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Overview: Basis DSP
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TODAY’S AGENDA
L I S T E N ,  T A L K ,  S H A R E

St r a te g i c  M e d i a  P l a n n i n g

Ta c t i c  O ve r v i ew

A d d i t io n a l  Re s o u rc e s

Q u e s t i o n s ?
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Strategic Media Planning
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Identify Campaign Goals

Agreed Upon

Specific

Measurable

Determined Before Launch
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Clicks

eCPC

CTR

SITE TRAFFIC USER ACTION

Conversions

eCPA

Impressions

eCPM

Completed Views

eCPCV

Viewability

Brand Lift

AWARENESS

Campaign Goals & Metrics
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Performance Driven Media Planning
F l e x i b i l i t y  L e a d s  t o  R e s u l t s

RUN OF NETWORK CONTEXTUAL AUDIENCE RETARGETING

$ $ $



99

Campaign Budget: $5,000
C o n v e r s i o n s  N e e d e d :  5 0

RUN OF NETWORK CONTEXTUAL AUDIENCE RETARGETING

$ $ $

$1,250 $1,250 $1,250 $1,250

20 Form Fills 20 Form Fills 0 Form Fills 10 Form Fills

$2,000 $0 $1,000$2,000
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P E R F O R M A N C E  D R I V E N

Budget is spent on tactics driving 
results. 

Keys to Strategic Media Planning

E F F I C I E N T  B U D G E T S

Budget is not wasted on tactics 
that are not driving results. 

S P E C I F I C  G O A L S

Goals are determined and agreed 
upon prior to the campaign 
launch.

C U S T O M  P L A N S

Tactics are selected based on 
campaign goals. 

Focus on results 

not products
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Tactic Overview
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Devices & Formats
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Devices

Desktop

Tablet

Mobile 

Connected TV
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• Tr a d i t i o n a l  a n d  e a s y  t o  g e t  f r o m  

a d v e r t i s e r s .

• S c a l e  i s  a c h i e v e d  b e s t  w h e n  w e  

a r e  g i v e n  t r a d i t i o n a l  a d  s i z e s :  

3 0 0 X 2 5 0 ,  7 2 8 X 9 0 ,  16 0 X 6 0 0 ,  

3 2 0 X 5 0 .  

Display
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Native

• Find audiences with native 
assets across desktop, mobile, 
and tablet devices. 

• Ads are made up of a headline, 
body text, and image and are 
delivered to match the look and 
feel of the page.

• 8.8X Higher CTR than display.
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Video 

• F i n d  a u d i e n c e s  w i t h  v i d e o  a s s e t s  

a c r o s s  d e s k t o p ,  m o b i l e ,  t a b l e t ,  a n d  

C T V  d e v i c e s .

• 1 s t  &  3 r d  P a r t y  A u d i e n c e  Ta r g e t i n g  

O p t i o n s

• C u r a t e d  P r e m i u m  I n v e n t o r y  

a c r o s s c h a n n e l s  n o t  a v a i l a b l e  i n o p e n  

e x c h a n g e

• B o t h  d i g i t a l  v i d e o  a n d  OT T  i n v e n t o r y  

i s  a v a i l a b l e .



17 |   Copyright © 2018 Centro, LTD.

CONNECTED TV
CTV: A Connected TV (CTV) is a device that connects to 

the internet to support video content streaming.

OTT: Video content that is streamed via an app or 

website live or on demand with or without a paid digital 

subscription.

All CTV video inventory is OTT, but you can find OTT 

video across desktop, mobile, and tablet within PMPs.

CTV & OTT VIDEO
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Streaming Audio

Sound is the main component. Inventory is made up of:

Broadcast

Podcast

Streaming/On Demand 
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MEASURING VIDEO & AUDIO CAMPAIGNS
A W A R E N E S S  F O C U S E D  C A M P A I G N S

C O M P L E T I O N  R A T E C O M P L E T E D  V I E W S / L I S T E N S

The percentage of videos that were 

completed. 

CTV: 90%+, CSV: 60%+

Total number of times the video was 

viewed to completion.

Q U A R T I L E  P E R C E N T A G E S C O S T  P E R  C O M P L E T E D  V I E W / L I S T E N

The percentage of videos that were 

completed to the 25%, 50%, and 75% 

marks.

Determines if the budget is being 

used efficiently.
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Targeting
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Run of Network

• Reach different audiences than ones 

specifically targeted on the plan.

• Find performance using scale with 

optimization tools and KPI benchmarks.

Devices:

Formats: 
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Contextual Targeting

YOUR

AD

Reaches an audience based on 
the content on a webpage.

Content signals are recognized 
in real time, and fuel 
categorization of predictive.

Devices: 

Formats: 
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• Target demographics or demonstrated 

behaviors such as intent or interest.

• Access to over 40 third party data 

providers (offline, location based, 

online, etc).

Devices:

Audience Targeting

Formats:
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Hyperlocal Targeting

LAT/LONG TARGET

DISTANCE MOBILE

Use lat/long 

coordinates to 

target physical 

locations

Target or exclude 

specific locations 

including 

overlapping areas.

Use kilometers, 

meters, miles, or 

feet to create a 

radius.

Catch mobile 

users in-app 

or in-web.

Formats:Devices:
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Retargeting

WEBSITE
VISITOR

YOUR
WEBSITE

VISITOR
LEAVES

ANOTHER
WEBSITE

31 2

X

Remarket messages to users who previously 

visited a web property. Tap into qualified 

audiences, drive conversions through first party 

data collected by the advertiser.

Devices: 

Formats: 
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EVERGREEN
Over 1,000 

pre-negotiated, 

always-on PMPs

CUSTOM
Assistance in

negotiation of 
custom 

PMP deals

ACCESS
Inventory that you 

cannot find in 
the open 

marketplace

CURATED
Packages 

for seasons and 
special events

Private Marketplaces

Devices: Formats: 
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Trending in Digital
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O p e n  M a r k e t p l a c e

The Basis team 

maintains active lists 

of cannabis-friendly 

sites and exchanges.

P r i v a t e  D e a l s

The PMP team 

proactively seeks out 

new private 

marketplace deals for 

the cannabis vertical.

3 r d  P a r t y  D a t a

Take advantage of 
audience and 

contextual segment 
targeted to cannabis. 

Keywords include CBD, 
THC, edibles, medicinal 

weed, recreational 
marijuana, names of 
popular strains and 

more. 

$ $ $

In 2022, Hemp-derived 

sales are expected to 

reach nearly $1.3 

Billion. Marijuana is 

estimated at $647 

million and $310 

million from 

pharmaceutical.

Basis DSP & Cannabis Campaigns
A c c e s s  p r e m i u m ,  c a n n a b i s - f r i e n d l y  i n v e n t o r y  a t  s c a l e
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R E A C H  8 2 %  O F  

H O U S E H O L D S

82% of U.S. 

Households have at 

least one internet-

connected device. 
Strategy Analytics, 2021

9 0 . 7 M  C T V  L I V E  

S P O R T S  V I E W E R S

90.7M digital live 

sports viewers are 

estimated by 2025. 

Represents a 57.8% 

increase from 2021. 
eMarketer, 2021

C R O S S - D E V I C E  

U S A G E

46% Prefer to stream 

sports on a big screen. 

They also stream live 

sports on other 

devices: 22% 

smartphones, 19% 

desktop, 13% tablet. 
Verizon, 2021

$ 6  B I L L I O N

2022 U.S. upfront CTV 

ad spending projected 

to reach $6 billion 
eMarketer, 2021

Live Sports & The Digital Advertising Opportunity
S p o r t s  v i e w e r s h i p  i s  s h i f t i n g  f r o m  T r a d i t i o n a l  T V  t o  C o n n e c t e d  T V  ( C T V )
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Seller Resources
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R e s e a r c h

Vertical or 

industry research 

sent regularly to 

partners

R e s o u r c e  L i b r a r y

Comprehensive 

seller focused 

resources 

centered on Basis 

DSP

N e w s l e t t e r

Industry and 

vertical based 

updates mixed 

with panels and 

success stories

R e v  U p  R e v e n u e

Quarterly webinar 

on digital, DSP, 

and sales topics

B a s i s  C e r t i f i e d

Essentials 

courses are 

perfect for sellers 

to learn the 

basics on digital 

media, social, 

programmatic, 

data, and direct 

buying.

Program Level Support
R e s o u r c e s  a v a i l a b l e  t o  a n y  p a r t n e r  i n  o u r  p r o g r a m

https://audience-extension.basis.net/topic/media-plans
https://audience-extension.basis.net/
https://www2.centro.net/l/75412/2019-10-25/5c8mzs
https://www2.centro.net/basis-audience-extension-webinars
https://certified.basis.net/
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Media Planning

Objections

KPI In-person or webinar 

training series,

focused on product or 

sales strategy

Media 

Support Custom 

Training

Customized Support
S u p p o r t  o f f e r i n g s  a r e  t a i l o r e d  b a s e d  o n  c l i e n t  n e e d s

Account Planning

4-Legged Calls

Q&A

Sales 

Support
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Questions?
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