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About Demand Gen

Engaging multi-format ads on Google’s
most visual surfaces.

Bidding & Optimization
Unified optimization & reporting with a
deduped Floodlight methodology.

Campaign Creation

A step-by-step guide for creating
Demand Gen line items.

Value Based Bidding

Adjust bids to maximize conversion
value, not just number of conversions.

Measurement & Reporting

Analyze key metrics, run experiments,
and identify top assets and audiences.

Upgrading VAC Line Items

Use SDF to upgrade existing YouTube
video action line items aligned to goals.

Additional Resources

Tools empower your customers to
optimize performance & efficiency.

Google



Proprietary + Confidential

Google

Getting Started with
Demand Gen line items

About Demand Gen line items




Let’s talk about Demand Gen

-

VY

Demand Gen campaigns help
advertisers find and convert
consumers with immersive,
relevant, and visual creatives
that grab attention and spur
action in the right moment.

Key Benefits

1. Expanded impact with access to
YouTube & Google’s most
immersive, visual touchpoints

2. Tailored ad experiences that use
audience-first creative that drives
demand

3. Al-powered bidding &
measurement that fuels the funnel
and measures the impact

Google
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. . Google Video

Tailored ads
powered by Google
Al help advertisers
find and convert
consumers with
dynamic, relevant,
and multi-format
creatives that grab
attention and spur
action in the right
moment.

Google



About Demand Gen line items

Drive deeper connections at scale with your audience

Demand Gen campaigns offer a wider audience and more diverse engagement opportunities than Video Action Campaigns.
This allows the campaigns to optimize and drive increased performance

Google
| « someh |
Drive 20% § |eeece
conversion boost .....
with no change frecy Lot omzs U )
YouTube in-stream YouTube in-feed Discover Gmail Google Display Network

i n C P A1 YouTube Shorts

Demand Gen campaigns using video and image assets saw a 20% conversion boost compared to those using video alone, with no change in CPA.

Source: Google internal data, Global, Jan 2024 through Feb 2024.



About Demand Gen line items

Access powerful new features in Demand Gen
alongside those familiar to YouTube video action line items

Everything you love about Video Action with more powerful features in Demand Gen

Discover, Gmail, Google Display Network (including Google
video partners)

[ Inventory YouTube, Google video partners

Custom segments, your data, interest,

01) i i o . Lookalike segments
Audience demographics, optimized targeting i I g
Maximize conversions, maximize conversion . . -
iddi ’ Maximize clicks biddin
» B'ddmg value, tCPA, tROAS, using Floodlight optimization I g
.................................................................................................................... I R LR R R R R

Floodlight conversions, reach & frequency (inc.
added reach), Brand Lift, Search Lift, A/B
experiments, 3P Reach, Viewability, Brand Safety,
Brand Lift

Ul Core DV360 Ul workflow, Structured Data

. Redesigned Ul with ads preview
(Workflow, Reporting) Files (SDF)



https://support.google.com/displayvideo/answer/12863891?hl=en
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Bidding & Optimization for
Demand Gen line items

Understanding Bidding and Optimization for Demand Gen
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Bidding & Optimization for Demand Gen line items

It all starts with the Floodlight tag

Simplify conversion measurement with a single conversion tag measuring all paid media —
-/
Y
Floodlight enables deduplicated conversion attribution across all paid media. <|—> D
' €§3 """ It can be used just for measurement, but powering bidding unlocks results. -
-/
Y
1 B One set of Floodlight tags power multiple Google Marketing Platform
solutions: Campaign Manager 360, Display & Video 360, Search Ads 360

Google



Bidding & Optimization for Demand Gen line items

View & Manage Floodlight Activities

Guidance for Display & Video 360 and Campaign Manager 360 advertisers

® Floodlight group

» &)‘ Basic details Floodlight activities Google tag History @
» & New Floodlight activity

s @ Status: Active X Name/ID: test sale X = Enter a search term or select filters
v @ . e Floodlight activities created in CM360 or DV360
[J Floodiight Activity DV36( ) ]
can be found at the Advertiser level in DV360 by
|:| ® Web Status Source Type Counting Method ~ Remal . ) . ) . ) Rk
navigating to ‘Resources’ and ‘Floodlight Group'.
@ O e test sale floodlight 10102412 Active Google tag Sales Items sold No
= o e Need help creating and managing Floodlight
5 = activities? Refer to the guidance below:
9 o DV360 only users

o CM360 and DV360 users



https://support.google.com/displayvideo/answer/2697097?hl=en&sjid=338311578774596112-NA
https://support.google.com/campaignmanager/answer/6100588?hl=en&sjid=338311578774596112-NA

Bidding & Optimization for Demand Gen line items

How to enable Floodlight optimization for YouTube

e How to turn on Floodlight Optimization?

o Visit Advertiser Settings > Basic Details > YouTube settings and
enable checkbox to “Use Floodlight data for conversion

Basic Details ) optimization on YouTube and Demand Gen line items.”
4 )
YouTube settings Conversion optimization ° °
Use Floodlight data for conversion optimization on YouTube and Demand Gen line items. ® When Is thls featu re used?
(@ By enabling this feature: o Advertisers that want to use Floodlight conversion attribution

* YouTube video action and Demand Gen line items will be optimized toward the L. .
Floodlight activities selected at the line item level. methodology for optimization, rather than the Google Ads

« Optimization & conversion reporting for all YouTube and Demand Gen line items will . . .
be based on the dia Floodlight methodology, allowing more consi conversion attribution methodology.

measurement alongside other media.
Your Floodlight Group will be enabled for Engaged View conversions. By default,

reporting on all YouTube line items will be based on the Engaged View attribution o Enabling th|S feature app”es a Uniﬁed, dedUplicated FlOOdllght
model that is created on enablement, although alternative models can be selected. . . PR .
* YouTube video action and Demand Gen line items can be optimized without methOdOIOgy across your entire advertlser for bOth optlmlzatlon

Floodlight activities needing to be enabled for YouTube.
» Auto-tagging will be enabled in your advertiser.

and reporting. This shared source of truth powers Google
Al-powered bidding strategies to maximize returns, drive
valuable conversions, and demonstrate impact.

Learn more

*Note: Floodlight Optimization is required in order to run DemandGen
in DV360


https://support.google.com/google-ads/answer/1722022?
https://support.google.com/google-ads/answer/1722022?
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Constructing
Demand Gen line items

Setting Up Demand Gen Line Items: Step-by-Step
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Constructing Demand Gen line items

Create a new “Demand Gen” line item

Start in an existing insertion order or create a new
one.

X Selectline item type

Insertion order

Demand Gen is available within insertion orders with a
“Clicks” or “Conversion” objective. Learn more about
insertion order objectives.

In your insertion order, click New line item.

Pick Demand Gen as the line item type.

L

Automatic budget allocation for Demand Gen line mrsrvps | | mmmesieanmem | | ervami
items only works within insertion orders (10s) that -

contain exclusively Demand Gen items; it's

incompatible with mixed I0s that also include nE

YouTube video action line items.

Targeting set at the advertiser level will apply to all current and future YouTube & partners line items contained within the advertiser. Google


https://support.google.com/displayvideo/answer/2696705
https://support.google.com/displayvideo/answer/2696705
https://support.google.com/displayvideo/answer/2956568?hl=en

Constructing Demand Gen line items

Select line item-level targeting options

Name your line item.

X NewDemand Genline item

Proprietary + Confidential

No targeting template applied

Under the “Targeting” section, you'll see that the
device targeting and category exclusions are set o rame
automatically. Targeting set at the advertiser level

(e.g. content & keyword exclusions) will apply to all i
current and future Demand Gen line items contained m—
within the advertiser.

Demand Gen now controls inventory sources at the R

ad group level, while offering flexible geography E—
and language targeting at either the line item or ad

group level. P
As of March 2025, “Google Video Partners” is now ssvaeny O

"Google Display Network," and its opt-in control is at
the ad group level, not the line item level.

Product feed O

TestLine fem

/' Content categories.

© category exclusions

(6]

@ Use same dates as insertion order
Feb 10, 30,2026

O custom cates

[~ | e e [0 Juso

Choase how you'd like o set bids

©oaft

[}

-_—— e ————

Targeting set at the advertiser level will apply to all current and future YouTube & partners line items contained within the advertiser.

Google


https://support.google.com/displayvideo/answer/6260055?hl=en&sjid=14186495729837238798-NA#:~:text=Advertiser%2Dlevel%20targeting
https://support.google.com/displayvideo/answer/6277135#partner&zippy=%2Ctarget-google-video-partners

Constructing Demand Gen line items

Opt into line item level location or language targeting,

when desired

Demand Gen line items now support flexibility to ;

apply geography and language targeting at the line
item level or ad group levels, providing advertisers
with more precise audience reach.

............

We recommend setting location and language at
the ad group level to better align with your other

Content categories

oontt~ |0

targeting and to make sure your budget is being
allocated to where your ads are performing best.

Setting location and language at the line item level is e
only recommended if you need to target a radius
around a location, and can't be changed after
publishing this line item.

Setting line item level location and language will
clear your ad group level location and language
settings.

®


https://support.google.com/displayvideo/answer/2705812
https://support.google.com/displayvideo/answer/2697406
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Constructing Demand Gen line items

Select device and advanced operating system targeting

In the “Targeting” section, you'll see that the device
targeting is set automatically by default.

X Device

To add more specific targeting for operating systems,
device models, or carriers/networks, click “Add

targeting.” A
N S o
Please note that line items with this advanced 0 i
targeting will exclusively serve on smartphones or o
tablet devices. ';

Additional targeting is available in the line item's ad
groups.

Google
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Constructing Demand Gen line items

Configure your line item's settings

Add additional line-item level settings: . NewbemandGon e tom
° Flight dates: Pick custom dates or use the
same dates as the parent insertion order. e e - [om=-]o

° Budget and pacing: Set your budget and how
quickly it will be spent. — Y
o After you save the line item, you can't R
change between daily and flight, but :
you can update the amount.
° Bid strategy: Choose maximize conversions,

Targeting

Inventory sources ®

Addtargeting

Fiight dates Use same dates as insertion order

maximize clicks, or target CPA as your bid

O custom dates

strategy. If choosing target CPA, set target bid.
o Once you've collected enough
conversions, you can use value based
bidding strategies (max conversion
value or target ROAS).

° Product feed: Add a product feed to your line rosetiont® o . -
item to show browsable product imagery
below your video ads.

° Conversion tracking: Select any Floodlight
activities you want to use to count R R R R R R R R R RRRRRREERREEE——=

conversions.

Budget and pacing
050 At et on sen oy may

Bid strategy O

Conversions

/A AddaFloodight acivhy o track

Google


https://support.google.com/displayvideo/answer/3114676?hl=en
https://support.google.com/displayvideo/answer/3114676?hl=en
https://support.google.com/displayvideo/answer/14161766
https://support.google.com/displayvideo/answer/14161766
https://support.google.com/displayvideo/answer/11432764?hl=en&ref_topic=6190068
https://support.google.com/displayvideo/answer/2697097
https://support.google.com/displayvideo/answer/2697097

Constructing Demand Gen line items

Understanding frequency management
for Demand Gen line items

Demand Gen line items in Display & Video 360 do not
support line item-level frequency caps, unlike other
line item types such as YouTube video action, reach,
or view line items.

Demand Gen line items will respect and increment
frequency caps set at the campaign or insertion order
level, ensuring consistent frequency controls for all
YouTube and Google Display Network ads.

x

e

New Demand Gen line item

Line item name

Targeting

Category exclusions

Inventory sources

Add targeting

Flight dates

Budget and pacing

Bid strategy O

Product feed &

Test Line tem

/' Content categories

© category exclusions

oot~ @

(0]

ertion order
Feb 10,2025 - Nov 30,2026

O custom dates

cho joud Tike o set bids

productfeedto

oay~ |[emn < |[ 50 USD Actul span o givn oy may v

Merchant Cent

Q ar7azesit

L providing g y

Unchecking this box will disable multi-format video ads and your line item's bid strategy will be maximum cost-per-view (Maximum CPV), rather than Target CPV. Your line item will not be able to use Shorts ads, and your average

cost-per-view may be higher.
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Constructing Demand Gen line items

Specify which Floodlight activities you want to use for
optimization and count as conversions

Select the Floodlight activities you want the
Demand Gen line item to optimize towards and

X Add Floodlight activities or Google Analytics conversions il

traCk as COnVerS'OnS Floodlight activities + 0 selected =
* Status: Active X Enter a search term or select filters Floodiight activities @
At least one Floodlight activity must be selected, E
unless you're using the “maximize clicks” bidding e s e oo s
strategy. O test3 10872451 Googletag Counter  Standard
[ testa 10932565 Iframe tag Counter Standard
. . A . . ) [ tests 11200487 Google tag Counter Standard
° With Eloodlight optimization is enabled, =
the Engaged View (read only) model is O
used for default reportlng and E test8 12362219 Google tag Counter Standard
optimization and this cannot be changed. g
e  The post-click and post-view window can O wn
be CUStOmiZed' WhiCh impaCtS reportlng E test12 13396469 Google tag Counter Standard
and optimization if set to a shorter 5
Window than your Flood“ght 0O test1s 14009935 Iframe tag Counter  Standard

configuration. Learn more about
conversion counting for line items

—

Google


https://support.google.com/displayvideo/answer/12863891?hl=en
https://support.google.com/displayvideo/answer/2997485
https://support.google.com/displayvideo/answer/2997485

Constructing Demand Gen line items

Enable desired third-party measurement settings

Navigate to Additional settings > Third-party vendors
to enable 3rd-party measurement for the deal.
Measurement vendors can be designated either when
the deal is created or during a subsequent revision.

Select a vendor for viewability, brand safety, brand lift,
or reach as desired.

Please Note: Third party measurement support is
limited for Demand Gen line items, reach out to your
measurement partner contact for more information.

Integration Code
Integration Code:

Detail:

[

/A Third-party measurement support is limited for this line Reach out to your partner contact for

Third-party vendors
Third-party viewability vendor:

None

!

Third-party brand safety vendor:

X

None

Third-party reach vendor.

Third-party brand lift vendor

None

i

Learn more

Proprietary + Confidential

—

Google does not accept third-party tracking pixels for YouTube measurement. Please note that, if you want to use a 3rd-party measurement vendor (e.g. Nielsen) for your video ads, you can now enable measurement partners at

the advertiser level in the Display & Video 360 Ul. For more information, please see the Help Center.

Google


https://support.google.com/displayvideo/answer/9741375?hl=en#
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Constructing Demand Gen line items

Create an ad group and select audience and
contextual targeting

Create a new ad group to set up an ad group
for your line item. Click Add targeting to configure
ad-group level targeting.

° Placements, Keywords, Categories:

o To prevent narrowing eligible
inventory, positive targeting of
keywords, categories or placements
is not available for Demand Gen line
items. Exclusions are supported.

° Audiences:
If using audience targeting, choose one
Audience type per ad group for best control
and visibility into performance.

o Lookalike audiences can help find
users similar to existing customers.

o Optimized Targeting can help find
new users who are more likely to
convert within your campaign goals.

° Demographics

X Createad group

Adgroup name

[rm— < ey s
All Google inventories. 4

duct images can take u to 1224 hours to appear with your ad.

Q6 selected (maxic

j e

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.

Google


https://support.google.com/displayvideo/answer/6260055
https://support.google.com/displayvideo/answer/12060859?
https://support.google.com/displayvideo/answer/6260055
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Constructing Demand Gen line items

Target desired inventory sources at the ad group level

During ad group setup, you have the flexibility to run
Demand Gen line items across all Google & Display
Network inventory or choose specific ones.

X Inventory sources

@ wic

° Click Inventory sources to open the editor.
Within the editor, simply select the sources
where you'd like your ads to potentially appear
by checking the corresponding boxes.

° Demand Gen line items need at least one
inventory source selected to function correctly.

° The Ul prevents you from deselecting the final
remaining option by automatically locking it.

Tip for Maximizing Performance: We recommend
enabling all Google channels, including the Google
Display Network, to potentially improve your
campaign’s performance and reach.

If editing inventory sources with Structured Data Files,

SDF v8.1 is required -_—— e ————

Google


https://support.google.com/displayvideo/answer/16033902
https://support.google.com/displayvideo/answer/16033902
https://support.google.com/displayvideo/answer/6301070?hl=en
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Constructing Demand Gen line items

Create or select Lookalike audiences to find new
customers similar to your current customers

Lookalike audiences allow you to reach potential new
customers who could be critical to driving outcomes.

X Lookalike audiences

° Enter an “Audience name” for your list.

In the “Seed audience lists” section, click Add
to select audiences to combine into a new one,
then click Apply.

° Add first-party audiences together. Up to 10
first-party lists can be selected. The sum of all
your submitted seed lists must have at least
100 active users.

° Choose between narrow, balanced, or broad
Audience reach to determine how much to
leverage Google Al to expand your reach.
Choosing more reach helps you reach people
in your campaign's targeted location and
language similar to people on your seed
audience list.

° In the “Geography” section, choose which

countries or regions you want your s

Lookalike audience to include.

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuu

Q search for geography

Google


https://support.google.com/displayvideo/answer/15612398?hl=en&ref_topic=15597419&sjid=16235205435291489356-NA#
https://support.google.com/displayvideo/answer/15612398
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Constructing Demand Gen line items

Use optimized targeting to expand to audiences
you may otherwise miss with only manual targeting

Optimized targeting uses real-time campaign data to
help you find new and relevant people who are more
likely to convert within campaign goals.

° When targeting First-party audiences, Google
audiences, Combined audiences, or Custom
lists, Optimized targeting is enabled by default.

° Adding Lookalike audiences as a seed list,
especially when those segments have
historically performed well, can boost
optimized targeting performance.

Google


https://support.google.com/displayvideo/answer/12060859
https://support.google.com/displayvideo/answer/12060859
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Constructing Demand Gen line items

Choose and configure the desired Demand Gen ad type

Choose the ad format(s) you want to use for this
Demand Gen ad group. Your options are:
° Video ads

° Image ads
° Carousel ads
[

Product-only ads

X Create ad

After selecting formats, follow the guided steps to
upload the required creative assets.

Recommendations for Optimal Performance:
° Campaigns perform best when using both
image and video assets.
° To allow the system flexibility, aim to include:
o Images in all aspect ratios (portrait,
square, landscape).
o Videos in all aspect ratios (square,
landscape, vertical).
o At least 3 headlines and 3

descriptions. -_—— e ————

Q_ search for a video or paste the URL from YouTube.

,,,,,,,,

Companion banner (computer only) ©

®

O Upload my own image

Text

Headiine O

Google



Constructing Demand Gen line items

Select “Create new ad group” to utilize multiple ad
groups for your line item

If you'd like to use multiple ads, click Create new ad [E—
again and repeat the steps as needed. For best results
run at least 5 ads per ad group, with a different
call-to-action button and headline for each ad.

It can be useful to use multiple ad groups within the
same line item if you have one budget that can be
allocated across:
° Different audiences within the same line item.
° Different asset types within the same line item.
° Different ad formats.

Tosta
Targeting

Inventory sources /' Inventory sources.

When starting a new line item or making changes to ot

bids, targeting, or ads, allow for 30 days before

evaluating performance and making optimizations. TQ
—

Videos for YouTube shorts must be 5 seconds or longer. Ads longer than 60 seconds will loop in the Shorts environment, and an option to click out to the Watch page to see the full video will appear at the 50 second mark.



Constructing Demand Gen line items
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Learn more about Demand Gen
asset quality and policy requirements

While all ads must comply with our advertising policies,
please review the additional requirements that assets
must meet in order for your Demand Gen line items to
serve on YouTube and Discover Feed.

If your asset is restricted or suspended, you can find
more information about how to fix a disapproved ad. If
you disagree with our decision or have fixed your asset
to comply with our policies, you can appeal the policy
decision directly from your account.

List of ad policies

Change log

Ad requirements for YouTube and Discover Feed

Google provides translated versions of our Help Center, though they are not meant to change the content of
our policies. The English version is the official language we use to enforce our policies. To view this article in a
different language, use the language dropdown at the bottom of the page.

While all ads must comply with our advertising policies, this article outlines the additional requirements
your ad assets must meet in order for your campaigns to serve on YouTube and Discover Feed. This
impacts all campaign types that serve on these 2 inventories.

If your asset is restricted or suspended, you can find more information about how to fix a disapproved
ad. If you disagree with our decision or have fixed your asset to comply with our policies, you can
appeal the policy decision directly from your Google Ads account (if available). Alternatively, you can
dispute policy decisions using the Disapproved ads and policy. questions form.

Appeals may not be available in all circumstances (e.g., certain court ordered removals). You should
receive more information about your appeals options in the notification we send to you about your
content or account.

Automated content policy decision

To ensure a good experience for the user, we may conduct automated reviews of your campaign
content. This preliminary review may trigger restriction or suspension of the assets. If necessary,
Google may further analyze the assets for a final decision.

Quality checks
@ Assets that do not meet YouTube and Discover Feed Ads quality requirements.

Examples:
+ Assets that lack clarity, correct spelling, and use of capitalization or symbols
- Blurred, distorted, or poorly cropped images ‘ @ ‘
YouTube and Discover Feed Ads must meet the Google Ads editorial standards.

Sensitive annlications

-_—— e ———

Google


https://support.google.com/adspolicy/answer/10249050
https://support.google.com/adspolicy/answer/6008942
https://support.google.com/google-ads/answer/1704381
https://support.google.com/displayvideo/answer/12170520

<< About Demand Gen Ad Formats

%

Video Ads

Constructing Demand Gen line items

Google




Constructing Demand Gen line items
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Pick a YouTube video to use as an ad creative

Click Create new ad and enter ad name.

° Search for a YouTube video or paste a
YouTube URL in the “Video” field. Videos must
be 10 seconds or longer.

° Click Add logo to upload or select a previously
uploaded image.

o For video, carousel, and product-only
ads, exactly one logo is required.

° Select a square (1:1) image to use as the logo
in your ad. Recommended: 1200 x 1200.

° Select or upload an image that you would like
to use as a companion banner, if desired.

) Companion banners appear on
computers only.
Enter your headline and description.
Select your call to action text from the
drop-down list.

X Create ad

Videos ©

Add up to 5 videos

Q Searchfor a video o past the URL o YauTube

kkkkkk

aaaaaaaa

Companion banner (computer only) ©

®

O upload my own image

Google
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Constructing Demand Gen line items

(continued) Configure your video ad

° Enter your business name. In certain layouts,
this may appear in the text of your ad.

° Enter the landing page URL for your ad. You
can customize the display URL for your ad by

Add up to § long headlines

Browse our newest selection

‘Add long headiine

providing up to two descriptive terms that will —_—
be appended to your landing page domain. i
° Add a Click tracker URL. Click More options to .
add a tracking template, final URL suffix, or [(swaren 7]
custom parameters to the final URL ORI,
B |
Ea

' More options

it Core

-_—— e ———

Companion banners appear on computers only. Google
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Constructing Demand Gen line items

Generate a unique web link to preview how ads wiill
appear across formats & surfaces before launch

Select “Preview and share ad” to create a shareable
preview link (URL) that lets others view the ad directly in
their browser.

Anyone with this link can preview the ad, but be aware it
only displays the first asset. This preview link is static; if
you edit the ad, you must generate a new link to reflect Previaw and sharoad

th ec h an g es. Anyone with the link can preview this ad. The preview will display the first asset in your
ad. If you make changes to your ad, you will need to create a new link to reflect those
changes.

https://ads.google.com/aw_cm/ExternalPreview?ocid=140501576&eui. o

[ showpreview Copylink  Done

—

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.

Google


https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Preview how your ads will appear across formats &
surfaces before launch

Select “Preview and share ad” to create a shareable
preview link (URL) that lets others view the ad directly in
their browser. &8 YouTube Shorts © YouTube In-stream 3 YouTube In-Feed Home
Anyone with this link can preview the ad, but be aware it St
only displays the first asset. This preview link is static; if e
you edit the ad, you must generate a new link to reflect = '
the changes.

@) Longheadiine

@  Description
Sponsored - SuperSaf
Sponsored -
Description ® SuperSaf
@ comrlecom
Learn more
Learn more

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.


https://support.google.com/displayvideo/answer/6260055

<< About Demand Gen Ad Formats

%

Image Ads

Constructing Demand Gen line items

Google
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Constructing Demand Gen line items

Create aimage ad

° Enter ad name and select up to 20 images to
use in your ad. At least 1 landscape or square
image is required, in the correct aspect ratio.

° Maximum file size for any image is 5120 KB.

o Landscape image (aspect ratio:
1.91:1). Recommended: 1200 x 628.
Min. required: 600 x 314.

o Square image (aspect ratio 1:1).
Recommended: 1200 x 1200. Min.
required: 300 x 300.

o Portrait image (aspect ratio: 4:5).
Recommended: 960 x 1200. Min.
required: 480 x 600.

° Click Add logo to upload or select a previously
uploaded image. For image ads, up to 5 logos
are supported.

° Select a square (1:1) image to use as the logo
in your ad. Recommended: 1200 x 1200.

X Create ad

RRRRRRR

Google
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Constructing Demand Gen line items

(continued) Create aimage ad

Enter your headline and description.

° Select your call to action text from the
drop-down list.

° Enter the landing page URL for your ad. You
can customize the display URL for your ad by
providing up to two descriptive terms that will
be appended to your landing page domain.

° Add a Click tracker URL. Click More options to
add a tracking template, final URL suffix, or
custom parameters to the final URL

Text

Hoadiine ©

Add up to 5 headiines.

[ (uomated T . ‘

mmmmmm

URLs and tracking

Landing page URL.

btps/ || Landing page URL

,,,,,,,,

btpsy || Click racker URL

~ More options

Companion banners appear on computers only. Google



Proprietary + Confidential

Constructing Demand Gen line items

Generate a unique web link to preview how ads wiill
appear across formats & surfaces before launch

Select “Preview and share ad” to create a shareable
preview link (URL) that lets others view the ad directly in
their browser.

Anyone with this link can preview the ad, but be aware it
only displays the first asset. This preview link is static; if
you edit the ad, you must generate a new link to reflect Prexiw andi shanead

th ec h an g es. Anyone with the link can preview this ad. The preview will display the first asset in your
ad. If you make changes to your ad, you will need to create a new link to reflect those
changes.

https://ads.google.com/aw_cm/ExternalPreview?ocid=1405015768eui.. |0

[ showpreview Copylink  Done

—

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.

Google


https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Preview how your ads will appear across formats &
surfaces before launch

Select “Preview and share ad” to create a shareable

preview link (URL) that lets others view the ad directly in ® % M
their browser. YouTube  Discover  Gmai
@ Youtube Home Feed @ Youtube Watch

Anyone with this link can preview the ad, but be aware it

only displays the first asset. This preview link is static; if (e
you edit the ad, you must generate a new link to reflect

the changes.

-

—

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.


https://support.google.com/displayvideo/answer/6260055

<< About Demand Gen Ad Formats

%

Carousel Ads

Constructing Demand Gen line items

Google




Constructing Demand Gen line items

Create a carousel ad

° Enter ad name and select carousel ads to
show ads with multiple images in a carousel.

° Click Add card to create between 2 and 10
cards to be used in your carousel ad.

o Each card contains images, a
headline, call to action and landing
page URL.

° Click Add logo to upload or select a previously
uploaded image.

o For video, carousel, and product-only
ads, exactly one logo is required.

o Select a square (1:1) image to use as
the logo in your ad. Recommended:
1200 x 1200.

Please Note: Product-only ads are unavailable when
product feeds are disabled on the Demand Gen line

item.

X

test4

Ad name

testa

5/255

Ad type

QO videoad

Show ads with a single video

QO Image ad

Show ads with a single image

@ Carousel ad
‘Show ads with multiple images in a carousel

O Product-only ad

Media
Cards @

Add up t0 10 cards

e

Headline: Lear more about the Pixel 9
Landing page URL: http://google.com

Proprietary + Confidential
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Constructing Demand Gen line items

(continued) Create a carousel ad

Enter your headline and description.

. X testd il
e  Select your call to action text from the | -
drop-down list. Loges @ =
Add 1 logo
° Enter your business name. In certain layouts, G ®

this may appear in the text of your ad.

° Enter the landing page URL for your ad. You
can customize the display URL for your ad by
providing up to two descriptive terms that will
be appended to your landing page domain.

° Add a Click tracker URL. Click More options to
add a tracking template, final URL suffix, or
custom parameters to the final URL

Edit

Text

Headline @

Learn more about the Pixel 9

29/40

Description @

Pixel 9 Pro and Pixel Pro 9 XL - The most advanced Al on a Pixel ]

64/90

Business name @

[ Google

6/25

URLs and tracking

Landing page URL

[ http/ + || google.com ‘

-_—— e ————

Companion banners appear on computers only. Google



Constructing Demand Gen line items

Generate a unique web link to preview how
carousel ads will appear before launch

Select “Preview and share ad” to create a shareable
preview link (URL) that lets others view the ad directly in
their browser.

Anyone with this link can preview the ad, but be aware it
only displays the first asset. This preview link is static; if
you edit the ad, you must generate a new link to reflect
the changes.

Preview and share ad

Anyone with the link can preview this ad. The preview will isplay the first asset in your
ad. 1f you make changes to your ad, you will need to create a new link to reflect those
changes.

https://ads.google.com/aw_cm/ExternalPreview?ocid=140501576geui.. |

[ showpreview Copylink  Done

Proprietary + Confidential

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.

Google


https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Preview how your carousel ads will appear across
formats & surfaces before launch

Select “Preview and share ad” to create a shareable

preview link (URL) that lets others view the ad directly in o ¥k M
thelr brOWSer YouTube  Discover  Gmail
¥ oiscover

Anyone with this link can preview the ad, but be aware it

only displays the first asset. This preview link is static; if Google
you edit the ad, you must generate a new link to reflect

the changes.

Pixel 9 Pro and Pixel 9 Pro XL. The most
advanced Al on Pixel
Sponsared
G Gosge

O

—

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.


https://support.google.com/displayvideo/answer/6260055

<< About Demand Gen Ad Formats

%

Product-only Ads

Constructing Demand Gen line items

Google
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Constructing Demand Gen line items

Connect your Google Merchant Center (GMC) product
feed to turn your ads into a virtual storefront

Start by adding a product feed to the line item.
° Use the "Product filter" section to select
products for this ad group. If you keep the
default "All products” setting, items will be
chosen based on potential performance.
° To help us show more relevant products to
users, consider setting up a remarketing list.
o All products: All eligible products in
your feed can be shown.

X Create ad group

AdGroup

Ad group targeting
Geography Alllocations

Inventory sources /' Inventory sources.

All Google inventories. ¢
A arging

Product fiter

space.com)

O Alproducts

o Specific products: Select between 4 T
and 50 products from your feed to O
show below the video ad. °

6 selected (maximum of 50) Cloar all

o Custom labels: Show products based
on your custom labels in the ad.

o No products: Opt out of showing any
products for this ad group. This is
useful if you're running multiple ad
groups from within the same
campaign.

) o ) =)

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items. GOO Ie
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items. g


https://support.google.com/displayvideo/answer/2879696?hl=en
https://support.google.com/google-ads/answer/6275295
https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Create a product-only ad to show ads that only

showcase your products

Click Add logo to upload or select a previously

uploaded image.

o For video, carousel, and product-only
ads, exactly one logo is required.

° Select a square (1:1) image to use as the logo
in your ad. Recommended: 1200 x 1200.

Enter your headline and description.
Select your call to action text from the
drop-down list.

° Enter your business name. In certain layouts,
this may appear in the text of your ad.

° Enter the landing page URL for your ad. You
can customize the display URL for your ad by
providing up to two descriptive terms that will
be appended to your landing page domain.

° Add a Click tracker URL. Click More options to

add a tracking template, final URL suffix, or

custom parameters to the final URL.

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.

Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.

X Createad

nnnnnnnnnnnnn
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Google


https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Generate a unique web link to preview how ads wiill
appear across formats & surfaces before launch

Select “Preview and share ad” to create a shareable
preview link (URL) that lets others view the ad directly in
their browser.

Anyone with this link can preview the ad, but be aware it
only displays the first asset. This preview link is static; if
you edit the ad, you must generate a new link to reflect
the changes.

d share ad

e changes o your ad, you will need to create a new link toreflect those.

e

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.


https://support.google.com/displayvideo/answer/6260055

Constructing Demand Gen line items

Preview how your ads will appear across formats &
surfaces before launch

Select “Preview and share ad” to create a shareable

preview link (URL) that lets others view the ad directly in a ¥ M
their browser. Youruse  Discover  Gmail
@ Youtube Home Feed ’ Youtube Shorts 3 Youtube Home Feed

Anyone with this link can preview the ad, but be aware it

only displays the first asset. This preview link is static; if Dk
you edit the ad, you must generate a new link to reflect

the changes.

3 YouTube

2]
72, SoveNow  Animals in Space - Dog - Classic cut red T
N ahirtfor Men-Size M :
sropour
Sponserse

—

Unlike other types of line items, targeting for YouTube & partners line items can be set at two different levels: the line item level and the ad group level. Learn more about targeting options for YouTube & partners line items.
Any default targeting set at the insertion order or campaign level will not be applied to your YouTube & partners line items.


https://support.google.com/displayvideo/answer/6260055
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Value Based Bidding for
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Applying Value Based Bidding Strategies




Applying Value Based Bidding Strategies

About value based bidding strategies

Maximize value, not just conversions, by applying customized bidding strategies to Demand Gen campaigns

&%

Conversion
Bidding

Value
Bidding

Proprietary + Confidential

Some conversions do not matter as much to your business goals, while others are of higher
value and should be reported and optimized for accordingly.

4 N N N\
& Customer1 S Customer?2 S Customer3
Value $100 Value $300 Value $500
Bid: $10 Bid: $10 Bid: $10

©

Bid: $5 Bid: $10 Bid: $15

Google



Applying Value Based Bidding Strategies

How value based bidding strategies work

Maximize the total value of conversions by bidding on conversions that yield higher returns for your business

i

Impression scoring.

Your custom algorithm tells DV360
how to score each impression. The
score represents how valuable the
outcome of the impression is to you.

iy

Algorithm optimization.

The algorithm identifies valuable
impressions and uses impression
level learning to feed this data into the
bidding model, which then predicts
the value of future impressions.

Impression bidding.

To determine the bid for a new
impression, DV360 uses its model
data to predict that impression's
potential value.




Applying Value Based Bidding Strategies

Available value based bidding strategies

Maximize Conversion Value

Maximize Conversion Value is a bid strategy
that automatically optimizes bids during each
auction to capture the most conversion value
possible while staying within your specified
budget. It's designed for efficient budget
utilization and requires minimal setup effort.

Estimates impression
value based on the
scoring

Algorithm bids
for impressions

Target return on ad spend
(tROAS)

Target ROAS (tROAS) bids more intelligently to
achieve your desired return on ad spend. This
strategy bids more intelligently by prioritizing
conversions that drive actual revenue (e.g.,
retail sales) or represent higher-value actions
(e.g., qualified leads), recognizing that
conversion values can differ.

Bidding algorithm is told the
impression was worth either 1
(valuable) or O (not valuable) and
learns accordingly
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Applying Value Based Bidding Strategies

A good value based bidding strategy is all about balance

Strongest Value Volume of
Indicators positive signals

e Avoid using too many input signals, as
this can negatively impact performance
on your primary KPIs.

Bidding model requires:
e 30 conversions with conversion

. value*
KPl is
e Conversions occur within 7 days of
impression

e Configure your bidding setup to
optimize for the main KPI you'll use to Measurable
measure success (e.g., ROAS).

*within 30 days at the advertiser level

Google



Applying Value Based Bidding Strategies

Best practices for value based bidding strategies

O1

02

Avoid changes during the learning period.
After switching to value-based bidding, allow a 14-day "learning period." Avoid making campaign changes to your Floodlight
conversion window during this initial two weeks to ensure the machine learning model can train effectively and stabilize.

Ensure Floodlight activities have assigned values.

Don’t configure Demand Gen line items to use value based bidding strategies when they use a combination of Floodlight
activities with a value (either sales or weighted value) and Floodlight activities without a value.

Determine your campaign's historical average ROAS.

To effectively ramp up and adjust when switching to tROAS bidding, set your initial target 20% lower than your historical
average ROAS. Use the YouTube conversion report to find your historical average.

Establish clear objectives for the campaign.

Mixing Sales (revenue-based) and Counter (action-based) Floodlights in one Line Item can confuse optimization. For clear goal
definition, we recommend each Line Item track either sales or counter activities exclusively.
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Measuring & Reporting on
Demand Gen line items

Analyzing Demand Gen Line Item Performance




Analyzing Demand Gen Line Item Performance

Demand Gen measurement and reporting overview

Demand Gen line items inherit familiar optimization, reporting and measurement tools in Display & Video 360

Mc{

Lift Measurement

Understand the lift in key metrics that you
drove, and wouldn’t have happened
without Demand Gen.

Brand Lift

Search Lift

Conversion Lift (beta)
Third-party Measurement

€

Experiments

Enhance performance via A/B testing:
Understand metrics, run advanced tests,
and identify top assets and audiences.

° Creative
° Audiences
° Frequency

Reporting

Assess and compare performance
against other line items using standard
metrics and YouTube-specific metrics.

° Report on YouTube line items
° Reporting when Floodlight
optimization is enabled



https://support.google.com/displayvideo/answer/9040669?hl=en
https://support.google.com/displayvideo/answer/9570506?hl=en
https://support.google.com/displayvideo/answer/15001171?hl=en
https://support.google.com/displayvideo/answer/6274610?hl=en
https://support.google.com/displayvideo/answer/12863891?sjid=13239432585673022482-NA#reporting
https://support.google.com/displayvideo/answer/12863891?sjid=13239432585673022482-NA#reporting

Analyzing Demand Gen Line Item Performance

Google lift measurement in Display & Video 360

Analyze the creatives, bidding, or targeting strategies within individual or grouped 10s/line items that drive performance

03

Set defined measurement Lean into proven ad Apply brand and search
expectations. creative strategies. lift best practices.

Demand Gen campaigns are built to Prioritize video assets when running Search Lift: Be product-specific with
optimize for clicks and conversions. Brand Lift or Search Lift measurement your keywords (like "Nike Air Max" rather
Therefore, avoid relying solely on Brand on Demand Gen campaigns, as video than just "Nike") and contact your

Lift or Search Lift to measure their excels at capturing attention and Google account team for guidance.
performance; use these as secondary boosting mid-funnel metrics.

metrics instead.

Brand Lift: Execute re-measurement

Conngct W|thdyour Google account team Eor carr(;pGalgrj setup |ts.elf, ;Jtlhze ; should you see instances of “no lift”
toun .erstan any rnegsurement gaps, .em.an en's <.:onverS|on— ocuse Should budget allow, consider re-running
especially for specific inventory sources. bidding strategies.

up to three times, as further attempts
are unlikely to yield different results.
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Analyzing Demand Gen Line Item Performance

Third-party measurement for Demand Gen line items

Navigate to Advertiser Settings > Basic Details >
Additional settings > Third-party services and
click the pencil icon to edit.

X Third-party services
Measurement vendors for YouTube & partners line items @

®  Youmay incur additional charges from your third-party measurement vendor(s) for using these settings. Contact the relevant vendor for more details. Vendors are pre-selected if they are Learn more
enabled as on-by-default at the advertiser level. Contact support to request on-by-default enablement

Select the desired measurement vendors and i A
enter the vendor client ID for each.

Integral Ad Science

Google Internal (for Vendor client ID 1234 [ on-by-default
testing only)

<]

Third-party measurement support is limited for

Demand Gen line items. Reach out to your Thitpary band ety vnders
measurement partner contact for more I
information.

DoubleVerify

Google Internal (for Vendor client ID 1234 [ onby-default
testing only)

a

Click Apply TP

[ Nielsen

(] comscore

(] Kantar

[ Gemius

(] Video Research
[ ispottv

[ VideoAmp

Apply  Cancel

—

Google



Analyzing Demand Gen Line Item Performance

Run experiments and optimize campaigns with insight
into top-performing audience and creative strategies

Creative

Test multiple creatives against one audience

to determine which creative drove more lift,
traffic & performance.

Audience
Test a single creative against multiple

audiences to determine which audience had
higher lift

Frequency

Test multiple frequencies against one
audience to determine which frequency cap
drove more Brand Lift

FrequencyCap: . .................
10 per Week .

Frequency Cap:
20 per Month
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Analyzing Demand Gen Line Item Performance

Report on the performance of Demand Gen line items

Understanding when to use each report type empowers you to more accurately evaluate your campaign success.

° For most reporting and comparisons: Use € mepons
Standard reports. They allow you to filter for
your preferred attribution model and provide
a good overview for comparison against
other line items.

° For detailed YouTube analysis: Use the
YouTube Conversions report when you need
data on dimensions only available there (ex.
specific formats or audiences).

° For setting Target CPA: When using Target
CPA bidding, base your target CPA value on
the CPA figure found in the YouTube
Conversions report.

° For reporting by inventory source: Use the
App/URL dimension in the Standard report
(segment by domains like youtube.com, etc.)
or the Inventory Source dimension in the
YouTube report (segment by YouTube,
Discover, Gmail).

° For conversions attributable to Google
properties: Use the Conversions (Google
paid channels) metrics in the YouTube
Conversions report for non-duplicated view
of conversion performance.

Google Display Network/GVP inventory may
sometimes appear as "Low volume inventory".

wwwww

Google



Analyzing Demand Gen Line Item Performance

Test ads with experiments

From your advertiser click Experiments in the left
menu. Under the A/B tests tab, select Create new.
Enter a name for your experiment and an

For more information on Experiments in Display &

optional a hypothesis statement.
Set test duration and choose if you're

comparing insertion orders or line items.
o If you don't specify an end date,
your experiment runs indefinitely.
Select the goal you want to measure in the

experiment. We recommend selecting
Conversions for this experiment.

Lift tests are not available for line items, or
cross-exchange insertion orders. To add a

lift study, ensure your test setup uses
YouTube-specific insertion orders.

Video 360, see the Help Center.

@ Compaigns
» 2, Audiences
» @ Croative
+ [ inventory

» @ Roports

» B Resources

s g Advertiser
settings

D History

Experiments

Test details.

Test duration nal)

St date End date (option
Aug 26,2024 v Selectadate

Tost arms whatare you comparing?
O insertion orders

@ Uneitems

Arm name. Audience split
Am1 50% @ Convol

Seloct lino toms
Arm name Audience spit
Am2 0% O Conrl

Selectline items

Addarm
Measure. Measurement goal
Views

Confidence level
0%

Proprietary + Confidential

Lift eligibiity

To evaluate the necessary requirements for
‘each lft study, please select the following:

« Atleastone

« One or more ift types

-_—— e ———

Google


https://support.google.com/displayvideo/answer/9040669?hl=en

Analyzing Demand Gen Line Item Performance

Test ads with experiments

Best practices when running experiments:
Maintain consistency in targeting, bidding
type, and settings across all experiment
arms, both during initial setup and
throughout test duration.

o

Avoid making changes while the
experiment is running.

Changes can be implemented after
the experiment has concluded.

Maintain your campaigns and experiment
in a paused state until all associated ads
have been approval to run.

Configure separate brand lift studies for
each insertion order arm within the
experiment for direct comparison of brand
lift impact alongside other metrics.

@ Compaigns
» 2, Audiences
» @ Croative
+ [ inventory

» @ Roports

» B Resources

s g Advertiser
settings

D History

Experiments

Test details.

Test duration nal)

St date End date (option
Aug 26,2024 v Selectadate

Testarms What are you comparing?

O insertion orders

@ Uneitems
Am name Audince spit
Am1 0% @ comol
Seloctin tams
A name Audience spt

Am2 0% O Conrl

Selectline items

Addarm
Measure. Measurement goal
Views

Confidence level
0%

Proprietary + Confidential

Lift eligibiity

To evaluate the necessary requirements for
‘each lft study, please select the following:

« Atleastone

« One or more ift types

-_—— e ———

Google
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Upgrading your
Video action line items

Upgrading Video action Line Items with Structured Data Files




You will no longer be able to create

Video Action Campaigns starting )
in April 2025.
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Upgrading Video action Line Items with Structured Data Files

Visual summary of campaign guidance
| Step 1  Step 2

@) @ @ Manually move budgets Campaigns that have had ramp
challenges in the past or
Prepare your Set up, run, .\ . .
—{ Manually transition are using deep conversion
upgrade plan. and evaluate o
a Demand Gen budgets to an existing
campaign. Demand Gen campaign. Ramp to 10% Ramp to 50%

(run 1-2 weeks) (run 1-2 weeks)

Ramp to 100%

__ Manually create a ﬁ
campaign,

Step 3
following the best

practices. Run for ) Use Structured Data
4-6 weeks to ramp Files to migrate Most campaigns, especially
up learnings. | | . those with shallow conversions

Use Structured Data File
(SDF) upload to migrate
multiple line items in bulk.

Ramp to 100%

Google


https://support.google.com/displayvideo/answer/6301070

Upgrading Video action Line Items with Structured Data Files

Proprietary + Confidential

Possible set-ups and evaluation strategies

A
Ooo

Scenario

Evaluate

Use Demand Gen’s Mirror YouTube Video Action

unique features

Take full advantage of Demand Gen capabilities. Continue running YouTube-only campaigns.
Make use of newly available Demand Gen unique Set up your Demand Gen line items using the
features that align with your KPlIs. same settings and features as YouTube Video

Action line items.

Evaluate against the KPIs that are specific to your campaign. Reference our best practices for
implementation and measurement. Run for 4-6 weeks before evaluating. If comparing against an
existing VAC campaign, ensure you are using experiments and all of the same settings.

Google



Migrating with Structured Data Files: A Self-Service Approach

Advertisers are encouraged to use Structured Data Files to efficiently transition existing YouTube video action campaigns to
Demand Gen based on planned flighting strategies

( )

e Demand Gen line items (Demand Gen) use multi-format ad types, similar to Video Action line items (VAC).

e Changing the type of existing line items are not supported. You'll need to create new line items, ads and ad groups, either through the
Display & Video 360 user interface or via Structured Data Files (SDF).

e If a custom companion banner is required, it must be manually uploaded through the user interface. Structured Data Files (SDF) do not
currently support custom banner creation.

e Ensure that version 8.1+ of SDF is used for upgrading YouTube video action line items to manage inventory source controls. This can be
updated within the advertiser settings by navigating to Advertiser > Basic Details > Structured Data Files and selecting v8.1.

Line Item Id loId lo Name Type Subtype Name Timestamp Status Start Date End Date Budget Type Budget Amount Pacing Pacing Rate
22193283987 1017555160 Inna Demand G¢ Demand Gen  Demand Gen  Inna DG Test #2 2025-03-11T16:( Paused 02/05/2025 02/06/2025 TrueView Budget Daily Even



https://support.google.com/displayvideo/answer/16062960
https://support.google.com/displayvideo/answer/9065351?hl=en
https://support.google.com/displayvideo/answer/6301070?hl=en

Construction How-To: Campaign Set-Up

Create a new Demand Gen line item

Line item Details
° Line item type: Demand Gen
Ad Details

Logo - required

Business Name - required
Headline - required

Long headline - required
Description — required
Landing page URL - required
Display URL

Call-to-action

Click tracker URL

X NewDemand Genline item

Proprietary + Confidential

No targeting template applied

Line item name

Targeting

Category exclusions

Add targeting

Fiight dates

Budget and pacing

Bidstrategy O

Product feed O

TestLine fem

/' Content categories.

© category exclusions

(6]

Use same dates as insert

ton order
Feb 10,2025 - Nov 30, 2026

O custom cates

[~ | e e [0 Juso

Choase how you'd like o set bids

Google



Migrating with Structured Data Files: New Fields

Advertisers are encouraged to use Structured Data Files to transition existing YouTube video action line items to Demand
Gen line items based on planned flighting strategies:

s

To upgrade YouTube video action line items to Demand Gen line items using Structured Data Files, ensure you are utilizing SDF version 8.1+.
The following fields are required:

e Line items level file (specific for Demand Gen)
o Column “Type” values is “Demand Gen”
o Column “Subtype” value is “Demand Gen”
o Column “TrueView Video Ad Formats” value is keep empty
e AdGroups level file
o Column “Video Ad Format” value is “Demand Gen”
o Column “Lookalike Audience Targeting” — Optional but only available for Demand Gen Ad Groups
e AdGroupAds level file
o Column “Ad Type” is either “Demand Gen Product”, “Demand Gen Video”, “Demand Gen Image”, “Demand Gen Carousel”
o Column “Call to Action” value is “Label for Call to Action Button (up to 10 characters)
o Column “Headline” value is “Headline for the Call to Action Overlay (up to 15 characters)




Migrating with Structured Data Files: New Fields (continued)

Advertisers are encouraged to use Structured Data Files to transition existing YouTube video action line items to Demand
Gen line items based on planned flighting strategies:

s

To upgrade YouTube video action line items to Demand Gen line items using Structured Data Files, ensure you are utilizing SDF version 8.1+.
The following fields are required:

e AdGroupAds level file
o Column “In-Feed Video Headline” is “Long Headline for Demand Gen Ads”

Column “Description 1” is “Discovery Ad Description 1 text”
Column “Business Name” is “Name of the business being advertised”
Column “Logo Asset IDs” is “The list of asset Ids for the logos”
Column “Marketing Image Asset IDs” is “The list of asset ids for the marketing images” ONLY when Ad = “Demand Gen Image”
Column “Demand Gen Cards” is “List of cards” ONLY when Ad = “Demand Gen Carousel”

[ Each marketing asset must have a unique aspect ratio

o O O O O




Migrating with Structured Data Files: Inventory Controls

Advertisers are encouraged to use Structured Data Files to transition existing YouTube video action line items to Demand
Gen line items based on planned flighting strategies:

-

Starting in April 2025, any attempted creation of line items using SDF upload with a Subtype column value of “Action” and a Type column
value of “TrueView” will fail. You will be required to include the value “Video Partners” in the TrueView Inventory Source Targeting column of
line items with the Type column value of “Demand Gen”. Once enforcement begins, the value will be backfilled for existing line items and
included in SDF download.

e AdGroupAds level file
o Column “Demand Gen Inventory Source Strategy” is
n All Google inventory
n All Google and Display Network inventory
[ Selected inventories
o Column “Demand Gen Enabled Inventory Sources” is optional and available if “Demand Gen Inventory Source Strategy” Column is not set
YouTube Skippable ads
YouTube In-feed ads
YouTube Shorts ads
Gmail
Discover
Google Display Network
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Resources & Support for Demand Gen line items

Demand Gen Best Practices: Audience Targeting

Build a high-performing campaign that maximizes the strengths of Demand Gen and Google’s Al

4 )
[|Use 1P data (Customer Match, Remarketing, etc.)

2ille| @ il W elE MErmEn Erg] & []Add Custom segments using top-performing keywords,

1 teach Al about your customers URLS (websites), and apps
Audience 7 N
Guidance Use Google Al for prospecting to [ |Use Lookalike Segments
find new customers & conversions - OR
see guidance [ ]Use Optimized Targeting
\
N\
e Case Study: Body & Fit sees 82% higher ROAS, 51% more revenue using Demand Gen Lookalike segments
e Case Study: BBVA Boosts CPAs 45% by Combining Image + Video with Lookalike Segments on Demand Gen
e Claim: When advertisers opt in to Optimized Targeting, they see an average of 20% more conversions among automated audiences vs.
manual audiences at a comparable CPA.
Hel P Center * About Customer} Match e Use Lookalike segments to grow your audience
e About Custom Lists - -
Links o Create a tag-based audience * Abouloplimizec largeling
J

Claim Source: Google internal data, Global, January 2020 to July 2020 GOOgle


https://support.google.com/displayvideo/answer/9539301?
https://support.google.com/displayvideo/answer/7583366
https://support.google.com/displayvideo/answer/3271254?hl=en
https://support.google.com/displayvideo/answer/15612398?
https://support.google.com/displayvideo/answer/12060859?

Resources & Support for Demand Gen line items

Understanding Lookalike audiences & Optimized Targeting

To make sure you pitch the right expansion solution (Lookalike/Optimized Targeting) for your advertiser’s needs

Ve

Segment type Lookalike Optimized Targeting

Lookalike Segments find users most similar to those in your seed lists . . . .

) 9 o y Optimized Targeting finds any users most likely to convert - it looks

- it expands upon your advertiser’s first party data source to find ) ) . L,
How ; L . beyond (optional) manually selected audiences to improve a campaign’s
. people who look like their existing customers through Al, with the use . . . .
it works . . performance and acquire customers an advertiser may have missed with

of 3 expansion options - narrow, balanced or broad - all controlled by ) . .

) . only manual audiences all through Al & machine learning

the advertiser selection
Key Lookalike segments will abide by similarly-based targeting — and can Optimized Targeting will expand beyond any manual inputs to look above
difference be paired with other manual audience targeting all for more converters.
When When an advertiser cares about finding new users similar to their When an advertiser cares about maximizing for conversions
to Use seed inputs (regardless of audience makeup or similarity)
How Within your advertisers’ campaign set up they can create a lookalike Will have a checkbox within campaign construction with it auto-turned
to U segment to reach potential new customers who are most similar to on if you select conversions as your goal, and auto turned off if you

ouse users in their existing lists select clicks as your goal

When to Use Advertisers focused on maximizing conversions should primarily rely on Optimized Targeting, but also have the option to add Lookalike segments
Together as a hint to fuel performance, especially when their LaL segments have performed strongly in the past.

-




Resources & Support for Demand Gen line items

Demand Gen Best Practices: Bid & Budget Guidance

Build a high-performing campaign that maximizes the strengths of Demand Gen and Google’s Al

2

Bid & Budget
Guidance

Help Center
Links

Proprietary + Confidential

4 )
. Sales/Lead goal: tCPA, tROAS, Max Conv., Max Conv. Value
Choose the bid strategy that best L] C?R
serves your Marketing Objective . . .
4 S [ |Traffic goal: Max Clicks, tCPC in Q2
\
( [ ]Set minimum daily budget of >$100 at the line item level
Set campaign budgets that will OR
compete in Google auctions [ |For value bidding, start with MaxConv/tCPA then adjust
\ after meeting minimum conversion count thresholds
. . . . . . )
e Case Study: Sky TV ltalia uses Display & Video 360 together with Campaign Manager 360 to boost video performance
o Case Study: Dream11 drives 10% higher acquisition on YouTube VAC using in-app Floodlight optimization
o Best Practice: When starting a new line item or making changes to bids, targeting, or ads, allow for 30 days before evaluating performance
and making optimizations.
e About conversion tracking for YouTube
e About value based bidding strategies
e About Maximize Conversions bidding
e Create a plan for a campaign
J

Google


https://support.google.com/displayvideo/answer/6296567#yt-auto-tagging
https://support.google.com/displayvideo/answer/14161766
https://support.google.com/google-ads/answer/7381968?hl=en&sjid=10671160007336275064-NA
https://support.google.com/displayvideo/answer/9245485
https://marketingplatform.google.com/about/resources/sky-tv-italia-uses-display-video-360-together-with-campaign-manager-360-to-boost-video-performance/
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Resources & Support for Demand Gen line items

Demand Gen Best Practices: Creative Guidance

Build a high-performing campaign that maximizes the strengths of Demand Gen and Google’s Al

~
. . | lInclude 3x Horizontal videos
Maximize Al-driven ad placement . .
o . [ lInclude 3x Vertical videos
opportunities with formats
| |Include 3x Images
J
Creative 7 N
Guidance - , : :
Optimize your creative for Google’s Al | |Use A/B Experiments pre-launch
\ J
e Case Study: WEBTOON Entertainment Acquires New Readers at +150% CVR, 38% Lower CPC with Demand Gen Creative Experiment )
e Claim 1: Adding a vertical video asset to Demand Gen leads to a more than 35% increase in conversions on Shorts.
e Claim 2: On average, advertisers who uploaded video and image assets to Demand Gen saw 20% more conversions at the same CPA than
those who uploaded video assets only.
J
)
Help Center o Test ads with experiments
8 . . T
Llnks e Reporting when Floodlight optimization is enabled
J

Claim 1 Source: Google internal data from holdback experiment, May 2024 | Claim 2 Source: Google internal data, Global, Jan 2024 through Feb 2024. Google


https://support.google.com/displayvideo/answer/9040669?hl=en
https://support.google.com/displayvideo/answer/12863891?sjid=15269197688917128553-NA#enable:~:text=Reporting%20when%20Floodlight%20optimization%20is%20enabled
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Demand Gen Best Practices: Measurement Guidance

Build a high-performing campaign that maximizes the strengths of Demand Gen and Google’s Al

e
[_]Add the Conversion Tracking tag to every page of your
website

4 journey []Include Firebase app conversions
\

Set up tags that cover the customer

Measurement 4

Guidance Use Al-driven conversion features to [ ]Use Data-Driven Attribution (DDA)
upgrade your reporting []Use Cross-Account Conversion Tracking

\

Case Study: Dream11 drives 10% higher acquisition using in-app Floodlight optimization
Case Study: Sky TV ltalia uses Display & Video 360 together with Campaign Manager 360 to boost video performance

Report on YouTube & partners line items
Create an attribution model for reporting
About attribution modeling

Use rules to create custom bidding algorithms

Create a Floodlight activity

Create and manage Floodlight groups

Link Display & Video 360 and Campaign Manager 360 to Firebase
Mobile app conversion tracking with third-party tools

Help Center

Links

Claim 1 Source: Google Internal - based on Enhanced Conversions customers onboarded between March 2021 and September 2021 | Claim 2 Source: Google internal data 2022
Note: Enhanced Conversions are not yet available on DV360, but we expect to add support by EOY'24

Google


https://support.google.com/displayvideo/answer/2697097?hl=en
https://support.google.com/displayvideo/answer/9620634
https://support.google.com/displayvideo/answer/7392275
https://support.google.com/displayvideo/answer/10956727?hl=en
https://support.google.com/displayvideo/answer/6274610?hl=en
https://support.google.com/displayvideo/answer/7409983
https://support.google.com/campaignmanager/answer/6173082
https://support.google.com/displayvideo/answer/11118987
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Demand Gen Best Practices: Optimization Guidance

Build a high-performing campaign that maximizes the strengths of Demand Gen and Google’s Al

4 )
[]Limit bid changes to +/- 15% during a campaign
[_]Collect 50+ conversions to exit the Learning Phase
[_]Consolidate ad groups with <30 conversions in 30 days

Set up Al-friendly campaigns that are
5 optimized to serve

Optimization 7

Guidance Use feeds to promote your products
to shoppers (if applicable)

[ ]Use Product Feeds
[]Include a cover image and video
[ JHave 50+ products ready to serve via GMC feed

\

e Claim 1: On average, advertisers see 33% more conversions at a similar cost per action (CPA) by adding product feeds to Demand Gen.

e Claim 2: On average, advertisers see 18% more clicks at a similar cost by adding product feeds to Demand Gen with shallow conversions.

e Claim 3: In the learning period, performance may fluctuate as the system tests different strategies. Minimizing budget changes prevents
re-entering the learning period — we recommend limiting bid changes to +/- 15% during the learning period.

e Optimize your YouTube campaign

- ) . . e Add a product feed to your YouTube line item
Review alerts and suggestions in the Intelligence panel

e Demand Gen campaign asset quality and policy requirements

Help Center

Links e Duration of the learning period and what affects it

Claim 1, 2 Source: Google internal data, Global, November to December 2023 | Claim 3 Source: Google internal analysis of Demand Gen campaigns, 2023-2024 Google


https://support.google.com/displayvideo/answer/6277135
https://support.google.com/displayvideo/answer/9099533?hl=en
https://support.google.com/google-ads/answer/13020501?hl=en&sjid=10671160007336275064-NA
https://support.google.com/displayvideo/answer/11432764?hl=en&sjid=10920121101736919819-NA#
https://support.google.com/adspolicy/answer/10249050

Thank you

Google




