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ADMIXER DSP

For in-house programmatic buying management
Create your own MediaMix for branding campaigns




X ADMIXER

Agencies’ biggest challenges

Advertising agencies grapple with a host of
challenges and pain points that demand
strategic exploration of optimal resources for
programmatic management.

« Centralizing programmatic buying across
advertisers and channels, including Web, In-app,
CTV, and DOOH.

« Lack of transparency in the programmatic supply
chain. Struggle to fully understand where their ad
spend goes and lack of capability to integrate own
supply partners.
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« Lack of quality in the inventory available and

accurate forecasting capabilities when engaging
in media planning. Lack of flexibility in consistently
accessing various curated inventories that align
with specific campaign requirements.

Managing their own data chain, developing a
proprietary DMP through in-house data and
collaboration with local or global data providers.
Preparing for the end of the third-party cookie era.

Lack of adaptability. Consistent need in custom
development of priority features in order to cover
the increase needs and meet actual market trends.



Platform capabilities
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Maximize profit, increase operational control, and satisfy advertiser's needs
in a transparent and controlled media buying.

1. Transparent supply stream

Access big variety of inventory from selected Supply Partners and
directly integrated sites of different verticals. Easily connect your own
supply. SPO functionality: the ability to choose the best purchasing
path.

2. Inventory forcasting for media planning

Granularity when planning a campaign: inventory overview by geography
down to the list of settlements, to specific audience segments, to apps/
domains, etc. Forecast of impressions, uniques, viewability and price,
audience profile etc.

3. Advanced Targeting and Optimization

Apply precise targeting to accurately reach the target audience based
on various criteria, maximize the campaign performance through

ongoing optimization in real time.

4. 1st party data management and activation

Use the integrated Admixer.DMP to manage audience segments at ease.
Segment your 1st-party audiences and reach them in the global
marketplace. Prepare for a post-cookie world with Admixer Identity
solution and Google Privacy Sandbox adaptation.

5. High impact creative formats for launch

Increase engagement by using high-impact creatives formats and sizes.
Attract the audience with standard and animated display, video, native,

mobile, and non-standard formats.

6. Extended reporting and analytics

Check end-to-end analytics and get real-time reports at each entity
level, including advertiser, campaign, profile, creative, audience group.

Fuel the marketing decisions with relevant data insights.



In-house DSP

We at Admixer help agencies to
create their own mediamix
across channels and clients.
With Admixer DSP you can
create new Added Values for
your clients, keeping in-house
total control.
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Inventory Marketplace

1. MediaMix: Your transparent supply stream

A self-service approach to help advertisers effectively

purchase audiences across all digital media

e Deliver omnichannel performance.
Environment types: Web, In-app, CTV,
DOOH.

e Acquire inventory through various
Programmatic buying types: Open Auction
or PMP, and PG with Admixer Partners and

own direct Publishers or Supply Partners.

* Have complete flexibility in selecting the
inventory products: Use of by default RON
and Direct Products or request Curated
products with a specific necessary
inventory for you.
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Direct publishers
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Establish direct connections with publishers,
bypassing supply chains and intermediaries

Seeking more than what our Marketplace offers?

Collaborate directly with any publisher and The programmatic way: You hop over your own DSP and reach out
establish a deal on your own, integrating it within directly to publishers (or their SSPs) landing preferred deals with the best
the DSP. Integrate your inventory, enriching the ROI. You get the full understanding of who's touching your ad dollars
marketplace with what exactly you need. removing as many touches as you possibly can.

Direct Publisher Admixer SPP Your In-house DSP



Supply Partners

Buying traffic from 50+ Supply Partners,

your campaigns reach

Choose from a myriad of inventory sources. Easily launch on large-
scale Direct Publishers and Supply Partners available within. With
Admixer, you keep your clients, campaigns, and analytics in just one
place because you can combine all that you need.

v Efficient and Direct: Our DSP optimizes the supply
chain by prioritizing direct engagement with supply
partners and publishers, streamlining acquisition, and
maximizing advertising value.

Source: Pixalate, Seller Trust Index, March 2024

scaling

'BI1D
SWITCH:

@ admixer.com

¢/ ADCOLONY  PubNative D,r'; &anfmz

Hl Fyber Rakuten Viber Mintegral

Google truecaller dailymotion
INfNMOBI]  étinder smaato

mObeX, E ironSource

Admixer Secures Third Place according

* to the Pixalate Trust Index Top.



Predict Inventory ® admixer.com

2. Inventory forecasting for accurate media planning

Make data-backed inventory predictions based on
various KPIs and dimensions to apply for forecasting

Basic KPls CPM

T
Filters Viber Rakute Rakuten MainChat Native
. . ° . ° . . 60%
e By leveraging various metrics, and dimensions,
Viewability o CPM Available Impressions Unigque users X ;:
) : 93,773,871 12,203,514 EUR 01 02 03 04 05 06 07 08

such as country, domain, segment,

65 100 2,5 The main chat format seamlessly integrates into the chat list on mobile, positioned within the first and most

frequently visited screen, it appears alongside the user's private chats. The advertisement adopts the appearance

e nVi ro n m e nt, d eVi Ce ty p e, Cate g O ryl Ca rri e r[ of a friend's message, complete with an avatar and text. Creative technical specification

. Geo
language, etc, accurately predict the
Domain v
performance of their ad placements and eomen . .

fo rm ats ° Environment Available Impressions  Unique users Available Impressions  Unigue users

Device Type e Ukraine 56,331,150 7,862,931 @ Poland 1,853,664 280,295

* |Inventory forecasting modules process real- os o Voongo  romme e

® NMoldova 4,233,066 441,240 Georgia 837.918 228,975

time data to adapt forecasts dynamically. Browser

Connection Type

e Designed to handle large datasets efficiently s .

® United States 2,645,051 461,178 Canada 689,239 124,201

to scale with the increasing volume of ad Creative Size Category -

Creative Template J—

° . o . .
Impressions and dlverse Inventor S e
P y-

Category ® Hobbies & Interests (IAB9) (IAB9) 93,773,871 12,203,514

Language e Automotive (IAB2) (1AB2) 55,670,790 8,921,245

Carrier e Technology & Computing (1AB19) (IAB19) 27,909,670 3,301,050

e Internet Technology (IAB19-18) (IAB19-18) 27,909,670 3,301,050

CLOSE
® Cell Phones (IAB19-6) (IAB19-6) 27,909,670 3,301,050

MORE INFO
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Targeting audience

3. Advanced targeting and optimization models

Deliver advertising campaigns only to the target audience,
ensuring relevant messages in the relevant touchpoint

Q Q
IAB 2 Allowed Category -1 (] &
Arts & Entertainment (IAB1) v % Business (IAB3), Advertising (IAB3-1) X
e Geo targeting: Local and Hyperlocal o
° ° . . ¢ Settings @-5{ Targeting % Collecting Audience G Linked Creative (Adltem) « Bid settings ot Performance Sel Career: s (IAB4) v o
e Domain and URL targeting: Black and Whitelists )
Targetings Ga Geo . » )
e Supply Chain Targeting - .
e Deal ID targeting: from SSP Partner M L
© Viewabiity Home & Garden (IAB10) . o
o Category targeting: IAB Categories. @ o .
e Audience groups: 1st and 3 party data = S .
[0 Environment
e Environment targeting: Web andInApp. Q oevee i g

== Operating System

D Browser

“= Connection Type & Carrier

e Device targeting: Manufacturer, Brand, and even
Model.

EIF’

D Screen Resolution

e Operating system: Include or Exclude

..........

 Browser Targeting: Include or Exclude

e Connection Type and Carrier: Internet provider

SHOWALL PINS  fpais ‘_-’r \ \\ MARK LOCATION
A A=A

\\ " == | eaflet

e Language Targeting, etc.



Optimization within campaigns ® admixer.com

Various optimization models are employed to maximize the
effectiveness of ad delivery and achieve specific campaign goals.

Tailor the optimization model to align with the specific objectives of the
campaign, through dynamic adjustments, and real-time monitoring.

e Viewability Optimization: exclude requests from the Profile Bidding
inventory Wlth a Vlewablllty rate belOW the predeﬁned Opportunities Profile opportunities Filtered profile opportun Bid in Auction Lost bid Won bid Impressions
threShO|d. 4,612,163,462 142,544,132 132,189,511 10,354,621 6,996,866 3,357,755 1,635,581
TO0 K Dec 5

e Inventory Quality Optimization: filter out . ® Bid in Auction 396,050
. . . ) 400 | Lost bid 97,956
underperforming traffic, blacklist underperforming . \_/";"fﬂ @ Won bid 298,094

I:.

sources, enhancing the overall quality of impressions. o | © ‘mpressions 129,664 e ="

o __J TR _J ___|_ ® Opportunities 206461832 J I} | | UL Ul il B B W B U M B W

® CPC’ Viewable impressions COSt, Comp|eted View " Dec1Dec2Dec3DecdaDecs @ Profile opportunities 5,417,031 4 Dec 16 Dec 18 Dec 20 Dac 22 Dec 24 Dec 26 Dec 28 Dec 30
@ Filtered profile opportunities 5,020,981
Cost Optimization: pay the optimal price, MORE INFO
maintaining cost-effectiveness, through dynamic bid
adjustments
Optimization @

Target Price

Siiaaln ST M Max
Clicks 0,05 25

eeeeeee

Completed View

Viewable Impression

CANCEL SAVE
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Go beyond mere impressions and delve into the subsequent actions
users take before and after clicking the advertisement

Tailor the optimization model to align with the specific objectives of

o . . . . . Video
the campaign, through dynamic adjustments, and real-time monitoring.
Impressions First Quartile, % Second CQuartil... Third Quartile, % VTR, %
290,308 94.10 66.87 59.93 56.84
WK o o Novi2 TET T T LT
Performance tracking enables experimenting with 40K ® Impressions 40,818

® First Quartile, % 94.6 Pt o——0—O0—0—0—yp

d oth | Tracking is i | ® Second Quartile, %  64.6
and other contextual moments. Tracking is instrumenta SR s

in identitying underperforming campaigns and o ® VTR, % 54.16 I_I_I_I_I_I_I_I_l
0

various user reach scenarios, different sets of creatives, K

20 K

imp|ementing necessary Changes. Mov 10 Nov 12 Nov 14 Nov 16 Nov 18 Nov 20 Nov 22 Nov 24 Nov 26 Nov 28 Nov 30
The methods available for performance tracking: Performance WORE TNFO
* In-dashboard tracking, which requires no integration, S conversions CR, % e
_ o . . 7,390 1786 24.16 0.57
focusing on monitoring user behavior before the click 400
interaction. 300
e Tag Tracking Integration, specifically designed for 200
tracking user interactions after the click. (o0
® Monitoring through mobile traCking SyStemS such as B
Dec1 Decd4 Dec/ Decl10 Dec13 Dec16 Dec19 Dec 22 Dec25 Dec 28 Dec 31

Appstlyer, Singular.

MORE INFO



Audience Management ® admixer.com

4. 1t Party data management and activation

DSP has a built-in comprehensive DMP which helps advertisers
to keep addressability in their campaigns and includes:

DMP
: N
Aud Tag M
J 5 activate 1st party data) User Graph Party Privacy Sandbox

ad campaigns data collection)

Build audience groups based on user profiles and behavior on the site and application, and during advertising campaigns
based on event types. Onboard data from CRM, CDP, and CMS systems in the platform, and intersect audiences. Obtain
1st party identifiers from the supply side, ensuring a comprehensive integration of data from multiple sources.



Multiformat solutions @ admixer.com

5. Create highly engaging ads and run
non-standard campaigns

Engage the audience with standard and animated
display, video, native, mobile, and WOW formats

ALG Flip Expand ALLC Waather banner

e Ready to use templates
Create effective ad creatives based on the templates from the

Admixer gallery or other Creative Platform.

. — Aperal Branding HTMLS i
e All creative formats _ ' 1 . mamdd
. . . . ) e v gmenroawirecllpazom 1 |
Choose among display, video, branded, rich media, and in- S P IF o = | ﬁ et
o || [ ¢ ! | - ey
app formats L - }! -
| & ; E

]

[
W
.

I

 Dynamic creative optimization
Use built-in and 3rd-party tools to adjust the creatives on the

fly

e Ad analytics
Track the effectiveness of your campaigns on ad unit level



https://creatives.admixer.com/adgallery

3 Party Creative Platform

Consider Admixer’s Partnership with
Somplo - for ultimate creative solutions

Easily configure and customize each pre-
defined template for all needs from the variety
of options provided.

Access our Partner Creative Platform, Somplo’s Gallery,

to explore diverse formats across various business
verticals. Discover inspiration and rich media ideas for
your upcoming campaign!

* No coding required
e No integration required

e Ready to go ad formats and templates

@ admixer.com
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https://somplo.com/rich-media-gallery/

Reports Management

Basic Information

6. Extended reporting and analytics

Detailed real-time lifetime reports are available

in Dashboards and in Reports section

e All types of extended reports available, at macro and
micro dimensions: advertiser entity, campaign,

profile, creative, audience group, etc.

* Real-Time Custom Reports within Dashboard
Custom Reports that display 50+ metrics with multi-
crossing Filters and Nestings.

e Scheduled Reports
Set metrics and filters, time frames, and get reports to

the specified email.

Settings

Filters

Choose metrics and
dimensions for a custom report

Weekly Hours Report

Monday
Tuesday
Wednesday

Thursday

Friday
Saturday

Sunday

= 1 i i 1 i | i i ] i | 1 | | 1 i i i | l i i 1 |
Oh 1th 2h 3h 4h 5h 6h 7h 8h 9h 10h 11h 12h 13h 14h 15h 16h 17h 18h 19h 20h 21h 22h 23h

Impressions -
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D

Type
Weekly report Basic Report - csv _

Characters: 13/50

Date Range
Last 7 days

b

The maximum date range is 100 days

Dimensions (7 Selected) )

Dimensions order

Advertiser Name Advertiser Display Name Advertiser ID Campaign Name Campaign ID Profile Name Profile ID

Metrics (7 Selected) )

Metrics order

Viewable Impressions Viewable CTR, % Viewability, %

Filters (2 Basic
Impressions Viewable Impre... Clicks Viewability, %o CTR, %
157,667 157,667 2.033 100.00 5.73

15K o o o o o o o o o : o o0—0 o o

d]]]]]]

3000
Nov 15 Nov 17 Nov 19 Nov 21 Nov 23 Nov 25 Nowv 27 MNowv 29

Dashboard widgets
with TOP performers



What else provided? ® admixer.com

Building lasting partnerships: We strive to become your strategic
business ally, meeting and exceeding all requirements

:ﬁ_'_| Corporate Identification Your Custom development
White Label Account: the platform is tailored Develop new functionality within the platform
to your own brand identity: for your specific needs. Custom software
e Login form customized at your domain integration on request is provided.
e Branded interface
e Corporate Help center
[ Onboarding & Education 7\ Dedicated support
L) =]
|
Get comprehensive onboarding sessions. Keep Get professional support from the Customer

informed using thr Admixer Help Center. Care Team and a dedicated account manager
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Admixer Overview :
Global brands are using Admixer DSP C%  Rewtns  NesR S R——

for programmatic purposes fSUS Hkas  ewee  IQOS  (HOMAS

Since 2008 Admixer helps brands, publishers and BRAUN gorenie b Gaidas v

advertising agencies to grow their businesses 3acobs RIVSK ©) BOSCH  KARCHER
delivering outstanding ad management solutions.

ok Dag; KO+ex @LG q VISA
/Z\/ COPLIANTV2.2 o Go[Ei m:j Red Bull xa_ k-nd k.tt@
: o g § g 1D, Microsoft Partner : = inaer recki
Google MCM iab: Fanework TECH LAB B Microsoft
Partner w e
75X Nestie %ﬂ‘ orange” #M Whirlpool LOREAL
8 A A . 7
BAYER PRESIDENT i @ otpbank ol
@ l\g\ng! PlayStation @ &f
Powered by Admixer: + 15 years of AdTech products development Admixer EU GMBH
+ Highly Experienced team + Full programmatic ecosystem

45239, Nordrhein-Westfalen Graf-
Luckner-Hohe 37, Essen, Germany

+ 10+ proprietary advertising products + More than 100+ worldwide partners www.admixer.com
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What challenges or pain points are you
currently facing in programmatic
management?

Let's engage in a discussion to identify and address each of these.
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CONTACT US FORA LIVE
Q&A SESSION AND A
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