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How to set up a campaign
on Eskimi?

Campaign requirements

1. Target Audience. Define your target audience based on interests and demographic
criteria.

2. Campaign Goal. Identify the primary goal of your campaign, such as building awareness
/ generating clicks, etc.

3. Key Performance Indicator (KPI). Select campaigns' KPI that is most important for
you. It can be: viewability rate, CTR/ clicks, engagement (depending on your creative
type).

4. Budget. Determine the budget allocated for the campaign.

5. Duration: Decide the campaign's duration. If unsure, the Eskimi team can provide
recommendations.

6. Time scheduling. Consider including time scheduling for your campaigns. For sensitive
categories (e.g., alcohol, tobacco, betting), consider excluding morning hours in your time
scheduling.

7. Landing Page. Ensure you have a fully functional landing page for directing campaign
traffic. Test the page thoroughly, as its performance can impact campaign results.

8. Tracking. Check if your landing page includes an Eskimi tracking code. Implementing the

Eskimi pixel enables first-party data collection (useful for retargeting), as well as tracking
visits, sessions, and conversions (post click metrics). Full pixel integration is highly
recommended for maximizing campaign potential.

9. Brand safety. If your campaign has brand safety as a KPI (uses 3rd party trackers to
track it), make sure that you have keyword list prepared in advance.

10. Creatives. Plan campaign creatives according to campaign KPI, for example - Awareness:
Use video, static, or custom rich media (RM) banners. Traffic: Use templated or custom RM
banners. Viewability: Include display banners, particularly mobile-friendly sizes.

11. Packages. Think about where you want to show your ads (create a whitelist) or where
you don't (create a blacklist). Packages could be used for campaign to be focused on
specific inventory.

Campaign setting up process

The following steps will help to learn how to set up a new banner ad campaign in 6 easy steps.

IMPORTANT: Before setting up your campaign, your creatives should already be uploaded and
ready to use.


https://manual.eskimi.com/books/eskimi-pixels/page/eskimi-tracking-pixel-introduction-implementation

Step 1: Login to your DSP account, select Campaigns, and click on New campaign group.

Overview —
Campeign Groups /Campeigns S x® s
Creative sets
Filter Clear All
w Campaigns v Status Country
All v Creative Type v All v 09 Sep, 2025 - 15 Sep, 2025 =]
! Campaigns
Last Approved By v

Step 2: Select campaign type - banner.

Create Campaign group

Name & Type

Choose a platform *

Creative type *

Please Select a
Native
Video

Native video

| I

Audio

Step 3: Write the name of your campaign.
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Creative type *

Banner

Campaign type *
Display Ads

Step 4: Select one of these campaigns' goals. In this case we chose Awareness.

Campaign goal
Select a goal *

Awareness v Traffic Engagement

Other

Step 5: Select primary campaign objective, input planned value for it and press Save.
Primary campaign objective
CFM vCPM CPV
CPR

Pre-optimisation based on
historical placement stats

Auto-Optimisation
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Step 6: Select secondary campaign objective, input planned value for it and press Save. Set up
auto-optimisation -> input Minimum impressions per placement to learn.

Secondary campaign objective

CTR Viewability rate Frequency rate

Session rate @ ER CR
Auto-Optimisation b
Impression capping @ -

Launch date & Budget

Date *

&t

> Time and day scheduling

Budget Type

@ Total O Daily

Total Budget *
0 €

Step 7: Set up frequency by implementing impression capping
*By default (7 impression 1 click within 24 hours per user).

*Impression capping means the number of impressions and clicks that a single user can see in a
given time frame. In the example photo below we see that the user can view your ad a maximum
of 2 times in 10 minutes and click on it once. You can make it less or more frequent depending on
what you want to achieve: if your main goal is Awareness - you should make capping frequent, as
frequent as 3 impressions in 5 minutes or so. If your main goal is Lead generation - you can make
capping a little less frequent - maybe 1 impression in 20 hours or so.
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Impression capping @ i

O Default impression capping

Type Impressions Clicks
User v # # Hours v + -

Step 8: Select duration dates. Here you can set up time targeting (select specific hours of the day
when your campaign should be displayed). Then choose budget type (total or daily). Based on your
choice insert daily budget or total budget. Here you can set up Daily Budget Pacing. Finally, add
Bid (CPM).

Launch date & Budget

Date *

b

> Time and day scheduling

Budget Type

® Total O Daily

Total Budget *
0 $

Daily Budget Pacing

® Spread evenly throughout the day O Spread daily budget ASAP @

Bid (CPM) *

Start campaign after approval

Step 9: Select a country. Here you can also target users by city, states, audiences, demographics,
languages, SEC (socio-economic class) groups, LSM (living standards measure) groups.
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*If you don't use any specific targeting, just leave default values in these options.

Location & Audiences

Country *

Select any
> City

> State/County

Audiences

Demographics

Languages
All

SEC (socio-economic class) groups
All

LSM (living standards measure) groups
All

Audience creation guides

Step 10: Set up Brand safety or leave default values in these options (optional).
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Brand safety

Exclude apps/sites categories a

Q, Search

» B General topics
» B Sensitive topics

Exclude keywords

Select any v

Step 11: Set up Contextual targeting (optional).

Contextual targeting

Target apps/sites categories v

Target keywords

Select any v

Target sentiments

Select any v

How to enable Contextual Targeting on a campaign level

Step 12: Here you can target users by mobile operators, device types, browsers, etc. If you don't
use any specific targeting, just leave default values in these options.
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Platforms, Telco & Devices

Ad placement type v

Mobile operators/ISPs

All e
IP addresses/ranges @ -
Device type

All v
Device OS

All v
Device brands v
Device models -

Device browsers
All -

Device cost ranges
All v

> Telco targeting

Step 12: Here you can select exchanges where your ads will be delivered or keep it as default.
Additionally, here you can select packages that have been previously uploaded to the DSP.
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Deals & packages

Ad exchanges -
Ad placement positions -
Packages v

> Private marketplace

How to create a package

Step 13: Here you can choose click URL, the destination of where the user lands once he or she
clicks on your banner, and select creative sets.

Landing & Creatives

Click URL *
Landing page v

> Click URL parameters

Ad domain *

Selected creative sets *

Type for possible creative sets or press down to browse v
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How to set up Click to Action Landing Page

If you're choosing a basic landing page, don't forget to include https:// before your site
name.

If it's an Android App download you'll have to enter your Google Play store ID

Step 14: Here you can set up 3rd party impression tracking for campaign.

Measurement

Additional impression tracking

o Add Pixel/Javascript code

Checking status of your campaign

Once campaign is launched you will be able to track your campaign status and the amount of
money it spends by looking at Budget and Status, there are some statuses that can be shown:
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e Pending campaigns are ready to be launched, they just need to be approved by admins.

e Expired campaigns are the ones that have already ended.

e Live campaigns are currently running.

e Ready means the campaign has already been set up and approved, however, its launch
date is set to start in the future.

e Budget limit means the campaign has already used up all of its total budget and it cannot
run anymore.

e The daily cap means the campaign has already used up all of its daily budget and is now
paused until the next day.

e Stopped means that the campaign has been paused manually.

e Rejected means that the exchanges have rejected this campaign and prevented it from
running because it did not meet the necessary requirements.

In the Budget section, you can see

e Custom bid

e Budget daily: on the left, it shows how much of the budget has been spending today, on
the right - total daily budget.

e Budget total: on the left, it shows how much money has already been spent during this
campaign, on the right - total budget.
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Campaign Approval Request
for Self-Served Clients

It's important for Self-Served Clients to request for campaign approval via DSP/Dashboard. The
process is the most efficient and recommended way to go live with Campaigns.

Submitting campaign approval requests via DSP/Dashboard ensures a faster approval process
without the need to send separate emails every time or investing additional time while
communicating via different channels.

Steps to follow

Click on the three dot menu at the very right side of the campaign in the Dashboard.
Click on "Edit".

When the page is fully loaded, scroll down to the bottom.

Click on the "Publish and request for approval" button.

An auto generated campaign approval request ticket will be submitted. The campaign will
be approved and set live after reviewing by Ad Operations Specialists.

e whH

Take a look at the following video tutorial for visual
guidance:

Notes:

e It's recommended to launch campaigns or request for campaign approval on weekdays.
e Approval could be delayed if requested during holidays or weekends.



