTOATTMCKY JKUBET B
product/backend systems, moxeT roractb B MarTech-niporiecc yzepskaHus KjiueHTa U
oZiHOBpeMeHHO cTaTh outcome signal a5 AdTech measurement. [TosTomy AdTech vs MarTech —
pabouee 1paBuUIo, a He HeMIPOHHMIaeMasi FpaHHMLa.

C ueMm 3T0 4acCcTo NyTAKOT

«User u ecth inventory». HeT. Inventory — peksiamHble opportunities B media-cpezie. User
CO371aéT KOHTeKCT ¥ BHUMaHUe, HO OCTaéTCsl OT/e/IbHbIM YUaCTHUKOM CO CBOMMH MHTepeCcaMu
Y NpaBaMH.

«Impression o3HauaeT, UTo ye/I0BeK yBH/ e/ peksiamy». He obsi3atenbHo. Served,
rendered U viewable OMUCHIBAIOT pa3Hbie TOUKHU Tpoliecca, a viewability cama 1o cebe He
Jl0Ka3bIBaeT BHUMaHUS YesioBeKa.

«Kaxabiid nocpegHuk nepenpoaaét media u yaepxuBaet Aosiio spend». Het. Hekotoprie
TIO/TyYaroT OTAe/bHBIN service/SaaS fee, a HekoTopbIe BOOOIIle He yuacTBYIOT B media money
flow.

«YeM Oosib11Ie MOCPEHMKOB, TeM Xy)Ke». [lononHuTesbHbIe hops HecyT fees, latency u
PUCK HeNpO3payHOCTH, HO MOTYT JlaBaTh reach, aggregation, interoperability, measurement u
quality controls. Boripoc — Kakyo (h)yHKLIMIO BBITIO/IHSIET KaXK/bIi hop 1 CKO/IBKO OHa CTOMT.
«AdTech = programmatic = RTB». HeT. RTB — oi1H MexaHu3M programmatic;
programmatic — yactb AdTech; AdTech Takke mogzmepxuBaet direct u closed-platform
advertising.

«AdTech u MarTech cTporo pa3jenensi». HeT. VIx oCHOBHBIe 3a/jauyl pa3/idvyaroTCsi, HO
data, identity, measurement 1 activation 4acTo repeceKkarTCsl.

Y10 BA)KHO 3alIOMHUTH

. Digital advertising — pbiHOK KoopAuHaiy Mexxay advertiser, publisher u user, a He rpocTo

JlocTaBka baHHepa.

. Advertiser co3maét demand, publisher co3maét supply; cTopoHbI pbIHKa HeJb3si MyTaThb C

Ha3BaHUSMU I1/1aTHOPM.

. Advertising inventory — [JOCTyTHbIe W1 IPOTHO3UPYeMble opportunities, He 10/Ib30BaTeNIN

Y He 3apaHee NPOU3BeIEHHbIE impressions.

. Placement, ad opportunity u impression — pasHble CTaJuu: IIPABUIO0 MeCTa, BO3HUKILIAs

BO3MOXXHOCTh U 3aPerUCTPUPOBAHHOE COOBITHE.

. AdTech cymectByet u3-3a Macmiraba, hparMeHTaI|u, CKOPOCTH BbIOOpa, delivery,
interoperability, measurement u pacuéTos.

. [TocpeiHUKY BBITIOMHSIOT (QYHKLIMK; HU OJfHA KaTeropusi He o0si3aHa MPUCYTCTBOBATh B
KaXKZIOM CJIeJIKe.

. [ToTok 1oKas3a, MOTOK /JaHHbIX U MOTOK JleHer Pa3/InyaroTcs 10 HarlpaB/IeHUI0, yUaCTHUKaM U
BpeMeHHU.
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8. JKv3HeHHBI [IUKJT peK/iaMbl 00pa3yeT UK/ 00paTHOM CBSI3W: measurement MpOILTBIX
CoOBITHI BiUsieT Ha Oyay1uii BEIOOp M pacxo/ibl.

9. AdTech B nepByto ouepear KoopauHupyeT paid media, MarTech — customer lifecycle u
owned channels, Ho Mexxly HUMU ecTb overlap.

IIpoBepbTe ceds

1. TToueMy user — y4yaCTHUK peK/JIaMHOT'O PbIHKa, HO He advertising inventory?

2. Yem placement otnmuaetcst ot ad opportunity 1 impression?

3. [1ns pekyiiamMbl IPUIOXKEHUS M0 TOANKUCKe HAPUCYUTE OTAEIbHO MOTOK Creative, TOTOK
COOBITHI U TIOTOK /leHer. Kakue CTpesikv He COBMAyT?

4. Kakas pyHKUMsI TOCpPeJHMKA MOXKeT OMpaB/aTh JOTMONHUTENbHBIN hop, 1 B KakoM ciiydae
3TOT hop oKa)keTcst IUIITHUM?

N cTouHuMKHu 1 JOIIOJIHUTE/IbHOE UTeHHue

1. IAB Tech Lab — OpenRTB

2. IAB Tech Lab — Supply Chain & Foundations

3. IAB Tech Lab — sellers.json and SupplyChain Object

4. IAB Tech Lab — About ads.txt

5. Competition and Markets Authority — Intermediation in open display advertising
6. IAB UK — Demand Side Platform (DSP)

Y4acTHUKHU PeK/JIaMHOH 3KOCUCTEMBbI

CyThb: po/ii, a He KOPOOKH

B niepBoii rn1aBe MbI yBH/Ie/M /IB€ SKOHOMHUECKHe CTOPOHBI PbIHKA: advertiser co3zaét demand, a
publisher — supply. Mexay HUMH MOKeT ObITH MHOTO cucTeM, HO Kapta AdTech cranoBurcs
TIOHATHOM, eC/I CMOTPeTh He Ha Ha3BaHUs KOMITaHUi, a Ha POJIM — JIoTUUecKre QyHKLUU B
peKJIaMHOM cJiesiKe.

Role, company u product — pa3Hble YPOBHU:

¢ role oTBeuaeT Ha BOTPOC «KaKyt0 (YHKLIUIO 371€Ch BBITIO/IHSIOT?»;

e company — OpraHu3alLusi, C KOTOPOI 3aK/II04atoT JOrOBOP U KOTOPast MOXKeT BBIMIOJHSTh
HEeCKOJIbKO poJieif;

¢ product — KoHKpeTHOe Tipe/iiokeHre 1ok Kommanauu: Ul, API, managed service wii Habop
HWHCTPYMEHTOB.

[TosTOMY JIOrOTHUIT HeJTb351 IOCTAaBUTh B €ZJIMHCTBEHHYIO K/IeTKY KapThl HaBcerga. OauH product suite
MOXKeT OZJHOBPeMeHHO MOKyTaTh media, Mpo/iaBaTth JOCTYM K inventory, JOCTaB/IsATh PeKjiamy U
CTPOUTBb OTYETHOCTB. M1 Ha0b0pOT, OfiHYy posb advertiser MoOXKeT pacripeZie/TUTh MeXy COOCTBEHHOM
KOMaH/I0M ¥ HeCKOJbKKUMHU providers.

Inist pa3bopa Jir000H poJu UCTIONB3YHTE OHY KapTOUKY:

Bonpoc YTo0 OH NpPOsICHAIET
Kakyto npo6sieMy peliiaeT posib? [TpruuHa eé cyiecTBOBaHUSA
Kro customer? Kro ncrons3yer NpoayKT UK yCIyry
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https://iabtechlab.com/standards/openrtb/
https://iabtechlab.com/standards/supply-chain-foundations/
https://iabtechlab.com/sellers-json/
https://iabtechlab.com/ads-txt-about/
https://www.gov.uk/find-digital-market-research/online-platforms-and-digital-advertising-market-study-appendix-m-intermediation-in-open-display-advertising-2020-cma
https://www.iabuk.com/jargon-buster/demand-side-platform-dsp

Bomnpoc YTo OH NposACHAET

Ko beneficiary? KTo nonyuyaeT 5KOHOMUYECKYIO MO/Ib3Yy

Kro payer? Kto onnauriBaet media 1y cepBUC IO 10TOBOPY
Kakue faHHbIe BXOJAT U BBIXOAAT? TexHuueckue rpaHULIbl QYHKLUU

Kakoe pelieHre npyuHUMaeTCst UK

CTIOHSETCS? PeannHas paboTta, a He marketing label

Media money, otzaenbHast fee U oTCyTCTBUE
Kak fBrXyTCs feHbru?

riatexa B 3ToM flow
Customer, beneficiary u payer moryT He coBrniagare. Haripumep, media buyer paboraer B Ul
n1atopMbl, 1oIb3y NoayvaeT advertiser, a invoice MOXKeT OIJlauMBaTh agency. JTa pa3HULia
0co0eHHO Ba)kKHa IPH UTE€HHH 10TOBOpOB, data flows 1 oTuéToB.

3aro/THUM KapTOUKY /I/Is [JIABHOTO SKOHOMUYECKOTO yuacTHHUKA. Advertiser XxoueT U3MeHHUTh 3HAHNE
WA TIOBE/IeHHe ayIuTOPUH, GUHAHCHUPYeT campaign, Tepe/iaéT 11e/b, OF/PKET U PeK/IaMHbIe
MarepHuasIbl ¥ MoydaeT outcomes U OTYETHOCTh. Creative — cam peK/laMHBINM MaTepHralt:
HarnpuMep, u300pakeHune, BUIe0 WK TeKcT. Advertiser 06bIuHO siB/sieTcst beneficiary u
HCTOYHUKOM JIeHeT, HO OTepal[MOHHYI0 paboTy U OIIaTy KOHKPETHBIX CUETOB MOXKET [leJIeripoBaTh
agency.

Taxoti pa36op rosie3Hee MTMHEMHOMN CXeMbl U3 CeMHaALIaTH 00si3aTe/IbHbIX KOPOOOK: B KOHKPETHOM
campaign HEKOTOPLIX posieii He OyZieT, a HeCKOBbKO JIPYTHUX CKPOIOTCS 3a OFHKUM JIOTOBOPOM.

KTo0 cTaBut Ije/ib 1 KTO BbIINIO/IHAET ITOKYIIKY

Hauném He c platforms, a ¢ Tex, paZii KOTO PbIHOK CYII[eCTBYeT.

Advertiser — opraHu3aruysi, Kotopasi QUHaHCUpYeT peKjaaMy pazu business outcome. st
TIPUJIOXKEHUS C TIJIATHOM MO/TUCKOM outcome MoXKeT ObITh HeMe/lyIeHHbIM — trial v oriaueHHast
TO/NIMCKAa — JTUOO0 6oJiee OT/IOXKEHHBIM: 3HAHUE TIPOJIYKTa ¥ TOTOBHOCTb PACCMOTPETH €T0 TO3KeE.
Advertiser orpesiesnisieT 1ie/ib, JOMYCTUMBINM spend, ayAUTOPHIO U KPUTEPUH yCIlexa; CaM WM uepe3
TIOZIPSIZIUMKOB DelllaeT, T/e MOoKyraTh media.

OTcrofia MOSIBJIAIOTCS IBe peK/IaMHble OpUeHTal[UH:

e brand advertising B riepByto ouepe/ib MeHsieT awareness, consideration uu perception —
3HaHWe, PACCMOTPEHHE U OTHOILIIEHHE K TIPOJYKTY;

o performance advertising ynpaB/isieTcst BOKpYT U3MePUMOTO JIeHCTBUSI UK Outcome |
CTOMMOCTH €ro0 MOJIyYeHHsI: peruCTpaLivH, trial, yCTaHOBKM WU MOKYTIKH.

3TO He JjBa B3aMMOMCK/IIOYAIOLIMX BU/la KomnaHui. OuH subscription app Mo)keT 0JHOBpEMEHHO
rokKasbiBaTh Video campaign /i 3HaKoMCTBa ¢ OpeHJ0M U acquisition campaign,
ONTUMU3UPOBAaHHYO Ha trial. bosee Toro, ofyH nonb3oBaTeb MOXKET CHavyasla [IO3HAaKOMUTBCS C
MpOZyKTOM uepe3 brand-pekiamy, a mo3ke oTpearupoBarth Ha performance-pekiamy. Pasnnuarorcs
TIpesKzie BCero Lieslb, TOPU30HT OLIeHKU U O)KK/laeMble I0Ka3aTe/IbCTBa pe3y/brara.

Publisher — opranu3aiiys, kotopasi BfajieeT Wiy yripasysieT media-cpefoi, Tie BO3HUKAIOT
pekyiaMHbIe opportunities: caiiTom, TIpUIO)KeHUeM, UTPOI UK BUjeocepBucoM. Publisher 3agaér
placements ¥ mpaBusIa MOKa3a, MpeIOCTaB/IsIeT KOHTEKCT U AOCTYII K inventory, rosiyuaeT CBe/IeHUsI
o delivery u 3apabatbiBaet publisher revenue. Ero uatepec — npogark opportunities 70cTaTrouyHo
BBITOZIHO, COXPAaHUB KaueCTBO MPOAYKTA M OTbIT USET.
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Mexny 6usHec-1ienbio advertiser ¥ TeXHUYeCKOU TIOKYTIKOM YaCTO CTOSIT JIFOAU U CEPBUCHBIE
OpraHu3aluu:

e agency — KOMIaHUA-TIO/PS/AUMK, KOTOpast JIaHUpyeT UM BbinosiHseT marketing- 1 media-
paboty ot umenu advertiser. OHa MoykeT pa3pabaTbIBaTh CTPATErvi0, TOTOBUTH Creatives,
BbIOMpATh KaHasbl, 3alyCKaTh Campaigns, BeCTH OTYETHOCTb W MHOT/IA YIIPaB/ISATh
TjiaTexxamy;

¢ media buyer — uesioBek, KomaH ja Wix GYHKIMs, KOTOpast BeIOMpaeT media, platforms u
yCJIOBUS TIOKYIIKH, pacrpezienseT spend U HacTparBaeT campaigns. Media buyer moxxeT
paboTarek BHyTpH advertiser, BHyTpH agency wiu Apyroi buying organization.

Agency u media buyer — He CUHOHMMBI: ITepBasi SIBSETCS OpraHu3alyel 1 contractual role,
BTOpOI — omnepaioHHol dbyHKMel. Media buyer Takxke He siBisieTcsi DSP: uesioBek
¢dbopmymupyeT 1 HacTpavBaet pelenus, a DSP ncnonusier yacts buying workflow B macira6e.

IIpo6siema u o . Pentenue uin
Poab . . TUnuyHBIN payer Data in
beneficiary output
HocTtuub business . .
Ncrounvk media busHec-1ie/b, Lens campaign,
) outcome; TMoJTb3y
Advertiser spend U MHOTUX  OrpaHUYEHUS, OrO/KeT, KpUTEPUU
ToJiyyaeT cam .
. service fees customer data ycrexa
advertiser
MonetusupoBate OOBIYHO He payer TocTymHbie
media B media sale; Placements, 5 oiuni ties
Publisher environment; MOXKET I/IaTUTh KOHTEKCT, dIe) Ever rules:
nosib3y nonyvaetr technology inventory rules ublish};_-r reve,nue
publisher providers p
BLITO/MHUTE .
Advertiser; uHorzaa
pabory, as . .
. . agency BbicTymnaeT Brief, 6romxer, [1naH, HaCTPOMKH,
KOTOpoii advertiser ; .
Agency He CTDONT T/IaTe/bIIUKOM TI0 Creatives, execution u
“oMa g i downstream pe3y/bTaThl OTUETHOCTD
AY invoices
9KCTIePTU3Y
He oTnenbHeIi .
[TpeBpaTuTh 11€/h A . Bribop media u
payer Kak Campaign goals,
Media buyer 1 GiofpkeT B byHKLuS; OCTYTIHbIe platforms,
y KOHKpeTHbIe YHKLIHA, AocTy allocation u
OIUIAUUBACTCS KaHaJbl, Teports o
TTOKYTIKH ) HaCTPOWKHU
employer/client

Advertiser MmoxeT iep>kaTb buying in-house, Mo/HOCTBIO OT/AATh €ro agency WK pa3euTh
OTBETCTBEHHOCTb. JTO MeHsieT control boundary: KTo umeeT focTym K account, raw data u
JIOTOBOPY, KTO OTBeUaeT 3a OLTMOKM HaCTPOUKK U KTO MOXKET Iepepacrpeienuthb spend.

Kto coegunsier demand u supply

OpuH advertiser He MOYKET BPYUHYIO OLIEHUBATh KaXKyt0 KOPOTKOXKUBYILI[YIO OPPOItunity y Thicsy
publishers, a publisher He MoxeT 110 TeneoHy MCKaTh MOKyMHaTesst /51 KaXK/J0ro roKasa.
Crnepyroiijasi TpyTina posiel peraeT rmpobieMy macirada, HO [iefiaeT 3TO € pa3HbIX CTOPOH.

Bo3MoykHBIE IMMYTH BBITJIAAAT TaK:

advertiser direct buying - publisher
advertiser ad network - publisher
advertiser / buyer - DSP =2 exchange / SSP functions - publisher
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advertiser ad server u publisher ad server MoryTt nogaoepxuBaTb pa3Hble BETBU;
HW OfHa CTpoKa He sBnfeTcs obs3aTenbHbIM yHMBEpCanbHbM pipeline.

Ad network arperupyet supply nw/unu demand u npogaét ynpasnsieMoe media offering.
[MTokymarenb 00bIYHO BLIOMPAET JOCTYTTHOE MPe/IOKEHHe, 11e/Tb M OTPaHnYeHus], a network Gepét
Ha cebsl 3aMeTHYIO YacThb pacrpefienieHus Tpaduka U otHoieHu ¢ publishers. Network moxer
npUHUMaTh media money U pacCUMTHIBaThCS € supply partners; KOHKpeTHasi KOMMepuecKasi MO/leJlb
3aBHCHUT OT ZIOTOBOpA.

DSP (Demand-Side Platform) — buying platform, koTopasi momoraet media buyer orjeHUBaTh 1
TIOKYTIaTh Opportunities W3 Hecko/bKUX supply sources 1o npaBuiam campaigns. Customer —
advertiser, agency wu pyroi buyer. DSP nonyuyaeT campaign settings, creatives u 0CTyITHbIe
signals opportunity, MpUHUMaeT WX UCTIOHSIET pellieHUs O TIOKYITKe U BO3BpalljaeT pe3y/abTaThl U
reporting. B cpaBHeHur ¢ managed network offering DSP o6bruHO aét buyer 6ombitie campaign-
level control, Ho peanbHBIE products MOTYT coueTaTh 00e MOeH.

SSP (Supply-Side Platform) — sell-side platform st publisher. OHa omuchIBaeT JOCTYyIIHBIE
opportunities, pegocrassieT demand sources JOCTYIT K inventory v TIOMOTaeT yrpaBJisTh ero
ripopakeit. SSP nosyuaet inventory rules u context signals co ctopons! publisher, nepenaér
JIOTyCTHMOe OTIMCaHue opportunity buyers 1 Bo3BpailiaeT pellieHHe O Mpofake U CBsi3aHHbIe
metadata. Publisher — ocHoBHo#i customer u beneficiary, xors SSP Hepeko 1o/TyuaeT CBOIO
orsiaTy B paMKax settlement media.

Ad exchange — transaction layer vnu QyHK1ius1, KoTopasi coefiuHsieT buyers u sellers v BbITIOTHSIET
matching 6o auction. Exchange He 00si3aTe/TbHO SIB/ISI€TCS OT/I€IbHOM KoMIaHHelk Mexxay DSP u
SSP: exchange- u SSP-dyHKIMM yacTo 00beZiMHEeHbI B OHOM TpoAyKTe. [Tone3Hoe pa3iuure
takoe: SSP nipescrapnsiet sell-side workflow publisher, a exchange BbimonHsieT camy QyHKLMIO
aBTOMAaTU3MPOBAHHOM CZIeJIKU MeXKy CTOPOHaMH.

Ad server BbiOUMpaeT, 0CTaB/sieT U perucTpyUpyeT peKjiamy To 3aZlaHHbIM campaign- Win
inventory-rpaBusaM. 3To He npocto CDN c daiinamu: CDN MoxkeT oTiaTh bytes creative, a ad
server MpUMeHseT TpaBUia U CO3/aéT HabmogaeMyto Touky delivery.

e Advertiser ad server rioMoraet CTOpoHe buyer yrnpaB/siTh creatives, X J0CTaBKOU U
pervcrpaiiieil COObITHI He3aBUCUMO OT KOHKPETHOTO MeCTa MOKYTIKH.

e Publisher ad server conocrassnsieT gocTyrnHble demand sources 1 yrnpaeisieT delivery Ha
inventory publisher.

[TompobHeie order, line item, mpuopureTsl U serving mechanics mosiBarcs B rmase 11. 31ech
Ba)KHO, UTO /IBe Pa3HOBUAHOCTH ad server CMOTPSIT Ha OJIMH TI0Ka3 C pa3HbIX operational boundaries.

OcHoBHOM . Pemienue uim
Ponnb Data in JleHexHas CBA3b
customer output
Campaign
. . Yacto npuHuMaeT
Advertiser/agency; constraints, Managed .
. a2 media money;
Ad network TaK>Ke HY>KHbI creatives, distribution u
. . BO3MOXXHBI U
supply partners arperupoBaHHbIN reporting
JIpyrue [0roBOpkI
supply

Media spend u/
v platform fee
B 3aBUCUMOCTH OT
JloroBopa

Campaign settings, Buying decision,
creatives, J0CTyT K supply,
opportunity signals reports

Advertiser, agency,

DSP media buyer
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OcuoBHOI Peiienune nin

Posnb Data in JleHexxHasi CBA3b
customer output
Yuactsyer B
Inventory rules, Hoctyn K demand, Y
. . . settlement num
SSP Publisher opportunity u sale decision
. nonyuaet fee mo
context signals metadata, reports
JIOTOBOPY
Moxet
Ornucanus . .
Buyers u sellers o Matching/transaction yyacTBoBaTh B
Ad exchange opportunities u !
unu ux platforms result media settlement

buying responses
ylng resp WX T0/Ty4ath fee

O6bIuHO
OTZenbHast
Bribop, delivery u  service, license
event registration v usage fee;
Mo/Ie/Tb 3aBUCUT
ot provider

. Campaign/inventor
Advertiser nnmu paig . y
Ad server rules, creatives,

publisher delivery signals

DSP # ad network: DSP nipexxze Bcero uHcTpyMmeHT U decision layer buyer, network —
arpervupoBaHHoe yrpaBysemoe media offering. SSP # exchange: repBasi pojib OpraHu3yeT
TPOZIAXKy co cTopoHkI publisher, BTopass — transaction function. Ho Hu oziHa rpaHuija He
rapaHTUPYeT OT/e/bHBIX vendors WK HerepeceKaroluxcs features.

KT0 u3Mmepser u nnposepsiet

[Tnatdopma, npogasiiias UM Kymnueilasi media, BUAUT TOJILKO COOCTBeHHbIe measurement points u
OJJHOBPEMEHHO 3alHTepecoBaHa B pe3ysbrare cjenku. [lostomy advertiser u publisher moryt
TMOAK/TIOUaTh rorepeynsle providers. OHU He CTOAT 00si3aTebHBIMU hops B IyTH Creative: ux
integrations mosy4aroT COOBITHS ¥ BO3BPAIIIAIOT OT/e/TbHbIE BBIBO/BI.

Attribution provider conocTaB/sieT AOCTyIHbIe pekiaMHble touchpoints — Hampumep, impression
nm click — c outcomes Bpoze pervcTpariiv WM MOKYNKY U MPUMeHsieT MpaBu/ia Ha3HaueHUs!
credit. Pe3ynbTaT OTBeUaeT Ha BOMPOC «KAKOMY MCTOYHUKY 10 BhIOpaHHBIM MpaBWJIaM MPHUIKCAHA
3Ta conversion?», a He «Obljia /i pek/iaMa UCTUHHOM NpUUYUHOMN AeicTBUs?» Attribution He
J0Ka3bIBaeT causality.

MMP (Mobile Measurement Partner) — mobile-specialized kateropus measurement u
attribution providers a5 app acquisition, installs v in-app outcomes. ¥ koHkpeTHbIx MMP moryT
ObITb (DYHKLIUM /11 IPYTHX cpef U analytics, HO OCHOBHas POJIb 3/1eCh — COTOCTABJISATh JAOCTYITHbIE
acquisition signals c cobbITHsIMU TTPUTIOXKEHHS U [laBaTh advertiser corsiacoBaHHOe TIpeZiCcTaBIeHre
across media sources. MMP He siBnisieTcsi cuHoHMMOM product analytics: product analytics mpexze
BCero M3yuaerT [0BeJleHre BHYTPU MPOAYKTa, Torna kak MMP cBg3biBaeT acquisition ¢ peKk/iaMHbIMU
rcrouHrkamu. Texuuueckue getanu SDK, install matching, postbacks u platform privacy
restrictions OTHOCATCA K Iv1aBaM 27—-29.

Verification provider co3aéTt oTenbHYI0 TOUKY OLIeHKH yC/IOBUM M KaueCTBa I0CTaBKU PeK/IaMbl.
B 3aBUCMMOCTH OT MHTerpaluv OH MOXKeT aHa/IM3uPOBaTh JOCTyIHbIe delivery, render, placement,
context u quality signals u Bo3Bpaitjats verification results pekiamozgatesnto, publisher v platform.
Verification mmmpe opHoit fraud detection: BOrpockl MOT'YT OTHOCHUTBCS TAKXKe K Cpejie U yCJIOBUSM
roka3sa. Ho otgenbHbIi provider He siBisieTCst aOCOMFOTHOM UCTUHOM — MOTHOTA BBIBO/IA 3aBUCHT OT
Cpefibl, IOCTYITHBIX Signals 1 MeTOo/I0/IOTHH.

I1711 OfHOM peKaMbl TTPUIOXKEHHUSI CUCTEMBI MOT'YT MOJTyUUTh YaCTUYHO TIepeCceKaroIiyecst
CcobObITHS:
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- attribution provider / MMP

impression / click signals E—» buying n selling platform reports
- verification provider

delivery / context signals

install / subscription events -» MMP u systems advertiser, ecnu uHTerpauuu 3TO0
no3BonsT

Reports MOTyT pa3nuuarbcsi He TOMBKO M3-3a olnbku. Platform reporting orBeuaer, uto Habmogana
cama platform; MMP nipumensieT cBow attribution rules k acquisition u app events; verification
provider olLieHMBaeT JOCTyIHbIe eMy yc10Bus delivery. 3To pa3Hble BOPOCHI M measurement
boundaries.

Kto IMOCTABJ/IAET, OPIrdHU3YyeT U CBA3bIBAET JdHHbIE

CnoBo data CKpbIBaeT HECKO/ILKO Pa3HbIX 3a/au. ITocTaBKa BHelTHero Habopa, yrpas/eHue
audience segment, xpaHeHue customer record u corioctaBieHue identifiers He sIBASIIOTCS OfHOM
pOJIBIO.

Yero posb cama

. . Output /
Posb Customer u inputs  Persistent state rpuw o cebe He
activation
AesiaeT
. . aHHbIe JJIs He o6si3aHa
Adpvertiser, publisher A - A
. pa3peléHHbIX XpaHUTh customer
. v platform; Dataset, attributes N
Data provider activation, record 3aka3umKa
coOCTBeHHbIe MO0 WM Segments C
decisioning w1 WM NPUHUMATH
cobpanHble datasets . . .
analysis media decision

.. . Audience profiles Segmentationu  He 00s13aHa ObITH
Advertising/marketing P 8

. U segments B activation uepe3  system of record
DMP team; audience data u & < P y
N BbIOpaHHOM peK/aMHbIe JI7ISI TIOJTHOTO
campaign signals 5 . .
Mo/ieJTi TIPOAYKTa integrations customer lifecycle
. . OCTYTTHBIE
Advertiser; first-party Hocry He ob6si3aHa
. - downstream .
CDP events u customer Persistent unified svstemns customer NOKYNaTh media
data u3 product, CRM customer record yste WM Ha3HayaTh
profiles, events u o .
Y IPyTUX Systems segments attribution credit
He cozpaér
. . . consent, He
Advertiser, publisher Mapping nnu CasizaHHbIE WU N ’H oT Bee
Identit uu platform; identity graph B mepeBefiéHHbIE Events i }Eg
rovi er identifiers u3 paMKax identifiers asis OKA3BIEAET
P a3peLéHHbIX KOHKPETHOI'0 activation u AN
pasp P identity
MCTOUYHUKOB peLieHUs measurement
peayibHOTO
yeJsioBeKa

Data provider npozaét wiu nipegoctaesisieT datasets, attributes 6o audience segments. Customer
TJIaTUT 3a JOTOHUTE/bHBIN signal: HanprMep, KiaccuduKalyioo KOHTeKcTa uiu audience attribute,
KOTOPBIM MO>XKHO 3aKOHHO U TeXHUUeCKH UCI0/ib30BaTh. KauecTBo, provenance u I0MyCTUMbIe use
Cases TAaKUX JIaHHBIX Ba)KHbI, HO UX ITyOOKasi IPOBEpPKa BBIXOJUT 32 PAMKH 3TOMH IVIaBbl.

DMP (Data Management Platform) — advertising-oriented cuctrema fi1s1 ynpaBieHus,
cermeHTaluu 1 activation audience data. CDP (Customer Data Platform) oTBeuaeT 3a persistent
unified customer record u foctynHocTh customer data downstream systems. Victopuueckoe
nipaBusio «DMP — Tonbko cookies 1 anonymous data, CDP — Tosbko PII» HeHazié)XHO:
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coBpeMeHHbIe TIpoAyKThI 1 deployment models nmepecekarotcst. Pabouasi rpaHuIia MPOXOAMT TI0
r71aBHOM 3a/1aue U record model — peksiaMHast audience activation mpoTHUB yCTOMUKMBOTO customer
record.

Identity provider cBs3biBaeT uu riepeBogut identifiers /i pa3peluéHHbIX activation,
measurement ¥ CMeXXHbIX Use cases. Haripumep, ofHa integration MoykeT 3HaTh customer ID
advertiser, apyrasi — platform-specific ID; identity function momoraer ycTaHOBUTb AOIyCTUMOE
COOTBETCTBHE. JTO He 03HauaeT, YTo provider Bcerza onpeennn GU3nueckoro uesioBeka.

Pa3nuuaiite yeTnIpe oneparuu:

identity - cBfa3biBaeT entities wnu identifiers

tracking - perucTtpupyet events

attribution - Ha3HauvaeT conversion credit no npasunam

consent - BblpaxaeT pa3peweHue unu BbIOOp B oTAaenbHOM governance/legal context

Identity provider He co3gaét legal permission camum dakrom matching. KonkpetHsie identifiers,
anropuTMBI resolution u privacy rules 6yayT pa3obpaHnsl B T1aBax 24 u 40—42.

B running example subscription app ornpasnsiet first-party cobertus trial u mogmucku 8 CDP,
yToOBI MoAAep>krBaTh customer record. DMP unu platform integration Moket copmupoBats u
aKTHBHPOBATh I0MyCTUMBIHM audience segment. Identity provider momoraet cBsi3atb HeOOXOAMMBIE
identifiers me>xy pa3pemniéHHpIMU environments, a BHelHUH data provider Mo)keT 060raTuTh
segment JOMOHUATE/ILHBIM attribute. 3TH QyHKIMM OMLIMOHABHBI U MOTYT BBITIO/IHATHCS Pa3HbIMU
products WM OHKM suite.

OjHa campaign: 0T/Ae/IbHO AaHHbIE U JeHbI'M

CobepéM posti Ha OZIHOM ClleHapuH. Subscription app peknamupyertcst BHyTpu mobile game.
Advertiser HaHsT agency; media buyer B agency 3amyckaet acquisition uepe3 DSP. Publisher urpsi
TipeioCTaB/isieT opportunity yepe3 SSP, B ripoiykTe KoTopo# Takxe ecTb exchange function. MMP
r3MepsieT mobile acquisition, verification provider oniyoHanbHO olieHuBaeT delivery, a
data/identity functions nmoAk/04arOTCst TOILKO TaM, Tie OHU HY>KHbI U IOy CTHUMBI.

3TO 0ivH BO3MOXKHBIN COCTaB, a He obs3aTesbHas 1ierouka. Advertiser Mor KynuTh media
Harnpsimyto unu uepe3 ad network; publisher Mor ncnons3o0BaTh Apyroit monetization path; agency,
DSP, SSP, exchange, MMP u verification Mornu nprHa/ijie)xaTb MeHbILIEMY YUCTY KOMIaHUH 00
OTCYTCTBOBaTb.

Data flow

advertiser / media buyer
— campaign goal, settings, creative metadata —- buying n serving systems

publisher app
— opportunity, placement, format, paspewéHHbin context —- sell-side u decision
systems

decision systems
— BblbpaHHaa peknaMa + delivery metadata —- publisher app

publisher app un participating systems
— impression / click / delivery events —- reporting, MMP, verification

subscription app / advertiser backend
— install, trial, subscription events —- MMP, CDP u advertiser reporting
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He kaxoe coObITHe roTydyaeT Kax/plii yuacTHUK. Habop data 3aBucur ot integrations, cpefpl,
nJoroBopa U privacy/platform restrictions. Event flow yacTto gByHaripaBieH u asynchronous; oH He
00s13aH TIOBTOPSITh HU MYTh Creative, HY (PMHAHCOBbIE OTHOLLIEHMSI.

Money flow

advertiser funding
- agency / buying contract
- media sellers u intermediaries
- publisher revenue

0TAEeNbHO, B 3aBUMCUMOCTU OT [OrOBOPOB:
advertiser / agency / publisher

- license, usage win service fees

- ad server, MMP, verification, data/identity providers

Advertiser siBnsieTcst 53KOHOMUYeCKMM UCTOUHHKOM media spend, HO agency MoXkeT ObITh contractual
payer 1o invoice DSP. DSP umu ad network moxxeT cobupats oriaty 3a media; sell-side participants
MOTYT yuacTBOBarTh B settlement c publisher. YacTb cymmbl cTraHoBUTCS publisher revenue, a
providers noay4aroT oroBopéHHble fees. TouHast Mozienb, yziep)KaHusl U My Th YC/IOBHBIX $100 —
TeMa IV1aBbl 4.

He kaxkzpiii box yepkKuBaeT MPOLIEHT KaXKA0ro peKiaaMHoro Aosiiapa. MMP MoxeT nonydarsb
subscription wm usage fee, verification provider — service fee, data provider — riary 3a data, a
identity provider — license mnu usage fee. OH1 MoOryT BOOOIIIe He MPUHUMaTh media money.

Haxkowetl, invoice path, peanbHbiii settlement path, nyts foctaBku creative 1 HTTP/event path
MOryT UMeTb pa3Hble endpoints. Advertiser moxeT BU/ieTb ofuH consolidated invoice ot agency,
XOTSI JIeHbI'M Jlajiee pacrpe/iesistoTcs o HeCKObKUM JIoroBOpaM; creative MokeT IpuiiTy ¢ ad
server wi CDN; conversion event MokeT aCUHXPOHHO yWUTU B MMP 1 He BepHyTbCs uepe3 SSP.
duHaHCOBasi CxeMa Bblllle TUTIMUHA 10 HalpaB/IeHHIo, HO He YHHUBepCasibHa 110 COCTaBy YYaCTHUKOB
Y IOTOBOPaM.

HO‘-IEMy 0JHAd KOMIIdHUA 3dHUMdAET HECKOJ/IBKO MeCT Hd KdpTe

Komrianny coBMeIIaloT posu 13-3a acquisitions, obirieid mHGpacTpyKTyps! 1 data, yKeaHus
rpeokuTh managed service, eaunbiii workflow, reporting u contract. Takoe coBmelijeHHe
Ha3biBatoT role bundling; korga koMnaHusi KOHTPOIUPYeET HECKO/IBKO MOC/Ie[0BaTe/IbHBIX YPOBHEHN
value chain, yacto roBopsr o vertical integration.

s customer bundling MokeT 03HauaTh MeHbIIIe integrations, Hke operational overhead, GbicTpee
obmeH JaHHbIMU U oauH Ul 711 HacTpoHKY U 0TUéTOB. Ho Te >ke CBOKCTBA CO3/1al0T PUCKU:

¢ KOH(IUKT incentives, ec/i 0fiHa CTOPOHA OZJHOBPeMeHHO TIpe/icTaBsisieT buyer u seller;
¢ Henpo3pavyHOCTh IpaHuI] fees ¥ BHyTpeHHHUX money transfers;

e mpenMyLiecTBO cobcTBeHHOTO0 supply v demand B decisioning;

e self-measurement, Korza MCIIOJTHUTENb CJEJIKH CaM OL|eHHBAeT e€ KaueCTBo;

e CJIOKHOCTB BBITPY3KH data ¥ cpaBHeHHs BHELITHHX alternatives.

[MpencraBum ycinoBHyto Platform X: ona nmpopaét managed media package, naét media buyer DSP-

like controls, gocTabssieT creatives 1 mokasbiBaeT attribution report B oHom UI. Ha3biBath eé
TonbKo «DSP» HeocTarouHo. Pa3noxkum suite Ha hyHKLMM:
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®ynkiua Platform X OTtpenbHan role card
YnakoBbIBaeT U poJaéT AocTyr K media Ad network-like managed offering
Bribupaet opportunities mo campaign rules  DSP-like buying/decisioning
[Hocraensier creative u peructpupyet delivery Ad serving
Cesi3biBaeT touchpoints ¢ outcomes Attribution/measurement

OpuH login 1 invoice He rpeBpallarOT 3T QYHKLUU B OJHY PoJib. [/ KaXK/10¥ HY)KHO OT/ZAeIbHO
CIIPOCHTB: KTO Customer M payer, kakue data BXOJAT U BBIXOJSAT, KaKoe pellleHre IPUHUMaeTCs, Ie
BO3HUKaeT fee 1 C UbMMU UHTEpeCcaMH OHO MOXKeT KOH(IMKTOBATh.

9T0 1 ecThb criocob aHamm3upoBaTh He3HakoMyto AdTech-koMmnaHuo: cHauasia repeunc/iuTb
BBITIOJIHSIEMbIE POJIM, 3aTeM 3allO/IHUTh /11 KK oM problem - customer - payer - data
in/out - decision - money. ToabKO MOC/e 3TOrO KMeeT CMbICT CpaBHUBaTh vendors 110 labels.

C 4eM 3T0 4aCcTO NyTAKOT

* «Brand advertiser u performance advertiser — pa3Hble BU/jbl KOMIaHum». HeT: 510
opueHTaLuu activity. OiHa KOMITaHUsI MO>KET BeCTH 00e.

¢ «Agency, media buyer u DSP — opaHo 3BeHo». Agency — opraHusanus, media buyer —
¢byukuusi, DSP — technology platform. Onu MoryT paboTath BMecTe, HO He
B3alMO3aMeHsIeMBI.

¢ «Ad network — crapoe HazBanue DSP». Network 0ObIuHO 1ipefiyiaraet 6osiee
yrpaBisiemyto arperaijuto media, DSP — buyer tool u decision layer. PeasibHble suites MoryT
CoBMeIIaTh 00e (hyHKLWH.

* «SSP u exchange 06s3aHbI ObITH Pa3HBIMH KOMIAHUAMM» WIH «3TO MO/THbIE
cuHOHUMBI». O6e KpaitHocTH HeBepHbI: sell-side workflow u transaction function
pa3/iMuuMbl, HO yacTo bundled.

¢ «MMP 3HaeT HCTMHHYI0 IPUYHHY YCTAaHOBKH, a verification provider Bugur
a0Co/TIOTHYI0 HCTHHY TTOKa3a». O0a paboTaroT C AOCTYIHBIMU measurement points u
MeTogonorusmu. Attribution credit He paBeH causality, verification result orpanuuex
WHTerpaLyei.

¢ «Data provider, DMP, CDP u identity provider — ueTrbipe Ha3BaHUsI 0a3bI
nosib30BareJieii». OHU COOTBETCTBEHHO MOCTaB/IAIOT data, opraHu3ytoT audience activation,
noJifiep>KuBaroT customer record U cBsi3biBatoT identifiers.

¢ «Bce posi1 06pa3yrOT O/JHY LeMOUYKY M MOJIy4aroT o0 spend». [Tyt MoryT ObITh
nipsimbiMu UK bundled, a MHorue technology providers monyuatot otaensHyto fee u He
yuacTBytoT B media settlement.

Y710 Ba)KHO 3alIOMHUTH

1. Kapra AdTech omnucbiBaeT oruueckue posi, a He 00si3aTe/IbHBIM CITHCOK KOMITaHHH.

2. Advertiser (¢rHaHCHpyeT peKkiaMy pajiy outcome; publisher co3gaét media environment 1
opportunities.

3. Brand u performance — opueHTaiuu Liesneii ¥ U3MepeHus1, KOTOpble ouH advertiser MoXeT
COYeTark.

4. Agency siB/isieTcsl OpraHusaryei-nogpsguukom, media buyer — ¢ynkimeid, DSP —
HMHCTpyMeHTOM U decision layer f7s buyer.

5. Ad network npegnaraet ynpasnisemyto arperaiuto media; DSP momoraet buyer yripaBnsite
nokymnkoi; SSP obcnyskuBaer sell-side workflow; exchange BeirosHsieT transaction function.

6. Advertiser-side u publisher-side ad servers npumMeHsitoT pa3Hbie HaOOpBI TIPaBUJI, XOTs 00e
pOJIM BEIOMPAIOT, ZIOCTAB/ISIFOT ¥ PETUCTPUPYIOT PEKJIaMy.
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7. MMP/attribution, verification, data u identity — momnepeunsie dhyHKI[UH, a He 00s13aTe/TbHbIE
hops nyTtu creative.

8. Data flow, delivery path, invoice path u settlement path He 06si3aHbI COBITafaTh.

9. OpHa company MOJKeT BBINOJ/IHATh HeCKOJIBKO roles; bundling cHmwkaet integration friction,
HO C0371aéT BOmpocCkl 0 incentives, fees, data boundaries 1 He3aBUCHUMOCTH measurement.

IIpoBepbTe ceds

1. TTouemy subscription app MokeT oJHOBpeMeHHO ObITh brand- u performance-advertiser?

2. Yem media buyer otiuaetcs ot agency u DSP?

3. lnst yero publisher MmoskeT ucnonb3oBath SSP u publisher ad server B ogHom flow, He cunTas
WX OZJHOU POJIbIO?

4. Y Platform X oaun Ul gns buying, ad serving u attribution. Kakue otznenbHblie role cards
HY)KHO 3allO/THUTB, TIPEK/e YeM OLleHHMBaTh MPOJYKT?

NcTOouHHNKHU 1 JAOITIOJIHUTE/IbHOE UYTeHue

. IAB Tech Lab — Programmatic Auction Definitions

. UK Government — Online Advertising Programme consultation

. Competition and Markets Authority — Intermediation in open display advertising
. Adjust — What is a Mobile Measurement Partner

. IAB Tech Lab — Open Measurement SDK

. IAB Tech Lab — Identity Solutions Guidance and Recommended Practices

. CDP Institute — What is a CDP?

. Oracle Marketing Cloud — CDP vs CRM vs DMP

ONOUT A, WN -

OcCHOBHBIE peK/IaMHbIe MeTPUKH

ITouemy umc/i0 0e3 orpe/ie/ieHHsi HUUero He rOBOPUT

PeknamMHasi campaign NpoxoiuT uepe3 HeCKOMbKO crucTeM. Publisher HabsroaeT BO3HUKHOBEHe
PEeK/IaMHOT'0 MeCTa M JJOCTaBKy peK/ambl; buying platform — mocTyrHble eif 3arpochkl U CIeKY;
advertiser — pacxozel 1 business outcomes. Kaxkzasi cucrema arperupyeTt COOCTBeHHBIN y4aCcTOK
flow. ITosTOMYy Ko/loHKa Impressions: 8,000 cama 1o cebe He COOOIIAeT, UTO UMEHHO TTPOU3O0IILIO
U 1ouemy eé UnciIo JO/DKHO WU He JO/DKHO COBIA[AaTh C COCeJHUM OTUETOM.

Metric contract — 1oJiHOe orpe/ie/ieHle MeTPUKH, TT0 KOTOPOMY UMCJIO MOYKHO BOCITPOU3BECTU U
UHTEepIIpeTUpPOBAaTh:

event definition + measurement point

filters u deduplication

numerator / denominator

dimensions

period mn event/reporting/attribution window
currency

perspective u ledger boundary

+ + + + 4+

Hanpumep, CTR = 2% e11jé He contract. Hy>kHo 3Hath, Kakue clicks u impressions fomnyctumel, e
OHU 3aperuCcTpUPOBaHbl, UCK/TFOUEHbI JIU TIOBTOPHI, 38 KAKOU MeproJ, U B pa3pe3e KakoW campaign.
7151 meHe>XHOM MeTPUKHU J0TIONTHUTETbHO BayKHBI BaJTIOTA, TpaBU/a conversion, refunds u To, ubn

3TO [leHbIH.
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https://iabtechlab.com/programmatic-auction-definitions/
https://www.gov.uk/government/consultations/online-advertising-programme-consultation/online-advertising-programme-consultation
https://www.gov.uk/find-digital-market-research/online-platforms-and-digital-advertising-market-study-appendix-m-intermediation-in-open-display-advertising-2020-cma
https://www.adjust.com/glossary/mobile-measurement-partner-mmp/
https://iabtechlab.com/standards/open-measurement-sdk/
https://iabtechlab.com/wp-content/uploads/2024/05/Identity-Solutions-Guidance-FINAL.pdf
https://www.cdpinstitute.org/what-is-a-cdp/
https://blogs.oracle.com/marketingcloud/cdp-vs-crm-vs-dmp

ba3oBble Knacchl METPHUK OTBEUAIOT Hd pd3HbI€ BOTIPOCHI:

Knacc Yro usmepsier IIpumep
Ckosbko qualifying events wm

count o 8,000 impressions
entities 3aperuCTpUpoBaHO
rate Kakas gonst ogHoro count 160 clicks / 8,000
TIPUXOAUTCS Ha APyrou impressions = 2% CTR
. . . CKOJIbKO COSt WK revenue $96 / 160 clicks = $0.60
unit/effective metric IpUXOJUTCS Ha €0UHULTY

pesysbraTa cpe

Kak u3mepeHHasi [IeHHOCTb

$480 / $96 = 5.0x ROAS
COOTHOCHTCS C BJIOYKEHHEM

return metric

[Tepen cpaBHeHHEM JBYyX KOJIOHOK 3a/jaiiTe CeMb BOTIPOCOB:

KTo cuutaet?

YTo cuyumTaeTca M B Kakon measurement point?

oe npoxoaut measurement boundary?

Korga cobeiTue npousowno u B Kakon period/window nonano?
Kakune filters u deduplication npuMeHeHbI?

Kakos denominator?

Kakas currenCcy u 4bW 3TO O€HbIrn?

ITOT contract BaxkHee Ha3BaHUs. Jaxke aprdmMeTruecky npocTas (opMysa oTBeuaeT Ha Ipyrou
BOTIPOC TI0C/Ie 3aMeHbI rendered impression Ha served impression, click Ha install wmm
advertiser spend Ha publisher revenue.

OT opportunity 0 BO3MOXXHOT0 exposure

Ha media surface publisher cHauana Bo3HMKaeT ad opportunity — KOHKpeTHast BOSMO>KHOCTb
TMOKa3aTh PeK/iaMy, HarpyuMep MOJTHO3KpaHHbIM placement mocsie 3aBepiiieHNst YPOBHS B UTPe.
Request — y»ke TeXHHUeCKOe CO00II[eHHe KOHKPETHOM CHCTeMe C TTPOCh00M BEIOpaTh peKiamy,
BEepHYTb Creative Uiy NPUHATHL ydyacTHe B auction. To pasHble YPOBHU:

e Opportunity MoXeT He TIOPOAUTE request U3-3a JIOKaJIbLHOTO MpaBu/ia Uiu QUILTPa;
e OJIMH request MO>KeT CO/lepKaTb HEeCKOJIbKO PeK/IaMHbIX 00HEeKTOB,;

e 07IHa opportunity Mo)keT BbI3BaTh fan-out B HecKombKo downstream bid request;
e retries yBeJIMUMBAIOT request count 6e3 HOBOM opportunity;

* batch obbeguHsIeT HeCKO/TBKO Opportunities B 0HOM COOOIIeHUH.

®dunanbHble IAB Tech Lab Programmatic Auction Definitions ot 24 utoHs1 2026 rozia UCTIO/IB3YIOT
Ad Request ayg nHdopMaiy 06 impression opportunity, BeICTaB/isieMoi Ha auction. Ha protocol
boundary OpenRTB 2.6 ogus BidRequest COAep>KUT OAUMH WM HECKOJIBKO 00BbeKTOB Imp. 3TO
JocraroyHasi mpuurHa He cuntath HTTP requests 6e3yciioBHBIM proxy user-facing opportunities.
PDF OpenRTB 2.6 Brinyiiex B 2022 rofy, a CTpaHMIla CTaHAapTa, 06HoBnéHHas 23 siuBaps 2024
rofia, HaripaBJisieT K rogep>xuBaeMbiM GitHub releases; koHkpeTHbIM production implementation
MO>XeT OT/TMYaThCSl.

publisher surface
- ad opportunity
0..N request / bid request
response / bid / win
served response
rendered impression
measurable - viewable impression

L1 Ll
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- click
- advertiser-defined conversion
- attributed revenue / customer value

OTo KapTa measurement points, a He yHMUBepCa/bHasi CTPOro yObIBaroljasi BOpoHKa. Fan-out u
retries MOTYT ZiaTh requests 6osbliie opportunities; video pod cozep>kuT HeckosbKO ad units; oguH
user MOXXeT cZiesiaTh Heckosibko clicks nnmm conversions; filters, deduplication u pa3Hbie windows
MEeHsIIOT populations MeXxay oTuéTammu.

Impression — 3aperrCTpPUPOBAHHOE PEK/IAMHOE COOBITHE MO counting rule KOHKPETHOW CHCTEMBI.
Cnogo 6e3 qualifier He moKa3biBaeT HU render, H1 viewability, H1 BHUMaHMe UesiOBeKa.

MuHuMaabHOe
CBH/IETE/IHCTBO

CocrosHue Yero oHO He JOKa3bIBaeT

Server v platform

3apeructpupoBai BbiZiauy ad  Uto device 3arpy3un u Hadan
response, Ko/ja Wi MHCTPYKIUK OTOOpakaTh creative

creative

served impression / served
response

YTo mocTaTouHas 4yacTh creative
Obly1a Ha 9KpaHe I0CTaTOYHO
JIOJITO

Client/device Hauasn render 110

rendered impression
TIPUMEHUMOMY TIPaBUITY

Measurement tool cmor
ornpezeUTh geometry/time
yCJIOBUS eXposure

Valid rendered served
Impression BBITIOJTHUI
TIpUMeHHMble geometry/time

Yro ycioBus viewability
BBITIO/THEHBI

measurable

Yto yesioBeK /1eliCTBUTE/ILHO

viewable impression IIOCMOTpeJI peKIamMy Uiu

non-viewable

non-measurable/

criteria

Measurement COCTOSIIICS,
criteria He BBITIO/THEHBI

HoctynHbix signals
HeZI0CTaTOuHO /ISl

obparun BHUMaHUe

Yro impression 6611 non-
measurable

Yro impression ObLT BUAUM UM

undetermined HEeBUUM

onpeeneHus viewability

MRC Desktop Display Impression Measurement Guidelines, o6HoBnéHHBIe B 0KTsiOpe 2017 roga,
TpeOytoT [/ KBasuduipoBaHHoro client-side count 3arpy3ku creative ¥ Kak MUHUMYM Hauasa
render. MRC Viewable Guidelines v2.0, o6HoB/éHHBIe B aBrycTe 2015 rofia, cBsisbiBatoT viewable
impression c valid rendered served impression. Knaccuueckuii benchmark u3 Digital Audience-
Based Standard 2017 roma — He meHee 50% pixels Ha rpoTsbkeHUM offHOM continuous second st
display u Byx continuous seconds f/1s1 video. 3To He yHUBepcabHOe TPaBUJIO J/isi JIF000ro
¢dopmara u environment: MRC otgensHO nybnukyet Mobile Viewable Guidelines 2016 roga,
Digital Video Guidelines c o6HoBnerriem 2018 roma, OTT/CTV/SSAI Guidelines 2021 roga, In-
Game Guidelines c o6HoBeHreM 2022 roga u AR Guidelines 2024 roga. I'mybokas viewability-
METO/[0JIOTUSI OTHOCUTCS K T7iaBe 37.

Reach u frequency: ot co0bITHII K ayJUTOPUH

Reach — de-duplicated uncnio unique entities, momyunBimx xotsi 661 ogHy qualifying exposure 3a
nepuoz, Mbo Jo/is TaKKX entities B IBHO 3a/jaHHOM population:

unique entities ¢ = 1 qualifying exposure 3a period
reached unique entities / declared universe x 100%

reach count
reach rate
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Unique entity obs13aHa ObITh TIOATIMICaHa: person, device, household, account i modeled
audience. 20,000 device IDs, 20,000 modeled persons u 20,000 households — He
B3arMMo3aMeHsieMble counts. be3 pasmepa universe Heslb3sl BEIMUCIUTS reach rate, a 6e3 identity
coverage u npaBu cross-device deduplication Hesb3s1 OLJeHUTB MOMHOTY reach.

Frequency — cpesxee uucso qualifying exposures Ha reached unique entity 3a TOT >ke repuoz;:
frequency = qualifying impressions / reached unique entities

Yueb6nbiii mpumMep: 60,000 qualifying viewable impressions 3a Heziesiro pacmipeziesieHbl MeXIy
20,000 de-duplicated persons BriOpaHHo# population. Reach count pasen 20,000 persons, average
frequency — 60,000 / 20,000 = 3. 3TO He 03HAauaeT, UTO KaXK/bli Ue0BeK BUe/ peKiaMy
POBHO TpH pa3sa: frequency siB/sieTcst CpeIHHM.

MRC Digital Audience-Based Standard 2017 rozga ucnons3yet qualifying viewable impressions zis
cBoeli measurement basis. Product dashboards moryTt cuutats reach nmo gpyromy impression basis,
o devices wiu ¢ modeling. ITosTomy reach u frequency cpaBHUMBI TOJTBKO TIPH OIMHAKOBBIX
entity, exposure rule, population, de-dup scope u period.

OT exposure K peakiju ¥ outcome

Click — qualifying user-initiated interaction c pekamoii. /la’ke y 0JHOTO ZIeMCTBHS €CThb
HEeCKOJIbKO measurement points:

user initiates click
- click tracker / redirect # measured click
- destination receives request # received click
-» landing page resolves/loads # resolved click

User MOKeT 3aKpbITh 9KpaH, CeTh MO>KeT 000pBaThCs, redirect MoXKeT He 3aBepILIUTHLCS, a pa3HbIe
systems MoOryT npuMeHUTh pasHele filters. [TosTomy initiated, measured, received u resolved clicks
He 00s13aHbI coBnazath. IAB/MRC Click Measurement Guidelines v1.0 ot 12 mast 2009 roza mo-
npexxHemy nepeuriciieHbl MRC kak measurement baseline, Ho ux browser/HTTP wording siBnsieTcst
legacy 1 He omuMchIBaeT ucueprbiBatolle app, platform u apyrue B3aumogeticteust 2026 roza;
redirect Bblllle — TUMWYHBINA, He eJUHCTBeHHbIN flow.

CTR (Click-Through Rate) moka3biBaeT 0/0 BEIOpaHHBIX impressions, Mocjie KOTOPbIX
3aperucTpupoBaHbl BbiOpaHHbIe clicks:

CTR = qualifying clicks / counted impressions x 100%

Ecmm advertiser report cuutaet 160 clicks u 8,000 impressions no ogHomy contract, CTR = 2%.
3ameHa served impressions Ha rendered, Bcex clicks Ha filtered clicks unu campaign-level
population Ha creative-level population u3menut urcso. Beicokuit CTR cam o cebe He 03HauaeT
KauecTBeHHbIH traffic, conversions nnu causal lift.

Conversion — valuable action unu outcome, koTopbiii advertiser orpeze/na Kak 3HaUUMbIi 1
KOTOPBIM CHCTeMa 3acuMTasia 1o measurement u attribution rules. [nst subscription app 310 MoXxeT
ObITh install, trial, mepBas orylaueHHast moANMMCcKa WK renewal. DTH actions Hesb3s CK/IaZIbIBaTh Oe3
siBHOTO counting rule: oguH click cnocoben npuBecty K install, trial u subscription, To ects K
HEeCKOJIbKUM conversions.

HabGsromaeMsIit purchase o3Hauaet, 4To coObITHE 3aperdcTprpoBaHo. Attributed conversion

03HaYaeT, uTo BeIOpaHHOe attribution rule HazHaumo pekamMHomy touchpoint credit 3a 3ToT
outcome. Counts 3aBucat oT conversion definition, attribution/lookback window, filters, late-

22 /50



arriving events u pexxuMa rogicuéta. Hu observed, vu attributed conversion camu o ce6e He
JIOKa3bIBaIOT, YTO peK/aMa BbI3Basia outcome: attribution pacripegesnsiet credit, a causality TpeGyet
incrementality evidence.

CVR (Conversion Rate) riMeeT CMbIC/ TOJIBKO C HA3BaHHBIM precursor event:

CVR = qualifying conversions / declared eligible precursor events x 100%

ITos1tHOE UMA

click-to-install CVR
install-to-trial CVR

click-to-subscription
CVR

Numerator

attributed installs
qualifying trials

Denominator

eligible clicks
attributed installs

attributed subscriptions eligible clicks

Kakou nepexop,
usMepsiet

Click - install
Install — trial

Click — subscription

T'onoe CVR ckpbiBaeT pa3Hble funnels. [laxke 3HaueHue Boiiie 100% He Bcerja siB/IsieTCsl OLLIMOKOM:
HaripuMep, Google Ads cuutaeT conversions Ha trackable ad interactions, a pexxum Every u
HECKOJIbKO CONnversion actions MOryT fjaTh O0JbIlle O/[HOM conversion Ha interaction. Denominator u
counting rule — yacTb Ha3BaHUsI METPHUKHU.

Hopmann3zoBaHHas 1jeHa coobiTusi: CPM, eCPM u cost-per-X

ABGconroTHBIE pPacXo/Ibl He TT03BOJISTFOT CPABHUTH activity pasHoro pasmepa. Unit metrics gensr
TIPY3HAHHBIN COSt WJTH revenue Ha sIBHO orpesieniéHHOe cobbiTHe. B post-fact oTuére 310
(dakTrueckue cpegHue; Te xe labels MoryT o6o3Hauars pricing model, bid wiu optimization target,
YTO He rapaHTHUpyeT coBnajeHus c realised average.

I'naBHas
HEOAHO3HAYHOCTh

dakTnueckas
¢opmyna

IlepcniekTuBa U

Metpuka .
P denominator

MokeT 03HauaTh

advertiser cost or . . . .
pricing basis, rate, bid

Buyer; Tbicsiua

CPM (Cost per Mille) spend / counted BBIOpAaHHBIX
. : . . mbo observed average
impressions x 1,000 1mpressions
CPM
. OO6BIYHO . .
recognized revenue ublisher/seller: Thicsua Revenue u impression
eCPM (effective CPM) / counted p ’ scope 3aBUCAT OT seller
: . BbIOpaHHBIX
impressions x 1,000 . . contract
impressions
. cost / qualifying Buyer; clicks mo Bid/target CPC He
CPC (Cost per Click) . . paBeH (paKTHUeCKOMY
clicks disclosed rule
average CPC
Action MokeT OBITb
e ) . trial, order, lead nnu
CPA (Cost per Action) cost / qualifying  Buyer advertiser- subscription, He

actions defined action

00s13aTe/IbHO HOBBINI
customer

Install count 3aBuUCUT OT
measurement u
attribution rules

Mobile acquisition;
attributed installs

cost / qualifying

CPI (Cost per Install) installs

Lead definition u
quality pa3nuuatorcs;
lead emié He customer

cost / qualifying
leads

Lead generation;

CPL (Cost per Lead) business-defined lead
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dakTHnueckas IlepcniekTuBa U I'naBHas

Metpuka .
¢hopmyna denominator HEO0/JHO3HAaYHOCTh
B numerator mMoryr

allocated . Mory

CAC (Customer s busnec advertiser; BX0AUTh media, agency,
o ee acquisition costs / .

Acquisition Cost) HOBLIE customers sales 1 onboarding

new customers costs

Mille o3HauaeT Thicssuy. Observed CPM oTBeuaeT: «CKO/IBKO buyer moTpaTusi Ha Teicsiay counted
impressions?» eCPM oTBeuaeT: «CKOJIbKO MPU3HaHHOTO revenue seller momyuwnn Ha Teicsiuy counted
impressions?» @opMysbl CUMMeTPUYHBI, HO NUMerators rnpuHaz/iexxar pasHbsiM ledger boundaries.
Publisher moxet rcrnons3oBath eCPM, uTo6b1 cpaBHMBaTh demand, ortaurBaembiii o CPM, CPC
nm CPA, Ha o061eit realised-revenue basis. ITostomy CPM u eCPM He sIB/ISIIOTCS aBTOMaTHUe CKH
JIByMsI Ha3BaHUSIMU OZIHOTO UMCJIA.

CPC, CPA, CPI u CPL o6pa3ytoT onuH mabnoH recognized cost / qualifying events, HO
cobwITHe onpeziesnisieT busHec-cMbic. Huskuit CPL 6ecrioneseH, eciu lead He TpoxoguT
qualification; Huskuit CPI He roBopwuT, uto install obopmuT nmoamicky; CPA Hesb3st unTath 0e3
WMeHHU action.

CAC uupe platform CPA. Ecnu platform report moka3ssiBaeT $4 CPA 3a subscription, oH
rcrnosib3yet platform cost u attributed subscription action. br3Hec MOXKeT cUMTaTh HOBBIM customer
TOJILKO TIEPBYIO MOATBEP KIEHHYIO OIJIaTy U BK/ItOUaTh B acquisition costs media, agency, sales u
onboarding. [Toka customer event, period, cost allocation u refunds He cornacoBansl, platform CPA
HeJib3s nepermeHoBats B CAC.

YbM IeHbI'd U KaKoH return

OpHa cymma mensieT label oTHocuTensHO yyacTHrKa U ledger boundary:

advertiser: spend / media cost
- selling wnu buying platform:
revenue Ha ofgHoW boundary,
downstream media/traffic cost Ha ppyrow boundary
- publisher: recognized publisher revenue

Revenue — BbIpyuKa, prM3HaHHast BbIOpaHHOM entity o eé ripaBuiaM. Spend — pacxoz buyer Ha
media B BbIOpaHHOM scope. Cost — 3aTpathl TOi entity, Ubl0 SKOHOMUKY aHa/IU3UPYIOT; Ji/Is
advertiser 3To Mmoket ObITh media cost, as platform — downstream cost, 17151 6u3Heca — Gonee
mmpokuit Habop pacxogos. Estimated dashboard value, invoiced amount, settled amount u
recognized revenue MOT'YT OTHOCUTBCS K pa3HbIM COCTOSTHUSIM. [1/isi CpaBHEHUsI HY»KHO COT/IacOBaTh
period, timezone, currency conversion, taxes/refunds u participant. Gross/net accounting, take rate u
settlement moapo6HO pa3buparoTcs B 171aBe 4.

ROAS (Return on Ad Spend) u3mepsietr media efficiency:
ROAS = attributed conversion value or revenue / ad spend

Pe3ysibTaT MOXKHO 3amucaTh Kak 5. 0x umm 500%. OH 3aBucHT oT attribution rules u BeiOpaHHOTO
value field. ROI (Return on Investment) orjeH1BaeT NpUOBUTLHOCTE H0JIee IIMPOKOTO investment
scope:

ROI net profit / total relevant investment cost

(return - total relevant cost) / total relevant cost
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B yue6Hom walkthrough advertiser monyuaet $480 attributed conversion value nipu $96 ad spend:
ROAS pageH 5.0x. Eciu TpakToBath $480 Kak attributed revenue, a MmoJHbIN COT/IaCOBAaHHBIN COSt C
media, delivery mpoaykra, agency u operations paBeH $600, net profit cocraBiser -$120, a ROl —
-20%. Beicokuit ROAS coBmectum c otpuuiaresnisHbiM ROI, motoMy uto denominators v cost scopes
pazmuuarorcsa. I ROAS, wu attributed revenue octatorcs attribution-dependent: 6e3 causal design

OHM He /I0Ka3bIBaloT incremental return.

IHenHocts user Bo Bpemenu: ARPU, ARPPUu LTV

Acquisition metric TOBOPHUT, CKOJILKO CTOMJIO TTOYYUTE COOBITHE Miu customer; product-value
metric — CKo/bKO BbIOpaHHasi user population mpuHecs1a Wy, COIIaCHO MOZJTH, TIPUHECET.

Metpuka Pabouas popmyna

selected revenue / all
eligible users

ARPU (Average Revenue per
User)

ARPPU (Average Revenue per selected purchase revenue

Paying User) / paying users
cumulative observed or
LTV (Lifetime Value) predicted value / cohort

members

Oos3aTenbpHbIN contract

User definition, revenue
categories, period,
cohort/population

Payer event, purchase revenue,
refunds, period

Cohort, horizon, identity,
observed/predicted status,
revenue/contribution basis

YuebHbIit subscription cohort: 3a mecsy 1,000 active users co3zmator $1, 000 BRIOpaHHOTO
recognized revenue, u3 Hux 100 users MatsT; [/ MPOCTOTHI BeCh revenue B rpUMepe siB/IsSeTCst
purchase revenue. Torma ARPU = $1,000 / 1,000 = $1,a ARPPU = $1,000 / 100 = $10. ARPU
BKJIFOUaeT non-paying users BbiopanHoi population; ARPPU penut Tonbko Ha payers. OTH unc/ia
HHUUero He roBopsT o lifetime 6e3 cohort 1 horizon.

Ha 27 aBrycra 2026 roga Google Analytics Data API, naripumep, oripefiensier ARPU kak total
revenue Ha active user c purchase, subscription u ad revenue, a ARPPU — purchase revenue Ha
paying active user. 3to product-specific contract, He yHUBepCabHbINM C/I0Baph: Apyras KOMIIaHUs
MOXKeT MHaue OrpeJiesisATh active user, payer, revenue, taxes u refunds.

Observed LTV cymmupyeT (akTruecku 3aperucTprpoBaHHyto value cohort K 3ajjanHoMy horizon,
HanpuMep 30-day revenue LTV. Predicted LTV oiieHuBaet Gyayiiyto value 1o Mozenu u
assumptions, HanpuMep 12-month predicted contribution LTV. Revenue LTV He BblUMTaeT
pacxogpl; contribution/profit LTV ucnons3yeT oroBOpéHHY0 Map>KiHabHyto basis. GA4 User
Lifetime o6nequnsiet lifetime interactions u nogaepsxuBaeT observed u predictive metrics, HO
identity method u sampling BusitoT Ha pe3ysnbrar. [Toatomy «LTV nosib3oBaresnsi» 6e3 cohort,
horizon, identity rule, value basis 1 model status — He onpezenéHHbIl scalar.

I'ne Tepsierca monetization: fill rate u win rate

Fill u win onuceIBatoT pa3Hble stages U pa3Hbix owners. OHU He SIB/ISIFOTCS IOTI0JIHEHUSIMU JIPYT
npyra no 100%.

Opun
. . ITouemy count
Metpuka PacrpocTpaHéHHbIN Stage u owner
MeHseTCcA Jaabliie
contract
Fill rate counted filled Publisher/ad server: Matched response

impressions / request — delivery MOJKeT He render-uThcst
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Opuu ITouemy count

MeTtpuka pacnpocTpaHéHHbIN Stage u owner
MeHseTCsl JaJjibliie
contract
eligible ad WK He cTaTh counted
requests impression
. . Buyer ¢unsrpyer
submitted bids / Buyer: request 0 yortl?nitiesplz
Bid rate eligible bid UYer. request — PP
bid/no-bid OTBEYAeT He Ha BCe
requests
requests

winning bids / 1 Win notice e1jé He
Win rate submitted eligible Buy.er/deaq. bid seisieTcs delivery wmum
. auction win 11
bids billing event

Y fill rate HeT ogHOTO Ge3omacHoro vendor-neutral denominator. Product moxet genuthb
impressions, matched responses umu apyroii fill event Ha requests, opportunities v ad units.
Google Ad Manager sell-through documentation, npoBepeHHas 27 aBrycra 2026 roga, UCo/b3yeT
Total impressions / Total ad requests; ass optimized video pods uacts requests/unfilled
units BeiBoAuTCs 13 durations u configured ad opportunity duration. 3To TouHoe product definition,
HO He TipaBWIO A5 moboro ad server. Match rate, response rate, delivery rateu fill rate
MOTyT UMEHOBATh COCe/IHUe transitions, a He aliases.

Win rate Takxe TpeOyeT packpbITusi population. Auction MokeT mosyunTh bid, BEIOpaTh ero
nobeuTeIEM, OTIIPABUTL Win Notice, HO He JOCTABUTH Creative Wau He co3zath billable impression.
OpenRTB pasnuuaet win notice u billing notice; billing policy moxeT 3aBuceTs ot delivery,
viewability unu apyrux npaBui. @opmysna Deals win rate = winning bids / bids
BCTpeyasiach B legacy Google Ad Manager Reports metrics. Old Reports tool 661 TTOTHOCTEIO
deactivated B ntoHe 2026 roza B nose3y Interactive reports, mo3ToMy 3TO JaTUPOBAHHBIN
oduLManbHbI ipuMep denominator, a He UHCTPYKLM AJist current Ul wiu yHuBepcanbHast
taxonomy.

OjHa campaign, Tpu NpaBAMBbIX 0TUETA

CobepéM MeTpPUKU Ha OZJHOM COTJIaCOBaHHOM CLieHapuH. Bce urcia Hike yue0HbIe. Subscription
app pekJiaMupyeTcs BHYTpy mobile game; period, Harpumep, ofHa Hefiessi, Baatota — USD.
KakzipIii pacuéT 1crosb3yeT cOOCTBeHHBIN SBHO Ha3BaHHBIM contract, a He TIpe/Tio/iaraeT o0IIHii
global event store.

Advertiser: outcome u acquisition efficiency

Advertiser report cogepxuTt ero subset: 8,000 counted impressions, 160 qualifying clicks, 24
attributed subscriptions, $96 spend u $480 attributed conversion value.

CTR = 160 / 8,000 x 100% = 2%

CPM = $96 / 8,000 x 1,000 = $12

CPC = $96 / 160 = $0.60

CVR =24 / 160 x 100% = 15% # click - subscription

CPA = $96 / 24 = $4 # action = attributed subscription
ROAS = $480 / $96 = 5.0x

3neck $12 CPMu $4 CPA — post-fact averages, a He 3asByieHue o billing model vm bid. $480 —
attributed value, He goka3aHHas causal value.

Publisher: delivery u monetization
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Publisher 3a ToT e period arperupyert Bcex buyers, a He Tonbko 3Toro advertiser: 100,000 eligible
ad requests, 80,000 counted impressions 1 $800 recognized publisher revenue.

80%
$10

fill rate
eCPM

80,000 / 100,000 x 100%
$800 / 80,000 x 1,000

Publisher totals 3akoHOMepHO 6oJibilie advertiser subset. Ero $800 revenue He siBnisieTcst $96 spend
advertiser: aTo Apyras population u apyras ledger boundary.

Platform: auction u delivery boundary

PaccmarpuBaemasi platform Bugut 60,000 eligible bid requests, ornpasnsiet 45,000 bids, nonyuaet
9,000 wins; 8,000 cobbiTHit cTaHOBsITCS counted/billable impressions 1o BeIOpaHHOMY contract.

45,000 / 60,000 x 100%
9,000 / 45,000 x 100%

75%
20%

bid rate
win rate

Pa3nuiia mexxay 9,000 wins u 8,000 counted/billable impressions He o6si3aHa ObITE OIIMOKOM: Win 1
billing/delivery — pa3nsbie event points. ITpu 3Tom 60,000 platform requests He 0Osi3aHbI paBHATHCS
100,000 publisher requests u3-3a boundary, routing, batching, fan-out u filters.

ITepciekTuBa Haorogaemsblii subset I/1aBHBIe peneHust JleHeKHbIN CMBICT
KyruieHHbl1e .
. Y . . O} deKTUBHOCTD Spend/cost u attributed
Advertiser impressions, clicks, .
. acquisition u value value
attributed outcomes
. Bce eligible requests u . ... Recognized publisher
Publisher & q Delivery u monetization & P
demand sources revenue
CoOcTBeHHbIe revenue,
Traversed requests, . e
. . 1116 Auction participation u spend nim downstream
Platform bids, wins u eé billing .
delivery boundary Cost 110 KOHKPeTHOMY
events
ledger

Data flow u money flow 3aeck pacxogstcsi. Impression/click/conversion events MOTYT MOCTyTaTh
asynchronously B pa3Hsble reports; invoice u settlement He 00si3aHbI C/IeJOBaTh TOMY ke network
path. ApudmeTrryeckast coryiacOBaHHOCTh BHYTPHY KaXK]0ro metric contract He J0Ka3bIBaeT
PaBEHCTBO raw events Me>kay systems. [I/ist TepBUUHOM AMarHOCTHUKH CHOBA HY>KHBI CEMb
BOIPOCOB: KTO CUUTAET, UTO, I/e, KOraa, mocsie Kakux filters, B kakom denominator v UbU JJeHbTU.
HetanbHas reconciliation OTHOCHTCS K T/1aBe 32.

C 4yeM 3T0 4acCcTO NyTAKOT

¢ Opportunity, ad request u bid request — He oauH event. Opportunity Bo3HuKaeT Ha media
surface; requests siBnsitoTCs system-bound messages c batching, fan-out, retries u filtering.

e Impression He 03HauaeT yes0BeyecKuil MpocMoTp. Served, rendered, measurable u
viewable fatoT pa3Hble ypoBHU evidence; viewable o3HauaeT standardized opportunity to see,
He attention.

* Non-viewable He paBHO non-measurable. B nepBom ciiyuae measurement 3aBepuiv/cs U
criteria He BBITIO/THEHBI; BO BTOPOM Status OTpeZie/IuTh He yAanoCh.

¢ CTR u CVR He uMeOT CKpPbITOro yHuBepcaabHoro denominator. CTR 3aBucur ot
click/impression basis; CVR fjo/pkeH Ha3bIBaTbCsl KaK KOHKPETHBI transition.

e Conversion u ROAS He joka3biBaloT causality. OHu 3aBUCST OT observation, attribution u
valuation rules.
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CPM He paBeH eCPM, CPA He paBeH CAC. IlepBrbie naphbl pa3nuuatorcsi ledger
perspective; Bropsle — action/customer definition u cost scope.

Spend, cost 1 revenue He/Ib3sl KOMMPOBATh MeXXAY y4acTHUKaMu. OJJHa CyMMa Io/iyyaet
pas3HbIi CMBIC/ Ha pa3HbIX economic boundaries.

ROAS ne paBed ROI. ROAS Hopmanu3yer attributed value Ha ad spend; ROI ucrnonb3yer
net profit 1 mosiHbIN BEIOpaHHBIN investment cost.

ARPU, ARPPU u LTV pa3zimnuarorca He To,1bK0 denominator. OHU TpeOyrOT pa3HbIX
populations, revenue scopes, periods, cohorts, horizons u model status.

Fill rate u win rate He sIB/IIFOTCSI OAHOM auction metric ¢ AByx cropoH. Fill oTHoCuTCS K
publisher delivery, win — k nepexoay bid — win 1o packpsiToMy auction contract.

Y10 BA)KHO 3alIOMHUTH

—

. MeTpuka — contract u3mMepeHwusi, a He TOJIBKO Ha3BaHHe U opmyIia.
. Opportunity Bo3Hrkaet B media surface; request siByisieTcst cooOIL[eHrEM CHUCTEME U He

COOTBETCTBYET OPPOrtunity ofiMiH-K-0ZHOMY.

. Impression — counted event. Served, rendered, measurable 1 viewable onucsiBatOT pa3Hbie

measurement points; HA OJWH He J0Ka3bIBaeT attention.

. Reach TpebGyet unique-entity u universe definitions; frequency — o6imero impression basis,

reached population u period.

. CTR u ocoberrHo CVR cpaBHUMBI TOJILKO TIPY Ha3BaHHBIX Numerators, denominators u

filters.

. CPM/CPC/CPA/CPI/CPL moryT 6bITh pricing, bid/target labels nnu pakrryeckumu averages;

eCPM o6b1yHO HOpMasnu3yeT seller revenue.

. CAC ucnionb3yeT HOBBIX customers 1 mupokwuii allocated acquisition cost, mo3TomMy OH He

sBsiercs alias platform CPA.

. ROAS usmepsier attributed media return, ROI — profit oTHOCHUTe/TEHO MTOTHOTO BEIOPaHHOTO

investment scope; attribution He paBHa causality.

. ARPU, ARPPU u LTV Tpe0ytoT user, revenue, cohort, period/horizon u model definitions.
. Advertiser, publisher u platform MoryT umeTb 0JHOBpeMeHHO NIpaBU/IbHbIE, HO Pa3HbIe

oTuéThl 00 OZIHOM campaign, MOTOMY UTO BUAAT pa3Hble boundaries u ledgers.

IIpoBepbTe ceds

1.

OpHa opportunity nopoguaa Tpu downstream bid requests. Kakoli count onuceiBaeT media
event, a Kakoil — protocol messages?

. [Touemy CVR = 15% He/b3s1 CPaBHUTH C APYrUM CVR = 12%, TOKa He pacKpbIThl denominators

U conversion rules?

. Kak campaign ¢ 5.0x ROAS moxeT nMeTb oTpuLiarenbHbid ROI?
. Kakure metric contracts 1o3BoJisitoT 0fHOBpeMeHHO nonyuuTsh advertiser CPM $12, publisher

eCPM $10 u platform win rate 20% 6e3 mpoTUBOpeuUs?

N cTOUYHMKM 1 JOIIOJIHUTE/IbHOE UYTeHHe

1.
2.

3.

MRC — Standards & Guidelines

MRC/IAB — Desktop Display Impression Measurement Guidelines v1.1 1 MRC —
Viewable Ad Impression Measurement Guidelines v2.0

MRC/TIAB — Digital Audience-Based Measurement Standards, Final 1.0

4. IAB/MRC — Click Measurement Guidelines v1.0

5.
6.

MRC — Outcomes and Data Quality Standards
IAB Tech Lab — Programmatic Auction Definitions u OpenRTB 2.x
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https://www.mediaratingcouncil.org/standards-and-guidelines
https://www.mediaratingcouncil.org/sites/default/files/Standards/Desktop-Display-Impression-Measurement-Guidelines-US%20%28MMTF%20Final%20v1.1%29.pdf
https://mediaratingcouncil.org/sites/default/files/Standards/081815%20Viewable%20Ad%20Impression%20Guideline_v2.0_Final.pdf
https://mediaratingcouncil.org/sites/default/files/Standards/081815%20Viewable%20Ad%20Impression%20Guideline_v2.0_Final.pdf
https://www.mediaratingcouncil.org/sites/default/files/Standards/MRC%20Digital%20Audience-Based%20Measurement%20Standards%20Final%201.0.pdf
https://www.mediaratingcouncil.org/sites/default/files/Standards/click-measurement-guidelines2009-2.pdf
https://www.mediaratingcouncil.org/sites/default/files/Standards/MRC%20Outcomes%20and%20Data%20Quality%20Standards%20%28Final%29.pdf
https://github.com/InteractiveAdvertisingBureau/programmatic-auction-definitions/blob/main/auction%20definitions.md
https://iabtechlab.com/standards/openrtb/

7. Google Ad Manager — Sell-through u Report metrics
8. Google Ads — CTR, Conversion rate, ROI, Google Analytics Data API schema u GA4 User
lifetime

JOkonomuka u om3Hec-mojesn AdTech

CyTh: LleHa c/iejyeT A0roBopy, a He label B dashboard

CPM, CPC wu CPA B uHTepdeiice erré He 00bsICHSET, 3a uTo TIaTaT. OguH U TOT e label Moxer
OBbITb ZIOTOBOPHOM IIEHOM, bid, 11e/bi0 optimization umm dhakTHueCKUM CpeIHUM TI0C/ie COOBITHI.
[eHe>xHoe 00s13aTe/IbCTBO CO3JaET oroBopHas pricing basis BMecTe c onpezienienuem billable
event — qualifying-co06bITHs, TIOC/Ie KOTOPOTO MOXXHO HAUMC/IUTh CyMMy. [laske auction win cam 1o
cebe He 00s13aH ObITh billable.

YToObI MPOUNTATh SKOHOMUKY CZE/IKH, Pa3/IOKUTe e€ Ha [1eCTh He3aBUCHUMBIX CJIOEB:

Crou I'maBHBIN BOnpoc ITpumep
- 3a Kakyto basis 10roBopuInch 10 CPM 3a Thicsiuy qualifyin
Contractual pricing Y 5 A P $ . ¥4 yng
TIIaTUTh ¢ impressions
Billin Kakoe cobbiTie co3naét charge Render munu uHoit billing signal
& Y KaKyt CyMMY? 1o contract policy
C Kakoli outcome meHsieT
Optimization » target CPA mo nogmucke
Oyzyliiye pelieHUsi CUCTEMBbI ?
[171s1 KOoTO CyMMa sIBJISIeTCS .
- . 100 spend advertiser; $80
Participant ledger spend, cost, payout uiu retained ¥ P ;3

Amount? media cost mocpegHUKa

UTO0 KOHKpeTHas entity

. Gross unu net presentation
MpU3HAaET revenue U cost?

Accounting presentation

Korzga Hauvc/ieHre cTano
Settlement invoice, a 06s13aTeILCTBO —
cash?

Month-end invoice,
OIIaUeHHBIN 03XKe

Pricing basis — foroBopHoe rpaBu/io pacuéTta LieHsl: 3a impression, click, action, gosto proceeds,
Mepuo/, 10CTyTa K software Wi UHOU coryiacoBaHHbIN 00BekT. Billable amount — HauricieHHas
T10 3TOMY TpaBU/Iy CyMMa Tocjie counts, rates, validation u foroBopHbix adjustments. OHa e11ié He
o0si3aTeNIbHO BBICTaBJ/IeHa B invoice, IpHU3HaHa Kak revenue Wiu oriaueHa cash.

OTa [eKoMII03uIUs 00BSICHSIeT BCIO TIaBY: CTOPOHBI BHIOMPAIOT He KPaCHUBYIO METPHKY, a boundary
HabsrojaeMoro CcoObITHS, LIeHY U pacrpe/ie/ieHre PUCKa; 3aTeM KakZasi CTOpOHA 3aITiChIBaeT
pe3ysibTat B COOCTBEHHBIN ledger.

CPM, CPC u outcome pricing: KT0 HeCET PUCK /10
C/IeIyIOIIero coObITUsA

BOpOHKa MOXKeT 0CTaHOBUTLCH I0C/Ie TF000ro 1ara:

opportunity - qualifying impression - qualifying click - install/lead/action -
business value
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https://support.google.com/admanager/answer/7304688?hl=en
https://support.google.com/admanager/table/7568664?hl=en
https://support.google.com/google-ads/answer/2615875?hl=en
https://support.google.com/google-ads/answer/2684489?hl=en
https://support.google.com/google-ads/answer/1722066?hl=en
https://developers.google.com/analytics/devguides/reporting/data/v1/api-schema
https://support.google.com/analytics/answer/9947257?hl=en
https://support.google.com/analytics/answer/9947257?hl=en

Yem ryooke billable event, Tem fonbiiie payee — CTOpOHa, OXKUZAIOIIast OTUIATy, — (UHAHCUPYET
delivery 6e3 rapantuu charge. Ho puck He «mepee3xaeT» 1[e/IMKOM: MOCJ/Ie OTJIaYMBaeMOTO
cobObITUs buyer Bcé elnjé pucKyeT KaueCTBOM C/IeIYIOIIEro pe3y/bTara.

. . JloroBopHbIHN Puck payee 10 Puck advertiser Uro o0s3aTe/IbHO
Pricing model .
billable event charge nocye charge onpejeInTb
[Tonyuuts u Click, conversion served, rendered,
CPM Teicsua qualifying nmogTBepauTh v nocjeAytoniasi  viewable wunu vHas
impressions BbIOpaHHBIN LIEHHOCTh MOTYT  impression basis;
impression event He BO3HHKHYTb filters u count owner
Click moxet . .
Click point, user
Impressions moryT OKa3ATHCA initiation
CPC Qualifying click P . . HeKaueCTBEHHbIM L
He npuBecTH K click U He [1aTh deduplication,
AdT invalid-click filters
conversion
CornacoBaHHbIi  [loBecTH user 7o Action moxeT TouHoe ums action,
CPA action, HaripuMep action ¥ MOMY4YUTb  UMeTb HU3KYIO attribution rule,
orylaueHHast valid margin, retention  validator, approval
TIOJTIMCKA attribution/validation umu lifetime value state
Delivery u clicks Install moxxetr He  Install definition,
CPI Valid attributed ~ moryT He npyBecTH 3amyCTUThCS, He  attribution/validation
install K 3aCUUTaHHOMY yJep>XaTbCs U He  owner, reinstall
install MOHeTHU3UPOBaThCs policy
Lead moxeT He -
. - ITonsa u criteria lead,
Traffic moxkeT He TIPOUTH . .
e . N duplicate/rejection
CPL Qualifying lead = mopoaUTh MPUHATHIN Ja/TbHEHNILYO rules. KTO
b

lead qualification nmu

npuHuMaet lead
He CTaTb customer
[nst CPM seller monyyaet npaBo Ha charge paHblile BOPOHKH, TT03TOMY advertiser mprHUMaeT
BosnbIyto yacTh post-impression performance risk. [ins CPC payee npuHuMaeT impression-to-click
risk, a advertiser — post-click risk. B CPA/CPI/CPL payee npunuMaeT 6osbiiie delivery,
conversion 1 measurement risk 10 rmy6okoro cobeiTusi; advertiser coxpaHsieT prCK KauecTsa 1
MoHeTH3alMu pe3ysbrara. Fraud, attribution disputes u caps MoryT MeHsiTh accepted count, HO UX
mechanics paccmaTprBaroTCs IO3/Hee.

Billable event 3amaércs contract policy, a He MPOTOKO/IOM aBTOMaTHUecKy. B programmatic flow
IAB Tech Lab pa3nuuaeT auction win 1 cobeITre, TToce KoToporo auction craHoBuTcs billable.
OpenRTB Taxxe paszensier win notice (nurl) u billing notice (burl): win He rapantupyert delivery,
a billing signal 3aBucur ot policy publisher i exchange. 3To programmatic-nipumMep obiiiero
TpaBM/Ia, He YHUBEPCA/IbHBIN contract it 000 peKIaMbl.

OpuHakoBbIM yuebOHbIH billable amount $100 MOXXHO MOJTyYUTH T10 MATH a/IbTEPHAaTUBHBIM, a HE
OZJHOBPEMEHHbIM /I0r0BOpaM:

Contract Qualifying volume u rate T'ne mpoxopur risk

boundary
CPM 10,000 impressions 1o $10 CPM — Impression
$100
CPC 200 clicks o $0.50 CPC — $100 Click
CPI 20 installs o $5 CPI — $100 Attributed install
CPL 25 leads o $4 CPL — $100 Accepted lead

30/50



I'ne mpoxoaut risk
boundary
10 subscriptions o $10 CPA — $100 Attributed subscription

Contract Qualifying volume u rate

CPA

PaBHbIl amount He 03HauaeT paBHbI puck. B CPM buyer yxe fgo/mkeH $100, faxke eCy MOATHCOK
HeT. B CPA 3a nofnucky payee He rosiyuaet charge 3a impressions u clicks, koTopble He o1 o
accepted action.

Billing, optimization u realised metric — pa3Hbie 00beKTBI

[TpencraBum product-specific flow: advertiser ¢pakTruecku onnaurBaeT qualifying clicks, a bidding
system ONMTUMU3UPYeT pellieHus 1of, target CPA. ITocse neproga dashboard MoxkeT BBIUMC/INUTE
realised CPM, CPC u CPA u3 daktruueckux spend u events.

optimization target: target CPA no nopgnucke
billing basis: CPC 3a qualifying click
realised metrics: observed CPM, CPC n CPA nocne nepwuopa

3nech target CPA He npeBpaijaeT goroBop B CPA billing. Bid Takxe BeIpakaeT decision input wiu
willingness to pay, a He [joka3biBaeT (pakTHueckuii charge. Payment model ycraHaB/ivBaeT contract;
realized average ommchbIBaeT yke CIyuuBILeecs; optimization target Biusier Ha Oyayiue decisions.

Kak 3apa0arbiBaioT intermediaries u software providers

[TocpeaHyK MOXKeT yzepkuBaTh YacTb media transaction, nepenpogasath media ¢ Hafi0aBKOM Miu
T0JlyyaTh OT/e/bHYIO OI/IaTy 3a service/software. 3Ty Moze/u HeJlb3s CK/1aJibIBaTh, MIOKA He

13BeCTHbI contract boundary u calculation base.

Mopens Kro niiarur  IIpaBuio pacuéra
CropoHa
e E a}o’ as Hons ot named
Revenue share peAator revenue/proceeds
proceeds 1o
base 3a nepuop
JIOTOBOPY
3apaHee
. corsiacoBaHHast
. KnueHrt service .
Fixed fee . cyMMa 3a period,
provider
scope Uiu
deliverable
Subscription, seats
. . Customer software pHon, ’
SaasS pricing usage tier wim
platform
processed volume
Spread
Buyer rtatur P
. . OTHOCUTE/TbHO
Markup selling price e
OCDETHIK acquisition/base
PEAHMKY cost
Take rate 3aBUCHUT OT Retained amount /
boundary named transaction

flow
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Csas3b ¢ media
dollar

OOBIUHO J€/TUT
CyMMY Ha
KOHKpeTHOI media
boundary

MoseT ObITh
MOJIHOCTBE)
OT/leJIbHOU

OOBIYHO
OT/le/IbHBIN
software/service
flow

Ha, eciin
MOCPeHUK
repenpojaér
media
OO6BIUHO
XapakTepusyeT
yIepkaHue Ha

OCHOBHO#M pHCK
WM caveat

Base, nonyctrmbie
deductions u
adjustments
JIOJDKHBI OBITH
Ha3BaHbI

Provider Hecét
risk, uto scope
rorpebyeT GosnbIire
paboThI

Usage event He
craHoBUTCs media
event
aBTOMaTHYeCKH

Percentage pacTét
OT cost
denominator, He OT
selling amount

Be3 numerator,
denominator u
included fees



Ces3b c media  OCHOBHOM pHuCK

Mopenn Kto n1aTut ITpaBuio pacuéra
A p p dollar WJIH caveat
BbIOpAHHOM CTaBKa
boundary HecpaBHUMa

Revenue share: npoueHT 0e3 0a3bl He onpeAe/IéH

Proceeds — cymma transaction inflow o cornacoBaHHOro pacripe/iesieHusi Ha BbIOpaHHOM
boundary. Revenue share — 10roBopHoe pacripefiejieHrie Ha3BaHHOM revenue Uiy proceeds base.
[loroBop [J0/DKeH OTBETUTh: UbM proceeds, Ha Kakoil boundary, 3a Kakoii mepuoz, 0 UM roce
Kakux agreed adjustments ¥ KTO BBITIOJTHSIET PACYET.

B ocHoBHOM nipumepe SSP nosnyuaeT Ha cBoeld boundary $80 gross proceeds u 1o seller contract
yaepxuBaeT 15%:

SSP retained amount = $12 / $80 SSP-boundary proceeds = 15
publisher share = $68 / $80 SSP-boundary proceeds = 85%

Numerator nepBoro rnpoijeHTa — $12, denominator — $80. 3To He 15% ucxogHOrO advertiser
spend $100: OTHOCHTE/ILHO UCXOAHBIX $100 Te ke $12 cocTtapysitoT 12%. CnoBo gross 37ech
omuchIBaeT transaction base 7o split, a He aBTOMaTHUeCcKu gross revenue B (PMHAHCOBOMU
OTUETHOCTH.

Markup, spread u take rate

Spread — abcomoTtHas pasHuria Mexny selling amount u acquisition/downstream amount Ha
Ha3BaHHoM boundary. Ecin managed network nokynaet media 3a $80 u ripozpaét advertiser 3a $100,
spread paBeH $20.

Markup usmepsiet Haz0aBKy K base cost:
network markup = $20 spread / $80 acquisition cost = 25%

Take rate n3mepsiet retained amount OTHOCHUTe/ILHO Ha3BaHHOTO transaction flow Ha Toii xe
boundary:

network take rate = $20 retained / $100 advertiser spend = 20%

25% markup 1 20% take rate onmMChIBalOT OAMH $20 spread c pa3HbiMM denominators. Hu ogux
TIPOLIEHT HeJIb3s1 CpaBHUBATh C UY)KOl CcTaBKoM Oe3 participant boundary, numerator, denominator u
repeuHsi BKJIIOUEHHBIX fees. Markup Takke He paBeH gross margin: gross margin Ucrosb3yeT
accounting revenue u cost of revenue, a He MPoX3BOJILHO BbIOpaHHBIE buy/sell amounts.

SaaS sidecar: oTgesbHBIE $2,000/month

Homnyctum, advertiser matut ad server uin measurement platform dukcupoBaHHbie $2,000/month
3a software access u usage tier. 3ta cymma:

e sBjsieTcs service/software charge mo otzienbHOMY 10rOBODY;

e He BbIUMTAETCA U3 yUeOHBIX $100 media flow;

e He ctaHoBuTCs publisher payout unu intermediary take rate;

e MOXKET 3aBHCeTh OT urc/a 00paboTaHHBIX impressions, HO OT 3Toro He craHOBUTCST CPM-
MOKYTIKOM inventory.
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Bxtouats $2,000 B media dollar MO>KHO TOJ/IBKO eC/i KOHKPETHbIN JIOTOBOP [eHCTBUTE/EHO
obbenuHsieT 31U charges. MHaue mosryuaTcs 1Ba money flows: media transaction u SaaS
subscription.

OpHa caenka, pa3Hbie ledgers 1 MOMeHTbI BpeMeHU

Ledger — 3amucu KOHKPETHOM entity 0 HauMC/IeHHbIX CyMMax M 00si3aTesibcTBax. OfMH transaction
He UMeeT e[IMHCTBeHHOT0 HeHTpabHOTro JieHexKHoro label: BXos ofjHOI CTOPOHBI SIB/ISIETCS
BBIXO/IOM [IPYTOH, a MMPOMeXKyTOuHasi entity oJHOBpeMEeHHO MPOJAET upstream U MOKYTaeT
downstream.

¢ Advertiser spend — cymma, HaurcsieHHas advertiser 3a BeIOpaHHBIM media/service scope.
Dashboard moskeT BK/touaTh WM UcKouath platform/data fees, taxes, credits u adjustments;
scope HY>KHO Ha3Barb.

e Media cost — ctoumocTs npuobpeténHoro media /711 KOHKpeTHOM entity. [lyist advertiser B
HallleM y3KOM puMepe 3T0 $100; a1 network downstream acquisition cost paBeH $80.
[ToaTomy media cost 6e3 owner He orpezeséH.

¢ Publisher payout — cymma, koTopyto 1o seller contract 0/KHBI epeurcauTb publisher
niocsnie share, fees u adjustments. [11s SSP 310 payable; gis publisher — receivable u uacTb
ero economics, a mpyM3HaHue revenue cjenyet ero policy.

Receivable — cymMma, koTopyto counterparty go/ikHa entity. Payable — cymma, koTopyto entity
JIOJDKHA TIOCTaBIIWKY WM IPYToi CTOPOHe. JTH C/I0Ba OMUCHIBAIOT HalpaB/ieHHe 00s13aTe/bCTBa, He
MoMeHT cash movement.

ITonesno pa3/inyaTb COCTOSAHUSA:

accrued - qualifying events cBepeHbl; amount 3apaboTaH wnm noHecéH no contract
billed - amount BkMWYEH B invoice; nosfBunca $opManbHbIi 3anpoC onnaTthl
settled - ob6A3aTenbCTBO MOraweHo cash unuM MHEIM COrnacoBaHHbM CNOCOHBOM

Accrued o3HayaeT NMpU3HaHHOE 110 BPeMeHU J0T0BOpa HaukC/IeHHe 10 00s13aTe/TbHOTO IBYKEHUS
JeHer. Invoice JOKyMeHTUpYyeT TpeboBaHUe oryiaThl. Cash settlement MpoUCXOAUT TO3Ke; taxes,
credits, refunds u FX moryT usmenuts invoiced umm settled amount, Ho ux mechanics 37ece He
paccMaTpUBaoOTCH.

Event/data flow

10,000 qualifying impressions
- contract-specific billable count y network u SSP
- participant event records c¢ cobcTtBeHHbMM measurement boundaries
- period reconciliation
- ledger amounts: $100, $80 u $68 Ha pa3Hbix boundaries

Events moryT uatu ot publisher-side systems k buyers v reporting systems acHHXpoHHO. OHU
[OKa3bIBaroT basis fy1s1 pacuéra, HO caMM JieHbry 1o 3Tomy network path He nepegaror.

Invoice u cash flow

network - invoice $100 - advertiser
SSP - invoice $80 - network
publisher - invoice/statement $68 - SSP

nosgHee cash:
advertiser -» $100 - network - $80 - SSP - $68 - publisher
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PeanbHbIii operational path MokeT Mcronb30BaTh MHOM invoice owner wiK settlement arrangement.
I'nmaBHOe: event path, invoice path u cash path He 06s13aHBI cOBMIaIaTh MO HarpaBIeHUIO,
y4acTHUKaM WA BpEMEHHU.

Gross/net revenue 1 gross margin: oTAe/bHas accounting
boundary

Reporting entity — koMmnaHusi, Ubl0 PUHAHCOBYIO OTUETHOCTH Mbl unTaeM. Recognized revenue
— CyMMa, KOTOPYIO OHa OTpa)kaeT Kak revenue 1o npuMeHHMou accounting policy; 3To He m060i
invoice, collection unwm cash inflow. Gross billings — 6oJiee 1mpokast cyMMa, BbICTaB/IeHHasT
K/IMeHTaM Wiy npoiesuias yepes collection fo nckimouenus supplier components; gross billings He
SIBJISAIOTCS Synonym recognized revenue.

Gross revenue U net revenue — He «JIeHbI'M /10 PACXOJJOB» U «/I€HbI'U MOCJIe PAaCXOZA0B».
Presentation 3aBUCHUT OT TOTO, sIB/sieTCs /M entity principal v agent OTHOCUTE/TEHO KOHKPETHOTO
o0el1jaHHOTO TOBapa WUJ/IM Service:

o Specified good/service — koHKpeTHOe o0elljaHKe customer, KOTOPOe OLIEHUBAIOT: HallpuMep,
NpeJj0CTaBUTh peKaaMHyto delivery miy opraHu3oBaTh JOCTYM K supply.

» Principal xouTponupyer specified good/service 10 nepesauu customer; npy Takou
conclusion cornacoBaHHyt0 or1aTy 0OBIYHO MOKAa3bIBaIOT gross Kak revenue, a supplier
component — OT/IeJIbHO 110 TIPUMeHUMOoM cost policy.

e Agent opranu3syert rpezocraBeHue specified good/service npyroii cTOpoHOM; Mpu Takoi
conclusion revenue o6bIUHO paBeH net fee v commission.

¢ Control 31ech 03HauaeT CrioCOOHOCTH HaMPaB/IATh UCIIO/Ib30BaHKE U M0/TyuYaTh
cyijectBeHHbIe benefits fo transfer, a He Haymune API, invoice umm product label.

Yto entity obewana customer?
- Kakon specified good/service nepepaértca?
- KOHTponuposana nu entity ero po transfer?
principal conclusion - o6bi4HO gross revenue presentation
agent conclusion - 06blyHO net fee/commission presentation

Primary responsibility, inventory risk u pricing discretion mMoryt cayxuth evidence, HO
He oOpa3ytoT MexaHudeckuit score. Conclusion fieaeTcs Ajiss KOHKPeTHOM promise U transaction:
opgHa AdTech-kommnanust MokeT ObITH principal B ogHoMm flow 1 agent B pyrom.

OuHakoBas transaction economics, jBe B3aHMOUCK/IIOUAIOIIHe presentations

Bo3bmém Tosibko network boundary $100 sell / $80 supplier component. Tabmuiia
W/UTIOCTPaTUBHAs; B peabHOM OTUETHOCTU Hesb3s1 BEIOpaTh presentation pagu 6osee KpacHBOM
margin.

HNnnocrpaTuBHasn Recognized Supplier Gross profit fo Gross margin o
. component Kak

conclusion revenue npouux CoR npounx CoR
cost of revenue

Principal / gross $100 $80 $20 20%
$80 UCK/IIOUEH U3

Agent / net $20 fee revenue u $20 100%

matching cost

Cost of revenue (CoR) — pacxozpbl, KOTOpbIe reporting entity kiaccuduiupyeT Kak
HETI0CPe/[CTBEHHO CBsI3aHHBIE C MO/TyueHHeM TTPU3HAHHOTO revenue 1o cBoel policy. 3to He 000
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cash outflow. Gross profit 1 gross margin cuntaroTcsi Ha OJHOM entity u ofHOM accounting basis:

gross profit
gross margin

recognized revenue — cost of revenue
(recognized revenue - cost of revenue) / recognized revenue

B net row 100% — MexaHHUUeCKHUI pe3y/bTaT yueOHOM n3osamuu: $20 recognized revenue, $0
MpPOUMX MOKa3aHHbIX cost-of-revenue u $20 gross profit. Oto He benchmark, He porHo3 u He
yTBepsKAeHue, uto platform paboraet 6ecriiatHo. PeanbHast entity HecéT infrastructure, data,
operations U Ipyruve pacXofibl; 4aCTh U3 HUX MOXKeT OTHOCUTHCS K cost of revenue 1o eé policy.
Operating expenses, interest 1 taxes HaxoJATCs HIKe gross profit 1 Toxke He rpeBpartiatoT retained
amount B profit.

Ha cpe3ze 2026-08-28 my6munble filings moka3ssiBaroT contract-specific nature 3To¥ rpaHUIIbL:

e Magnite B Form 10-K 3a 2025 rop ornvceiBaia net presentation 6opiuHcTBa platform
transactions 1 gross presentation HeKOTOpbIX insertion-order campaigns rpu pa3HbIX
principal-agent conclusions.

e The Trade Desk B Form 10-K 3a 2025 rog otzaensiia gross billings u cBsizaHHbIe
receivables/payables ot net recognized revenue npu agent conclusion o Supplier
Components.

39T0 npuMepsI policies KOHKPeTHBIX KOMITaHUI U TIepro/ia, He YHUBepcasibHasi Knaccudukariys SSP
umu DSP. ASC 606, IFRS 15, goroBop u rnpodeccroHasbHOe accounting judgment onpeensitoT
peasibHbIN BBIBOJ; I71aBa JaéT mental model, a He accounting advice.

Arbitrage: spread B 00MeH Ha IPUHATBIN PUCK

Arbitrage B mripokom AdTech-cMbiciie Bo3HMKaeT, korjja intermediary rmokymnaet media/traffic
JiellieBJie ¥ MPoAaéT Jopoyke MO0 MOKyTaeT Ha OfHOM pricing basis, a mpogaét Ha apyroii. Ero
economics 3aBUCAT OT spread U prcka Mexxay boundaries.

[TpocToi1 BapuaHT:

network nokynaet batch media 3a $80
network npopaért ToT ¥e agreed scope advertiser 3a $100
buy/sell spread = $20

Eciu network obsi3anack 3ariatuth downstream $80, HO He MPoZia/ia BeCh COIVIaCOBaHHBIN scope
WM customer He npuHsia delivery, spread Mo)keT yMEHBILIUTBLCS UK CTaTh loss. OHa MPUHUMAET
inventory/volume, fulfillment u reconciliation risk B 06b€me, 3ajaHHOM contracts.

Basis mismatch go6asnser performance risk. Intermediary mosket mokymats impressions o CPM,
a npogasath clicks vmm actions mo CPC/CPA. Ero revenue torza 3aBucur ot realised CTR/CVR u
validation. Ecnu clicks unm actions BO3HUKAIOT Xy»Ke OXKUZaHUM, UcxofHasi media cost ocTaéTcs, a
downstream billable amount He MOKpbIBaeT eé.

He nmro6oii intermediary fee siBnsiercst arbitrage, u arbitrage He aBTOMaTHYeCKH O3HauaeT
3nmoynotpebnenue. [Ipo3paunbie fee, revenue share vnu resale spread MoryT omniauvBaTth
aggregation, reach, service v mpuHsATHIN pycK. [IpobieMa opacity Bo3HUKaeT, Korjia customer He
rioHuMaet buy/sell basis, Benmnunny spread, ¢pyHKIMt0 ocpeAHUKa WM KOHMIUKT incentives.
Uccnenosanre CMA 2020 roga umroctpupyeT 31oT Mexanu3M B UK open display, Ho ero rates
HeJTb3s1 MCTI0/1b30BaTh Kak current benchmark 2026 roga.

IlyTh yueOHbIX $100 oT advertiser go publisher
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Cobepém ciou B ofIHOM scenario. Subscription-app advertiser mokymnaer media B mobile publisher
app uepe3 managed network 1 SSP. Bce unciia yuedHsble, He market benchmark u He 3asBneHue o
TUTNIMYHOM JIJTUHE 1[eTIOUKH.

Assumptions:

e 10,000 ognnakoBbix qualifying billable impressions Hy>kHbI TOJIBKO /17151 U30JISALIMK €CONOMICS;
¢ advertiser/network moroBop ucrnonb3yet $10 CPM, network/SSP — $8 CPM;

e SSP/publisher noroBop aenut $80 proceeds: 15% SSP, 85% publisher;

¢ Bamora — USD; taxes, FX, refunds, rebates, fraud adjustments u credit risk nckitouensr;

e amounts accrued mocsie reconciliation, Ho invoices u cash e1ié He settled;

e oTzenbHBIE $2,000/month SaaS u3 sidecar B media flow He BxozsT.

Contract arithmetic

Advertiser - network: 10,000 / 1,000 x $10 CPM = $100
Network - SSP: 10,000 / 1,000 x $8 CPM = $80
Network spread: = $20
SSP retained share: 15% x $80 = $12
Publisher payout: 85% x $80 = $68
Check: $20 + $12 + $68 = $100

Ha oHOM MCXO/IHOM peKJIaMHOM JioJl/iape contract economics coctap/sitoT 20 11eHToB retained
network, 12 1jenToB retained SSP u 68 1ieHTOB publisher payout. B mosiHom npumMepe intermediary
retained amount paBeH $20 + $12 = $32. 3TO pa3/oKeHHe KOHKPeTHBIX Contracts, He OTpacaeBoM
benchmark u He accounting profit.

Denominators

network markup on acquisition cost = $20 / $80 = 25%
network take on advertiser spend = $20 / $100 = 20%
SSP take on its boundary = $12 / $80 = 15%
SSP share of original spend = $12 / $100 = 12%
combined intermediary share = $32 / $100 = 32%
publisher payout share = $68 / $100 = 68%

Kaxkzmasi ctpoka Ha3biBaeT numerator ¥ denominator. [Tostomy SSP take = 15%u SSP share of
original spend = 12% OAHOBPEMEHHO BepPHbI, HO OTBEUAlOT Ha Pa3Hbie BOMPOCHI.

Participant ledgers

. . . q
. Contract/billable Inflow/receivable Outflow/payable Economic €ro
Entity . . . . 3anuch He
basis view view remainder
JOKa3bIBaeT
Invoice date,
Advertiser $10 CPM x 10,000 _$189 advertiser __ cash date
spend/media cost v business
return

Customer charge 580 downstream Uro $100 —
Managed $100; $100 . recognized
. . media $20 spread
network  downstream $8 billed/receivable cost/pavable revenue Ui
CPM pay $20 — profit
SSP Revenue-share $80 boundary $68 publisher  $12 retained Yrto $80 —
base $80 proceeds/receivable  payout/payable amount recognized
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Entity C ontract/!nllable
basis
85% of SSP-
Publisher  boundary
proceeds

Inflow/receivable Outflow/payable Economic
view view  remainder

Yero
3anmuch He
JI0OKa3bIBaeT
revenue Ui

15%
OTHOCHUTCS K
$100

Uto amount
yke settled

$68 payout $68 publisher cash nmm kak

receivable economics UMeHHO

NIpU3HaH
revenue

Hns advertiser $100 — spend. [1ast network $80 — media cost. [11s SSP $68 — publisher payable.
s publisher Te >xe $68 — receivable. Labels meHsitoTCs1 He 13-3a HECOITIaCOBAaHHOCTH, a U3-3a

pasHbIX reporting entities u counterparties.

Transaction amount, retained amount, recognized revenue, gross profit, gross margin,

invoice u cash oTBeuarOT Ha pa3HbIe BOIIPOCHI:

Tepmun

Transaction amount
Retained amount
Recognized revenue
Gross profit

Gross margin

Invoice

Cash

Yto coobijaer

CKO/IBKO HaUMC/IeHO Ha KOHKPeTHOM contract
boundary

Kakast uactsb flow ocraércs y participant 0 ero
COOCTBEHHBIX COStS

UYro reporting entity oTpakaeT Kak revenue I1o
accounting policy

CKO/bKO 0CTanoch OT recognized revenue moce
cost of revenue To¥i e entity

Kakyto foso recognized revenue cocTassieT
gross profit Ha Toit ke accounting basis

Kakoii receivable/payable popmansHo
TIpe/IbSIB/IEH counterparty; He JJOKa3bIBaeT HU
revenue presentation, H{ OriaTy

Kakoe o6s13aTenibcTBO (hakTruecku settled u
KOr/la; He JIoKa3bIBaeT retained amount umu
profit

Operational checklist anann3a vendor economics

—_

. HazoBure customer, payer, payee, counterparties 1 oberansblii product/service.

2. 3adukcupyiite contractual pricing basis, qualifying billable event, rate, validation owner u
billable amount. OTzenbHO 3anuiMTe optimization target u realised metrics.
3. Hapucyiite ledgers yuacTHUKOB: Ijle HaxoasTcs advertiser spend, media cost, publisher

payout, receivable u payable.

4. ns kaxgou fee nmm mom ykakute abCoMOTHYIO CyMMy, numerator, denominator, boundary
u pornyctumble adjustments. Otaenute media money ot fixed/SaaS charge.

5. ITpoBepsTe accounting policy a1 KOHKpeTHOTO transaction type: specified good/service,
principal/agent conclusion, recognized revenue u cost of revenue. 3aTem cuuTaiite gross

profit 1 gross margin.
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6. [TocraBwTre Ha timeline accrual, reconciliation, invoice u cash settlement. He BeiBoguTe
accounting presentation u3 invoice owner WM HaripaBJ/IeHUs T1aTexa.

C 4eM 3T0 4aCTO NyTAKOT

e Pricing model, optimization target u realised metric — He ogHO0 M TO Xe. Target CPA
MoxkeT yripa/siTh bids ipu CPC billing, a observed CPA BbIYHMCTSTBCS TOIBKO MOCTIE
repuoza.

¢ Auction win He o0si3aTes1bHO siBsieTcs billable event. Charge BosHukaet rocsie coobITust U
validation, 3ajaHHbIX JoroBopoM; win notice u billing notice MmoryT 6bITh pa3HbIME Signals.

¢ Bosee rnyookuii billable event He ycrpansier puck. [Tpu CPM advertiser Hecér post-
impression risk; npu CPC payee npuHumMaeT impression-to-click risk; mpu CPA/CPI/CPL
advertiser Bcé eljé oTBeuaeT 3a quality, retention 1 monetization pe3ysnbrara.

e Revenue share 6e3 0a3b1 He onipeenéH. SSP share 15% oT $80 03HauaeT $12; OTHOCUTETBHO
HUCXOAHOTO0 $100 310 12%.

e Markup u take rate He mpoTuBopeuar Apyr Apyry. OguH spread $20 gaét 25% markup Ha
cost $80 1 20% take rate Ha spend $100.

e Spend, media cost u publisher payout He siBisirorcs aliases. 310 labels pasHbix participant
ledgers 1 boundaries.

¢ Gross/net revenue — He «/{0/11ocj1e pacxofoB». Presentation ciefyet contract-specific
principal-agent assessment; invoice u gross billings camu 1o ce6e BbIBOJ, He OTpe/ieIsitoT.

e Retained amount, recognized revenue, gross profit u cash — pa3ubie Bemmunabl. OHU
OTBeUalOT COOTBETCTBEHHO Ha transaction, accounting, profitability u settlement questions.

¢ Gross margin He paBHa take rate. [TepBas ncrnonb3yet recognized revenue u cost of
revenue oHoU reporting entity; Bropasi — retained amount 1 named transaction-flow
denominator.

o JTro0oii mocpeHUUECKHH 0X0/] He siB/seTca arbitrage. Arbitrage npeamnonaraer buy/sell
spread wiu basis mismatch u coorBeTcTBYOImMIA Tisk; mpo3pauHas fee wiu revenue share
MOT'YT OT/IaYUBaTh OTJE/IbHYI0 (DYHKIIUIO.

 Fixed fee u SaaS pricing He 00s13aHb1 yMeHbmaTs media dollar. OtensHbII
software/service contract obpa3yeT oTzAe/bHbIN money flow.

Y10 BA)KHO 3alIOMHUTH

1. DxOHOMMKa HauMHaeTCsl C joroBopa: pricing basis u billable event onpezenstot charge u
pacrpeziesisitoT PUCK.

2. CPM, CPC, CPA, CPI u CPL moryT Ha3biBaTbCsl 0ofuHaKoBoO B billing, bidding, optimization u
reporting, HO 3TO pa3Hble CJIOU.

3. Revenue share, markup u take rate cTaHOBSITCSI CPaBHUMBIMH TOJIBKO TIOCJIE PACKPBITHS
numerator, denominator u participant boundary.

4. OpuH flow $100 - $80 - $68 omHOBpPeMeHHO co3aéT advertiser spend, media cost
rocpefiHvKa U publisher payout.

5. Network retained $20 u SSP retained $12 omnucheIBaroT transaction economics, Ho He
aBTOMaTuuecku recognized revenue unu profit.

6. Gross/net presentation onpepensiercsi AJisi specified good/service uepes principal-agent
assessment, a He product label kommanum.

7. Gross profit paBeH recognized revenue MuHyc cost of revenue; gross margin jeJdT 3TOT
pe3y/bTaT Ha recognized revenue Toii ke entity u basis.

8. Arbitrage moxeT npuHOCUTD spread, Ho intermediary npuHuMaeT volume, performance v
reconciliation risk 1 crioco6eH mosyuuTs loss.

9. Event/data flow, participant ledgers, invoice flow u cash settlement Hy>kHO aHa/IMU3MPOBaTh
OTJe/IbHO.
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10. YuebHoe pacripesienienue $20 + $12 + $68 = $100 MOKa3bIBaeT METO/| aHa/IN3a, a He
TUIMAYHYI0 PHIHOUHYIO /I0JTFO.

IIpoBepbTe ceds

1. Advertiser ontumu3upyeT campaign nog target CPA, Ho ruiaturt 3a qualifying clicks. Kakue
37ech pricing basis, billable event, optimization target u realised metric?

2. Tlouemy $20 / $80 = 25%u $20 / $100 = 20% MOT'YyT OAHOBPEMEHHO MPaBUIbLHO
OMUCHIBaTh economics network?

3. MoxkeT /11 entity BLICTaBUTH invoice Ha $100, pu3HaTh $20 net revenue U rosgHee
MoyunTh $100 cash 6e3 mporuBopeunsi? Kakue cjion onuckiBaeT Kaxasi Ccymma?

4. Kakue contract, ledger, accounting u settlement faHHbIe HY>KHBI, TIpEXX/e UeM CPaBHUBATh
gross margin u take rate 1syx AdTech vendors?

N cTouHuMKHu 1 JOIIOJIHUTE/IbHOE UTeHHue

1. IAB Tech Lab — Programmatic Auction Definitions, Final u OpenRTB 2.x Implementation
Guidelines, sections 7.8—-7.9 — definitions Billable Event, transaction ledger u distinction
Mexxay nurl u burl; protocol guidance He 3ameHsieT foroBopHyto billing policy.

2. Google Ads — CPC, CPM u Bidding basics — product-specific npumepsi pricing u
optimization; 3To He vendor-neutral contract.

3. FASB — Revenue from Contracts with Customers, Topic 606, paragraphs 606-10-55-36-55-
40 n IASB — IFRS 15 PIR: Principal versus Agent Considerations, AP6B — principal-agent
mental model; mprMeHeHue 3aBUCUT OT reporting framework, qoroBopa u professional
judgment.

4. FASB — GAAP Taxonomy Implementation Guide: Revenue from Contracts with Customers
— gross profit kak difference mexxay revenue u cost of revenue/cost of goods sold; coctas
cost of revenue ocraércs company-specific.

5. Magnite — Form 10-K 3a roi, 3aBepuuBiimiicsi 2025-12-31 — company-specific npumMepbl
percentage, fixed CPM/monthly pricing 1 pa3HbIX gross/net presentations; He 0Tpac/ieBOM
benchmark.

6. The Trade Desk — Form 10-K 3a roj, 3aBepiuuBiimiics 2025-12-31 — distinction mexxay
platform fee, gross billings, receivables/payables 1 net revenue; BbIBOJIbI OTHOCSATCS K
contracts u policy 3Toli KOMIaHUM.

7. UK Competition and Markets Authority — Appendix M: Intermediation in open display
advertising u official landing page — uctopuueckuii ananu3 UK open display 2020 roza;
ornvceiBaeT mechanism arbitrage u fee opacity, Ho ero rates Hesb3si UCII0/Ib30BaTh Kak current
benchmark 2026 roza.

Kak ycTpoeHa pek/jiaMHasi KaMIIaHUSA

PexnaMHasi KamnaHusi — He ofivH banner 1 He cTpoka B oTuéte. 310 control-plane-
KOH(uUrypanus, Kotopas mepeBofuT business intent advertiser B mpaBusa delivery: uto cucrema
JIO/DKHA Y/TyulllaTh, KAKKe PeK/TaMHble BO3MO)KHOCTH JJOMTYCTHMBI, T/[e MOKET TIOSIBUTHCS PeK/lama,
CKOJIBKO U KOT/Ia MOYKHO TI0TPaTUThb, KakoW content rokasaTb, Kyzja IPUBECTH User U Kakue signals
WICTIO/Ib30BaTh JJIs1 U3MePeHVsl.

Y 6onbimHcTBa platforms ecThb moxoxkee epeBo 00bEKTOB:

advertiser account
L— campaign
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https://github.com/InteractiveAdvertisingBureau/programmatic-auction-definitions/blob/main/auction%20definitions.md
https://github.com/InteractiveAdvertisingBureau/openrtb2.x/blob/main/implementation.md
https://github.com/InteractiveAdvertisingBureau/openrtb2.x/blob/main/implementation.md
https://support.google.com/google-ads/answer/116495?hl=en
https://support.google.com/google-ads/answer/6310?hl=en
https://support.google.com/google-ads/answer/2459326?hl=en
https://asc.fasb.org/layoutComponents/getPdf?fileName=GUID-E90460CF-B750-4654-B149-5DD3F6B6DBA9.pdf&isSitesBucket=false
https://asc.fasb.org/layoutComponents/getPdf?fileName=GUID-E90460CF-B750-4654-B149-5DD3F6B6DBA9.pdf&isSitesBucket=false
https://www.ifrs.org/content/dam/ifrs/meetings/2024/february/iasb/ap6b-ifrs-15-pir-principal-vs-agent-considerations.pdf
https://xbrl.fasb.org/impguidance/Rev2_TIG/revenue_2.pdf
https://www.sec.gov/Archives/edgar/data/1595974/000159597426000007/mgni-20251231.htm
https://www.sec.gov/Archives/edgar/data/1671933/000167193326000014/ttd-20251231.htm
https://assets.publishing.service.gov.uk/media/5fe495c28fa8f56afaf406d4/Appendix_M_-_intermediation_in_open_display_advertising_WEB.pdf
https://assets.publishing.service.gov.uk/media/5fe495c28fa8f56afaf406d4/Appendix_M_-_intermediation_in_open_display_advertising_WEB.pdf
https://www.gov.uk/find-digital-market-research/online-platforms-and-digital-advertising-market-study-appendix-m-intermediation-in-open-display-advertising-2020-cma

L— ad group / ad set
L— ad

i—: creative
destination

Ho 510 He efuHas oTpacieBast schema. Vendors 1 campaign types mo-pa3Homy pa3MelijatoT budget,
targeting, optimization u schedule. [Tepenocumast mental model cTpouTcst He BOKpyT Ha3BaHUI
9KpaHOB, a BOKPYT JBYyX BOMPOCOB: KAKOH 00BEKT BJIa/[eeT HACTPOMKOMN 1 KaKue /J0uepHue
00BEeKTHI MO/TYUYaloT eé AeiicTBHe.

3aueM KaMNaHMH HY)KHA MepapXus: account Kak KOpeHb
ynpaBJ/iIeHUs

OpuH advertiser ofHOBpeMeHHO 3aIyCKaeT pa3Hble NPOAYKTHI, cTpaHsbl, billing scopes u KomaHbI.
[Tnockuit crivcok ads He 1103BOJK/ ObI 6€30T1aCHO OTpe/ie/TUTh, KTO UMeeT JI0CTYTI, B KAaKOH Ba/lioTe
yUUTBIBaTh Spend, Kakoi time zone yrpas/isieT paclrcaHueM 1 Kakue data sources 0CTYITHBI
obbektam. [Toatomy platform HaurHaeT c advertiser account, v ad account, — tenant, BHyTpH
KOTOPOTO CYIIIeCTBYIOT campaigns U CBsi3aHHbIe C HUMM HaCTPOMKH.

Account 06p1YHO 0Opa3yeT HECKOJIBKO I'PaHUI] Cpa3y:

e Ownership u access. OH ornpe/iensieT Biafiesblia peCypcoB, POIX U permissions onepaTopos.

« Billing identity. C Hum cBsi3aHbl payer, billing profile unu nHas foroBopHast CyIHOCTb.
TouHbIli cocTaB MoJiei 3aBUCUT OT product.

e Currency u time zone. DT 3HaueHUs B/IUSIOT Ha reporting, budget periods u schedule; B
HEKOTOpbIX products rocsie co3/iaHusl UX TPYAHO UM HEBO3MOXXHO M3MEHUTh.

o Namespace. Campaign u ad resource IDs yHUKa/bHbI KAK MUHUMYM B KOHTEKCTe
platform/account. Scope u semantics event identifiers 3aBucsiT oT event source u
deduplication contract u He 06s13aHBI C/IeZIOBaTh 3TOMY TIPABUITY.

¢ Shared configuration. Data sources, conversion actions, brand assets, URL settings u
defaults MoryT ObITH JOCTYITHBI HECKOJILKMM Campaigns.

FOpurueckas komranus advertiser 1 ad account — He OIHO Y TO Ke. Y OfHOM KOMIIaHUU MOTYT
OBbITh OT/Ie/TbHBIE accounts /i1 perMoHOoB, brands, currencies v billing entities. I Hao6oporT, ofuH
account Mo>keT 00C/Ty>KMBaTh HeCKOJTbKO MHULIMATHB OfiHOM legal entity.

Manager account — aJIMUHHCTPaTHBHBIN CJIOW, KOTOPBIA JAéT agency Wiy BHyTPeHHeM rpyIre
LeHTpaIM30BaHHbIN JOCTYT K HeCKOMbKUM ad accounts. JJoCTyT K OT/je/IbHOMY account MoykeT
ObITE BBIJIaH U 6e3 Takoro ciosi. B mobom ciyuae 310 administrative access, a He JJOTTOTHATETbHBIN
delivery-ypoBeHb BHyTpu campaign.

Subscription App Ltd.
— internal growth team
— agency manager access |

— ad account EU (EUR, Europe/Berlin)
campaign: Spring subscriptions
campaign: Returning users

— ad account US (USD, America/NY)
campaign: Summer acquisition

Yero U3 Hero HeJib3A

O0bekT Uto oH npeacTaB/iIAeT
3aK/IIUYMTh

Kommnanuro unu fpyryro Yto y Heé poBHO oziuH ad

Legal advertiser
IOPUNUECKYIO CTOPOHY account
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O0BeKT

Ad account

YTo0 OH mpe/jcTaB/seT

Product, access u billing
boundary

[enerupoBaHHbIM AOCTYT K

Yero u3 Hero HeJib3A
3aK/IIOYUTDH

YTo TOMBKO O/fHAa KOMaH/a Uin
agency MOXKeT UM YTIPaBJISiTh

Yro oH yuactByeT B delivery

Manager account
HEeCKO/IbKUM accounts

hierarchy kakzoii campaign
Account-level setting uacTo Hac/ieyeTcst BHU3, 10Ka 00Jiee KOHKPeTHBIN 0ObEKT He 3a/1acT
override. Ho inheritance — product-specific contract: ofuHakoBoe UMs T10Jis1 He TapaHTHUPYyeT
O/IMHAKOBBIH MOPSAJ0K rpropuTeToB. [1pu uTennu configuration Hy)KHO HUKCHPOBAThH He TOJIBKO
3HaueHue, HO ¥ ero UCTOYHUK: account default, campaign value wiu ad-level override.

[nst ckBo3Horo npuMepa Bo3bMéM EU account subscription app. Agency moayuusia access, HO
owner u billing identity ocratorcs y advertiser. Account ucrosnis3yer EUR u time zone
Europe/Berlin; uMeHHO 3Ta 30Ha OyzeT ucxopHou s campaign schedule. Llens 6u3neca —
T0JIyUHTh HOBbIE OTlJIaueHHbIe TIOAMCKY, OIHAKO CaMa campaign elé Jo/DKHA MPeBpaTUTh 3Ty
Lje/lb B UCTIOJ/IHSIeMble HaCTPOMKHU.

Execution tree: campaign, ad group/ad set, ad u creative

Campaign — BepxHeypoBHeBbil delivery container A ogHoro business intent uiu
cornacoBadHoro flight. OHa 00beIUHSIET HACTPOWKH, KOTOPbIE [TO/DKHBI IeMCTBOBATH HA HECKOTBKO
JlouepHUX TPy U ads: objective, obmue limits, channel/type u apyrue product-specific controls.
Campaign — He IpOCTO Tarka fyisi oT4éTa: eé pause, schedule v orpaHnyeHre MokeT
0CTaHOBUTH /00 M3MeHUTH delivery Bcex descendants.

Ad group v ad set — npomexxyTouHas scope boundary asist rpynmsl ads. Obe cyijHOCTH
OTBEUalOT Ha BOTPOC «Kakue ads pa3zienisioT execution rules?», HO He UMEIOT YHUBEPCATbHO
O/IMHAKOBOM schema:

¢ B Google-like mozenu ad group o6b1YHO 00BeuHSIET Oy3KMe ads U triggering criteria,
Hanpumep related keywords;

¢ B Meta-like Mmogenu ad set o6bp1uHO XpaHuT audience, placements, optimization, bid, budget u
schedule.

[Tostomy ¢passl «targeting Bcerga HaxoguTcs B ad group» wiu «budget Bcerjia 3a1aéTcs Ha
campaign» HeBepHbI Oe3 Ha3BaHMs platform u campaign type.

Ad — ucnonasiemast delivery-egunuija. OHa CBs3bIBaeT parent group, advertiser identity, creative,
destination, tracking u status. Creative oTBeuaeT 3a coo0blijeHHe U assets — text, image, video,
audio, CTA u metadata. Creative Mo>xeT ObITh inline-uacTteio ad Wiu oTAeLHBIM reusable object.
Iaxke ecmu Ul moka3bIBaeT MX OFIHOM KapTOUKOH, JIOTHUECKU 3TO pa3Hble 00OSI3aHHOCTH:

creative: uto yBuOMT user
ad: roe u npum Kakux parent rules 370T creative ucnonHsertcs,
Kynoa BeOéT U B KakoM COCTOSIHUM HaxoouTcs

Ilepenocumasn . .
YpoBennb S Google-like npumep Meta-like npumep
. O6ui intent u Campaign settings, Objective u, 1Ipu
Campaign . channel/type u budget BbIOpaHHO# MogenH,
delivery scope . .
link campaign-level budget
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ITepenocumas

YpoBenn dymcis Google-like npumep Meta-like mpumep
Ad set: audience,
Middle layer prrm{:l ads c shared Ad group: rglatgd ads u pla'cer‘nen'ts, '
execution rules keywords/criteria optimization, bid,
budget/schedule
. . Ad c parent adset_id u
Ad Delivery unit Ad BHyTpH ad group creative reference
OTaenbHbIN
Creative Content u assets Assets/ad content creative id moxert
TepeuncIioyib30BaThCst
Hwke — yuebHOe fiepeBo, a He payload peasmsHOro API:
{
"account id": "acct eu 1",
"campaign": {
"id": "cmp subscriptions 42",
"objective": "APP PROMOTION",
"groups": [
{
"id": "grp us 1",
"label": "US",
"ads": [
{ "id": "ad 7", "creative id": "cr video a", "status": "active"
b
{ "id": "ad 8", "creative id": "cr video b", "status": "active"
}
]
I
{
“id": "grp _de 1",
"label": "DE",
"ads": [
{ "id": "ad 9", "creative id": "cr video a", "status": "active"
}
]
}
]
}
}

Labels US u DE 31ech — Tpor3BO/bHbIe HAa3BaHKs execution scopes BHYTPU 0IHOTO account: label
cam 110 cebe He 3aJjaéT targeting ¥ He 03HauaeT, UTO PETMOH 00s13aH COBMAZAThL C TPAHUIIeH account.
[TpaBua nmoctpoeHus audiences OTHOCSATCS K C/ieflytolLet iaBe. cr video a HMCMOMb3yeTcs ABYMsI
ads: content obmwmii, Ho ads UMerOT pa3Hble parents, IDs, status ¥ MOTYT BeCTH Ha pa3Hbie
destinations.

Wepapxus Takke o0bsicHsieT effective behavior. Eci ad 7 HacTpoeH Kak active, HO parent
campaign paused, rokassl He HauHyTcsl. Eci campaign 3agaét o6uyto URL-HacTpoiiky, ad MoxxeT
yHacsie/1oBaTh e€ Wiy Tiepeorpe/ie/iuTh TaM, re product 3To paspelaet. UteHue iepeBa CBepXy
BHM3 IOKa3bIBaeT 00I1j1e constraints; 4yTeHre CHU3y BBepX — TOJHbIM HabOp HaCTpoeK, peanbHO
JIeMCTBYIOLMX Ha KOHKPeTHbIH ad.

Ot business intent Kk npaBu/IaM BbI0Opa MoOKa3a
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IlepeBo CO0OII[aeT, T7ie XXKUBYT HACTPOUKH. [IpUUMHHAs 1Ier0YKa 00BbSICHSIET, 3aUeéM OHHU HY>KHBbI:

business objective
- optimization event / performance goal
eligible audience u placements
bid strategy
budget + schedule
delivery
tracking signals u nepexopg B destination

{

L A

st subscription app 3Ta Lieroyka MOKeT BBITVISiZIeTb TaK:

pocT uucna paid subscriptions # business outcome
- App promotion unu Sales # campaign objective
-» install, 3atem paid subscription # optimization event
- geo/device/audience rules u exclusions # targeting
- feed, video unu in-app inventory # placements
- maximize conversions c¢ target/control # bid strategy

Ha3Banus App promotion, Sales u goctynHbie combinations product-specific u MeHsitoTCs CO
BpeMeHeM. 3HaueHHe uMeeT He label, a mepexop oT »enaemoro business outcome kK Hab/rOqaeEMOMY
signal u npaBuiam delivery.

Objective u optimization event

Campaign objective — high-level business intent unu setup guidance: awareness, traffic, leads,
app promotion, sales. Platform mMokeT Ha ero 0CHOBe Mpe/JIOKUTL campaign types, features u
defaults. Objective He 00s13aH OBITH COOBITHEM, KOTOPOE Optimizer HeMoCpeCTBEHHO
TIpe/iCKa3bIBaeT.

Optimization event, wu performance goal, — Ha6/onaembIii result, BeposiTHOCTB WK value
kotoporo delivery system cTapaeTcsi yBeJIMUUTb. DTO MOXKeT ObITh impression, click, landing-page
view, install, purchase wiu conversion value. KoHKkpeTHasi conversion action 3a/1aéT, kakoe tracking
event cuutaeTcs BpIOpaHHBIM input 151 bidding v/ reporting; HekoTopble products rpymmypyroT
HEeCKO/bKO actions B conversion goal 1 pa3nuuaroT primary 1 secondary events.

I'my6okoe cobwiThe Bpoje paid subscription 6/mke K business value, HoO He aBTOMaTUUYeCKH Jiyullle
[uist optimization. OHO MOKeT OBITh peIKUM, 3aZiep>KaHHBIM WM HeHaZIEKHO Tiepe/iaBaThCs U3 event
source. Install Bo3HMKaeT paHbllle U Yaille, HO SB/SIETCS JIUIIB ProxXy [/1s MoANMUcKy. Beibop Tpebyer
Jl0CTaTOuHOrO signal volume 1 KOppeKTHOro measurement; aaroputMudeckuii trade-off
paccMaTpuBaeTcs B 171aBe 7.

Cnoi configuration Bomnpoc Subscription-app npumep

bonbiiie HOBBIX paid

Business outcome YTO /10/DKEH MOMyunTh O13HeC? L
subscriptions

. " Kakoit o0muii intent cooO1én  App promotion wiu Sales, B
Campaign objective
platform? 3aBHCUMOCTH OT product
oo Kakoii signal Bnusiet Ha delivery CHauana install, mo3xe
Optimization event . . -
decisions? paid subscription

Kakwue coObITHSI BOOOII[E

Tracked events Install, trial, purchase, renewal

Hab/roarTCs?
. Kak policy nepeBoautr goal u ~ Maximize conversions ¢
Bid strategy . .
constraints B bids? 3aJjaHHbIM control
Billing basis 3a kakoe qualifying event Hanpumep CPC; basis n3BectHa
BO3HMKaeT charge? 13 contract 1 He obsi3aHa
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Cnoii configuration Bonpoc Subscription-app npumep
COBIIa/aTh C optimization

Tracking moxxeT cobuparh yeThIpe events, ToKa /JI/1s1 optimization BeIOpaHO To/bKO ofHO. Billing
basis, kak Moka3aHo B mpeAblyliel 71aBe, 3a7aéTcsi oTAenbHO. [ToaTomy label subscription
campaign HMYero He Joka3biBaeT o billable event.

Targeting u placement

Targeting ornpezensiet eligibility rules u inputs delivery model: kakue opportunities, users uau
contexts ZOMyCTUMBI JIMOO TipeAinouTuTebHEL. Ha 0630pHOM ypOBHe 3TO MOTyT OBITh geo, device,
context, audience/keyword criteria u exclusions. Victounuku audience data, identity u privacy
paccMaTpyBaroTCs B I71aBe 6.

Placement oTBeuaeT Ha JIpyroi Borpoc: B Kakom media environment u slot pek/siama Mo>xeT
nosiBUThCs. [Ipumepsl — feed, stories, search results, video pre-roll, in-app banner v rewarded
slot. Placement cBsi3aH c eligibility creative format, Ho camu formats, assets u compatibility
noApobHO pacCMaTpUBAIOTCs B T/1aBe 8.

Ocob I'’maBHBIN Bonpoc ITpumep orpannueHust
Ins Kakux Geo DE, mobile devices,
Targeting opportunities/users/contexts keyword category, audience
BO3MOKeH MOoKa3? exclusion
Feed, search results, in-a
Placement I'ne imeHHO BO3MOJKeH TT0Ka3? ’ ’ PP

rewarded slot

API moxeT XpaHuTh placements BHyTpH 00BeKTa C Ha3BaHUEM targeting; 3To nesting
KOHKpeTHOro product, a He JloKa3aTe/bCTBO, uTo audience 1 placement — oJjHa KOHLIETILIMS.
Opportunity Ao/pKHA IPONTH OrpaHUUeHst 06erx ocef.

Bid strategy

Bid strategy — policy, koTopasi mepeBouT optimization goal u orpannuenus B auction bids.
Strategy MOXXeT CTPEMHUTBCS MAaKCUMHU3UPOBaTh conversions, value uiu gpyroi result ¥ yuuTbiBaTh
target mbo cap. 37eCh BayKHO pa3/iesiTh YeThbIpe CYI[HOCTH:

bid strategy = npaBuno NPUHATUA pelEHUN

strategy target/cap = napameTp wnm orpaHuyeHue policy
actual bid = pelweHWe 0N KOHKpeTHOM auction opportunity
price/charge = pe3ynbTaTt auction u billing contract

OpuH urcioBoi target CPA He siBasieTcs actual bid, a actual bid He onpegensiet billable amount
cam 1o cebe. Kak Berumncsisitorcs bids, pacnipenensiercs budget v paboraet pacing, pa3oupaeTcsi B
iase 7.

Wtak, objective He paBeH optimization event; placement He paBeH audience; strategy He paBHa bid
amount. OTH pa3/WYus TIO3BOJISIFOT TIPOYMTATh campaign configuration 6e3 ioKHOTO

nipeanonoxenusi, uto oguH Ul label ogHOoBpemeHHO omnuckiBaeT business goal, delivery signal u
JIeHbI'U.

Pecypcol 1 Bpems: budget u schedule
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Iaske npaBU/IbHO BbIOpaHHast decision policy melficTByeT TOMbKO BHYTpH resource U time constraints.
Budget orpannuuBaeT J0CTYyIHbIM spend Ha 3aZjlaHHOM scope U time basis. OH He rapaHTHpyeT
inventory, conversions, paBHOMepHbII pacxo/ WX TOUHbIM invoice amount.

PacripocTpaHeHs! Be BpeMeHHbIe semantics:

e Daily budget 3aaét qHeBHYy10 basis. KonkpeTHbiii product ornpesesnsiet, sBasieTcs i
3HaueHHe )KECTKUM KaJleHJJapHbIM cap, average daily target uiy uHol (popMoi1 orpaHuYeHus.
o Lifetime, campaign-total v flight budget orpanuurBaeT spend 3a Bech interval.

Scope Takxke pasnnuaercs. Budget MoxkeT mpuHasiexxaTb campaign, 6bITh shared mexy
campaigns UM 3aiaBathcsi oTAebHBIM ad set. TIpu campaign-level allocation cuctema
pacrpeziesnisieT ob1uii pecypc Mmexkay children; nmpu ad-set budgets y Kaxx10t rpyTinbl CO6CTBEHHBIM
limit. Hu ogHa Moziesib He yHUBepCasbHa.

Setting Bo3moxxHasi scope Unit/basis o Hero e
orpaHNuYMBaeT rapasHTupyer
OpavHaKOBbBIU
Daily budget Campaign wiu ad Currency per day ,Z[OCTYHHBIKI spepd spend KaK/IbIi uac
set Ha IHeBHOM basis uu JeHb Bo Bcex
products
Campaign umu ad CoBOKyNHEI PaBHOMepHOe
Lifetime budget paig Currency per flight spend g0 end p
set ! JlefieHue TI0 THSIM
condition
" DUKCUPOBAHHYIO
Shared budget HeCKOJ_IbKO Currerulcy Ha OO6mwmii pecypc B ——
campaigns ob1mii pool TPYTIITbI .
child
Currency per - .
Bid target/cap Strategy scope predicted/result Decision policy  Total spend u

it vnu bid constraint 4yucio pe3ynsTaToB

B ckBo3HOM mprMepe campaign rosydaet yuedHsbii lifetime budget €700 Ha cemuaHeBHbIH flight 1
cozlep>xuT fBa ad sets. Hesib3si aBTOMaTHueCKH 3amucaTh €100/day: JOoCTyIHbIe opportunities u
allocation MOryT MeHSITbCS, a pacing MOXKeT pacrpeziensaTb spend HepaBHOMepHO. Henb3s Takke 6e3
product configuration 3ak/1H0UMTb, YTO KaXK/bIi ad set Oy4yuT €350.

Schedule, unu flight, 3agaét Bpemennyto eligibility:

e start 1 end;
e account time zone, B KOTOPO MHTEPIIPETUPYIOTCS [IaThI;
e 1ipu nofjiep>kke product — dayparting, To eCThb 0MyCTAMBIe THU HeJle/I U Yachl.

configured status = enabled
start = 2026-09-07 00:00 Europe/Berlin
end = 2026-09-14 00:00 Europe/Berlin

o start campaign MoxkeT 6bITh enabled, Ho umeTs effective status pending u He ocTaBAATH ads.
[MTocsne end oHa craHoBUTCs ended/completed, faxe ecu YacTh €700 He roTpadeHa. Dayparting
criocobeH cenath campaign BpeMeHHO ineligible BHyTpu aktuBHOTO flight. Budget, schedule u

status paboTaroT COBMECTHO: pa3pellieHHe oreparopa Heo0XoAUMO, HO HeJOCTAaTOYHO JI/Is TT0Ka3a.

Kyja npuxoaur user M 0TKy/id CUCTeMa MoJiy4yaeT CUTrHAJ/IbI
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Campaign cBsi3bIBaeT /iBa pa3HbIX MapIIpyTa: User J0/bKeH nomnacTsb B destination, a measurement
systems — moyuuTh identifiers u events. DT MapIIPyThl MOT'YT TlepeceKaTbCsi, HO He 00si3aHbl
COBIIA/|aTh.

Landing page, destination muiu final URL — niepBas 1jesieBasi 10BepXHOCTb [10C/Ie interaction:
web page, App Store/Google Play listing mi60 deep link B app. 3To uacTh user experience u product
path, a He tracking record.

Tracking settings — configuration observability. B Heé MoryT BXoguTh:

e campaign, group u ad IDs;

e URL parameters, macros, tracking template u final URL suffix;

¢ pixel, app SDK, server-to-server integration unu MMP kak event source;

e BbIOpaHHbIe conversion actions;

e attribution configuration boundary, Hanpumep ucrosnbs3zyemoe platform rule/window.

Attribution mechanics, mobile privacy, postbacks u discrepancy analysis 31ech He
pPacCMaTpPUBAIOTCST; BaXKHO YBUJIETD, [Jle campaign ¢ HUMHU COeIUHSIETCH.

user path:
ad click -» final URL / store listing / deep link

measurement path:
click ID + campaign/group/ad IDs - platform wu/unu MMP
install - trial - paid subscription events - reporting/optimization

Yuebusbiit URL moxeT nepeziath BHyTpeHHMe identifiers:
https://example.com/app?campaign_id=cmp_ subscriptions 42&ad id=ad 7

Wmena napameTpoB He siB/sitoTcs industry standard. Platform macros MoryT nogcraBnisth
taktruueckue IDs B MmoMeHT click; destination wiu analytics 3aTeM coxpaHsieT uXx fijis mapping.
Tracking template yripaBisier measurement path, Ho He siBnsieTcst landing page.

Google Ads npenocrasnsiet product-specific npumep paszaenenus myteii: npu parallel tracking user
Harpasysietcs K final URL, a click measurement BbirosiHsieTcst B (hoHe. DTO WITIOCTPUPYeET 0OIHiA
TIPUHILIUI, HO He TapaHTUPYeT Takoe ToBefieHre B moboii platform, browser, app unmu MMP link.

Inst subscription app ad c creative id=cr video a obeljaeT premium-QyHKIHUN U BeIET HOBOTO
user B store listing. [Tocne install SDK v MMP peructpupyer install; backend no3gHee moxxet
niepesiath trial u paid subscription. Yto6s1 platform ucrionp3oBana subscription gst optimization,
He/[0CTaTOYHO BUJETh 3TO COObITHeE B analytics: Hy)KHasi conversion action f0/mkHa ObITE KOPPEKTHO
mapped u BeIOpaHa B campaign configuration.

IIpoBepka

Creative promise Destination Hab/mogaemsiii event
COIVIaCOBAHHOCTH

«ITompoOyiiTe premium Store listing 7151 HOBBIX Listing onuceiBaeT TOT

Install, 3aTem trial

7 mHei» users ke product u offer
«[Tpomo/mxure Deep link gyis installed Subscription-start Deep link oTkpbiBaeT
HaCTPOMKY MOANWCKU» app screen view 0)KU/laeMbIi1 state
. Landing- i RL Bezét Ha HYXH
«CpaBHuTe I1aHbI» Web pricing page anding-page view, u GACT Ha Ay KHYIO
purchase locale/currency version

Ota semantic alignment Busier Ha noHuManue flow, Ho landing-page optimization u CRO
OTHOCATCS K APYTUM TeMaM.
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MMP Takke He nosyyaet campaign hierarchy marnyecku. Platform, tracking link u MMP nomkHbI
cornacoBatb mapping IDs u event names. Hannuue ad_id 6e3 parent mapping He BOCCTaHaB/IMBaeT
account/campaign/ad-set relationships aBromarruecku. I Hao6opoT, KoppekTHast hierarchy B
platform He moka3sbiBaeT, uTo downstream event source rnepefaét Hy>kHble identifiers.

Lifecycle 6e3 10)kHOM JTHHEHHOCTH

st mepBoro 3HakoMcTBa lifecycle yno6Ho 3arioMHUTE Kak:
draft -» learning - active - paused - completed

Ho sT0 MHeMOHUKa, a He yHUBepcasbHasi MHelHas state machine. OHa cMelMBaeT COCTOsTHUE
configuration, pa3pemenue delivery, schedule 1 coctostHue optimizer. PeanbHblil 00beKT yyuliie
OIKChIBaTh BEKTOPOM COCTOSIHMIA.

¢ Draft: configuration emié He onybkoBaHa. B HekoTopbix systems draft cyiiecTByeT To/bKO
B Ul unu client u einié He siBsisieTcs server-side campaign.

¢ Learning: delivery/bidding model cobupaet evidence rocsie 3amycka v material change.
[Toka3ssl 1 spend B 3TO BpeMs1 ke MOTYT IIPOUCXOUTh.

¢ Active/enabled: onepatop pa3peiunn delivery. ®akTruueckue Mokasbl JOMOJTHUTETHEHO
3aBUCST OT parent, review, schedule, budget, errors u Hanuuus eligible opportunities.

¢ Paused: oneparop ocranosun delivery. O6pI9HO 3TO 0OpaTHMBIiA TIepexo; resume He
C03JaéT HOBYIO campaign.

e Completed/ended: nHactynuna end condition, yaie Bcero schedule end. Object, reporting u
history o6bI1UHO cOXpaHsSIFOTCS; 3TO He synonym deleted.

draft - publish - pending/review - eligible delivery
v learning - stable delivery
active/learning « paused
active or paused - end condition - completed/ended
material edit - learning again

Crpenka learning - active BBOAMT B 3a0yxaeHue: learning MoOKeT OBbITH TIOZI-COCTOSTHUEM
active delivery, a He TIpe/jIIeCTBYIOIMM 3allpeTOM ITOKA30B.

Och Kto nm uto eé Bo3MmoxHbIe ITpumep opgHOro
ompepeser COCTOSIHMSA MOMeHTa
Configured status Operator/API Draft, enabled, paused, Campaign enabled

removed
Platform nocne Bcex ~ Pending, eligible, not

Effective delivery status constraints delivering, ended Ad set eligible
. . Pending review,
Review/issues Policy u technical approved, limited, Ad approved
checks .
rejected/error
. o Learning, stable, Strategy/ad set
Learning status Optimization subsystem limited data learning

B Google-specific npescraBnennu campaign MoxkeT umeTsb status Eligible, a bidding strategy
ofiHOBpeMeHHO — Learning. B Meta-specific npescraBnenun active ad set MOYKeT HaXOJUTHCS B
learning phase. Labels u exact rules pa3nuuatoTcsi, HO TlepeHOCUMbII BBIBOJ, OAMH: O/IHA KOJIOHKA
status He ommckIBaeT BCé operational state.

H3meHeHHe campaign ¥ NoBTOPHbIH learning
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o v3MeHeHus1 CKBO3HOM ad set omTuMu3upyeTcs 1o installs:

configured: active

schedule: eligible

review: approved

optimizer: stable on install event

Advertiser meHsieT optimization event Ha paid subscription u oOHOB/sET creative Tof
subscription offer. ictropuueckue installs u peakiuu Ha cTapblii message y»ke He TO/THOCTbIO
OMUCHIBatOT HOBYHO configuration. Platform moyket BepHyThb optimizer B learning, nmpogosmkas active
delivery:

configured: active

schedule: eligible

review: approved wnu pending pna HoBoro creative
optimizer: learning on paid subscription event

Meta, Haripumep, OTHOCUT U3MeHeHus targeting, creative, optimization event, coctaBa ads u bid
strategy K BO3MOXKHBIM significant edits; BiusHue budget change 3aBucur ot product rules u
Macmitaba. OTOT CITMCOK Hesib3si mepeHocuTh Ha Google Ads, DSP umm ad network, a thresholds u
duration Hesib3s1 CUMTaTh TIOCTOSTHHBIMU. O011[ast MPUYMHHAS CBSI3b JIUIIH TaKOBA:

material configuration change
- npexHee evidence xyxe onucbiBaeT HoBble decisions
- optimizer cHoBa cobupaeTt evidence

Pause He 00s13aH npeecTBoBath completion. Campaign MoskeT 3aBepIinThCst 1o end date ripsiMo
u3 active delivery, a paused campaign crocobHa ocraBaTbcsi paused [0 pyyHOT0O resume Wid BCé
paBHO nepeiiTu B ended npu HacTyruieHuu end condition.

Kak unrarsb /1100y10 campaign

. KTo Bnazeet ad account, KTo MMeeT access 4 Kakue currency/time zone /jeiiCTBytOT?
. Ha kakom object level HaxoauTcsi Kaykjasi HaCTpOMKa U KTO eé HaceayeT?

. Kakoi1 business objective 3asiB/ieH 1 Kakoii optimization event peajibHO BbIOpaH?

. Kakue targeting rules u placements onpezensitor eligibility?

. Kakas bid strategy BriOpaHa 1 Kakue target/cap OTHOCATCS K HEH?

. [ne 3aganbl budget u schedule, kakoBa ux scope u basis?

. Kakue IDs, URL settings u event sources obpa3ytor tracking path?

. Kyza norniagiaet user rocsie interaction?

. KakoBnl configured, effective, review u learning states npsimo ceiiuac?

OO UTEA, WN -

C ueM 3T0 4acTO NyTAKT

¢ Account He paBeH advertiser company. 3to product/access/billing boundary; manager
account aéT 0CTyT, a He Aobasnset delivery level.

o Campaign He siIB/IfeTCA TO/JbKO NMAaNKoM. Parent settings u limits MensitoT behavior children.

e Ad group u ad set He siBisiloTCs ogHUM universal schema. Vx posns middle layer moxoxa,
Ho nosis1 vendor-specific.

e Ad He paBeH creative. Creative cofiep>KUT message/assets; ad cBsi3bIBaeT ero c parent,
destination, tracking u status.

¢ Placement He paBeH audience. Placement oTBeuaeT «rze», targeting — «Z/151 KaKux
opportunities/users/contexts».

e Objective, optimization event, tracked conversion u billing basis He 00s13aHbI cOBNIaJjaTh.
9Tt0 pasHele configuration u contract layers.

¢ Bid strategy He paBHa actual bid. Strategy — policy; bid — ogHO KOHKpeTHOe peliieHUe.
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10.

Budget He o6emaet spend umu result. Oto resource constraint, a He forecast u He invoice.
Enabled He o3nauaet delivery npsimo ceituac. Parent status, schedule, review, budget,
errors u eligibility MOryT ocTaHOBUTb TTOKa3bl.

Learning He 03Hauaer inactive. Optimizer criocob6eH aZianTpPoOBaThCs BO BpeMs active
delivery.

Pause He o3Hauaet completed. Pause o6patum; completion o6b1uHO ciieayeT end condition.
Tracking URL He aBasercsa landing page. Measurement path u user path pematoT pasHbie
3ajaumn.

Bd)XHO 3dIIOMHHUTD

. Campaign hierarchy — mopesnb scope u inheritance, a He ejuHas MeXriiaT)opMeHHast

schema.

. Ad account 3azaét administrative boundary; campaign nepeBogut ofuH intent/flight B o61rme

delivery rules.

. Ad group/ad set rpyninupyer ads c shared execution rules; TouHoe pacrionoXxeHue mojei

3aBUCHUT OT product.

. Ad siBnsietcs delivery binding, creative — content; ofilH creative MO)keT UCII0/Ib30BaTbCs

HEeCKOJIbKUMU ads.

. Objective ommmchiBaeT obmuii intent, optimization event — Habmoaembiii signal aist

decisions.

. Targeting orpaHnyMBaeT j0MycTUMBbIe opportunities, placement — media environment u slot.
. Bid strategy, strategy target, actual bid u billable price — pa3Hbie 00BeKTEI.
. Budget u schedule orpanrunBaroT pecypc 1 BpeMsl, HO He TapaHTHUPYIOT paBHOMepHbIN spend

WA pe3y/ibTaT.

. Destination BefiéT user; tracking settings cBsisbiBatoT IDs 1 event sources ¢

measurement/optimization.
Operational lifecycle Hy>kHO uMTaTh Kak HeCKO/TBKO oceif: configured, effective, review u
learning status.

IIpoBepbTe cedn

. Campaign umeeT objective App promotion, onTuMu3MpyeTcs 1o paid subscription,

otcaexxuBaer install, trial u subscription, a billing basis — CPC. [Touemy 3Tu 3HaueHus He
MpOTUBOpEeYaT JpyT Apyry?

. Ad HacTpoeH Kak active, Ho He roy4aet impressions. Kakue parent, schedule, review,

budget u eligibility states Hy>kHO TpOBepHUTH?

. [Touemy n3MeHeHHe optimization event c install Ha subscription MokeT BepHyTb Optimizer B

learning, He meHss configured status active?

. Kakue settings BbI 0)kp/jaimu Obl pa3zie/TUTh MEXy AByMs ads ¥ KaKre — XPaHUTh OT/Ie/TbHO,

eCJIM OHM UCTIONB3YIOT OJJMH Creative, HO BeyT B pa3Hble regions u destinations?

Sources and Further Reading

1.

2.

3.

Google Ads Help — Account, campaign, and ad group performance u Google Ads APT —
Campaigns overview — Google-specific hierarchy u campaign resources; pacronoxeHue
T0JIeli 3aBUCHT OT campaign type u API version.

Meta Marketing API — Basic Ad Creation — oT/ie/ibHble campaign, ad set, creative u ad B
Meta Graph API; sto vendor schema, a He oTpacneBoii standard.

Google Ads Help — About campaign objectives u About conversion goals — distinction
mexxay high-level objective, conversion goals/actions 1 ux ucrnonb3oBaHueM B bidding.
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https://support.google.com/google-ads/answer/2404036?hl=en
https://developers.google.com/google-ads/api/docs/campaigns/overview
https://developers.google.com/google-ads/api/docs/campaigns/overview
https://developers.facebook.com/docs/marketing-api/get-started/basic-ad-creation/
https://support.google.com/google-ads/answer/7450050?hl=en
https://support.google.com/google-ads/answer/10995103?hl=en

. Meta Business Help Center — About performance goals — product-specific cBsi3b objective,
performance goal u Heo6xoUMBIX signals.

. Google Ads Help — About tracking in Google Ads — tracking-template inheritance, final
URL settings u parallel tracking kak Google-specific implementation.

. Google Ads Help — About campaign statuses 1 Google Ads API — Bidding Strategy Status
— separate operational u learning statuses B Google Ads.

. Meta Business Help Center — About the learning phase, Significant edits and learning phase
1 Meta Marketing API — Budgets — Meta-specific learning, significant edits, daily/lifetime
budgets u scheduling behavior.
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https://www.facebook.com/business/help/355670007911605
https://support.google.com/google-ads/answer/6076199?hl=en
https://support.google.com/google-ads/answer/1722131?hl=en
https://developers.google.com/google-ads/api/docs/campaigns/bidding/strategy-status
https://www.facebook.com/business/help/112167992830700
https://www.facebook.com/business/help/316478108955072
https://developers.facebook.com/docs/marketing-api/bidding/overview/budgets/

