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1. Which of the following would be categorized as working
media dollars?
A. Paid video views
B. Creative production costs
C. Agency commissions
D. Market research expenses

2. An ad may be rejected by a vendor if it:
A. Conflicts with existing inventory
B. Is over K-weight
C. Lacks sufficient funding
D. Is submitted late

3. How does audience segmentation improve ad targeting?
A. By creating general ads for all users
B. By tailoring ads to specific groups based on shared

characteristics
C. By only focusing on user location
D. By limiting the number of ads shown

4. After an IO has been signed, a ____ should occur with a
vendor prior to campaign launch.
A. Kick-off call
B. Budget review
C. Performance assessment
D. Contract negotiation

5. How should the buyer/planner forecast final total spend for
a campaign that is currently live and will end in 8 months?
A. (avg daily spend of last 30 days x days remaining in flight) +

budget spent
B. Projected spend based on historical data only
C. Daily spend multiplied by total days in campaign
D. Sum of all vendor fees
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6. How does cross-device marketing enhance digital
advertising effectiveness?
A. By ensuring ads are only shown on mobile devices
B. By enabling consistent messaging across various devices
C. By lowering the costs of advertising on each device
D. By limiting ads to desktop users only

7. What is the main benefit of using brand lift studies in
advertising campaigns?
A. To track sales conversions
B. To measure audience engagement
C. To gauge effectiveness of awareness initiatives
D. To analyze demographic data

8. Why is mobile optimization critical in digital media
planning?
A. It increases ad budget efficiency
B. It ensures compliance with regulations
C. A significant portion of online traffic comes from mobile

devices
D. It enhances SEO ranking

9. According to the IAB, an advertiser may cancel any
guaranteed vendor order with how many days prior written
notice?
A. 7 days
B. 14 days
C. 21 days
D. 30 days

10. In a first-price auction, what type of pricing transparency
exists?
A. Full transparency of all bids
B. Transparency only for the winning bid
C. No transparency until after the auction
D. Variable transparency based on auction rules
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1. A
2. B
3. B
4. A
5. A
6. B
7. C
8. C
9. B
10. C
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Explanations
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1. Which of the following would be categorized as working
media dollars?
A. Paid video views
B. Creative production costs
C. Agency commissions
D. Market research expenses

Working media dollars refer to the portion of a budget that is allocated directly to media
placements where advertisements are actually served to potential consumers. This means
any expenditure that is spent on the actual purchase of advertising space or time across
various channels, such as digital, print, radio, or television.  Paid video views fall into this
category because they represent a direct investment in media to ensure that
advertisements reach an audience. This is a spend that contributes to getting the ads in
front of consumers, aligning with the concept of working media dollars as it specifically
addresses the cost associated with visibility and engagement of content.  In contrast,
creative production costs, agency commissions, and market research expenses are
typically considered non-working media dollars. These costs are necessary to create,
manage, and analyze campaigns, but they do not directly contribute to the placement or
distribution of advertisements themselves. Therefore, only paid video views qualify as a
working media dollar investment, making it the correct selection.

2. An ad may be rejected by a vendor if it:
A. Conflicts with existing inventory
B. Is over K-weight
C. Lacks sufficient funding
D. Is submitted late

The scenario where an ad may be rejected due to being "over K-weight" reflects
guidelines and standards that vendors implement to maintain quality and consistency
across the advertisements they run. K-weight refers to the unit of measurement used to
assess the weight of an ad in terms of file size and complexity. Vendors often have strict
limits on the maximum file size that can be accepted to ensure optimal delivery speeds,
user experience, and bandwidth usage across various devices and networks.  When an ad
exceeds this weight limit, it can lead to slower loading times, which can negatively
impact user engagement and overall campaign effectiveness. By rejecting ads that exceed
the K-weight, vendors aim to uphold their performance metrics and deliver a better
experience for users. This practice also helps protect the advertiser's brand by ensuring
that their ads do not perform poorly due to technical constraints.  Contextually, while
submissions that conflict with existing inventory, lack sufficient funding, or are
submitted late may also affect ad acceptance, the specific issue of exceeding K-weight
directly pertains to the technical Quality Assurance checks that vendors apply to ensure
that all ads function seamlessly within their digital platforms.

8Sample study guide. Visit https://iabdbpc.examzify.com for the full version

SA
M

PLE



3. How does audience segmentation improve ad targeting?
A. By creating general ads for all users
B. By tailoring ads to specific groups based on shared

characteristics
C. By only focusing on user location
D. By limiting the number of ads shown

Audience segmentation significantly enhances ad targeting by allowing advertisers to
tailor their messages and campaigns to specific groups that share common
characteristics, such as demographics, interests, behaviors, or purchasing habits. This
approach ensures that ads resonate more with the targeted audience, increasing the
likelihood of engagement and conversion.  When advertisers create segmented
campaigns, they can design content that speaks directly to the needs, desires, or pain
points of distinct groups, making the messaging more relevant and effective. This
relevance not only improves the likelihood of user interaction but also optimizes ad
spend, as resources are focused on audiences most likely to respond positively.  In
contrast, creating general ads for all users fails to address the diverse preferences and
interests of different audience segments, often resulting in lower effectiveness. Focusing
only on user location ignores other crucial factors that influence consumer behavior and
preferences. Lastly, limiting the number of ads shown does not inherently enhance
targeting and may miss opportunities to engage with various audience segments
effectively.

4. After an IO has been signed, a ____ should occur with a
vendor prior to campaign launch.
A. Kick-off call
B. Budget review
C. Performance assessment
D. Contract negotiation

A kick-off call is a crucial step after an insertion order (IO) has been signed and before
launching a campaign. This meeting typically involves both the advertiser and the vendor
to align on campaign goals, key performance indicators (KPIs), timelines, and strategies.
The purpose of the kick-off call is to ensure that all parties have a clear understanding of
the campaign details, expectations, and roles, thereby facilitating smoother execution
and communication throughout the campaign.  This phase is also an opportunity to
discuss any final adjustments needed, confirm responsibilities, and foster a collaborative
relationship that can contribute to the campaign's overall success. It sets the stage for a
structured and organized launch, minimizing the potential for misunderstandings or
miscommunications.
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5. How should the buyer/planner forecast final total spend for
a campaign that is currently live and will end in 8 months?
A. (avg daily spend of last 30 days x days remaining in flight) +

budget spent
B. Projected spend based on historical data only
C. Daily spend multiplied by total days in campaign
D. Sum of all vendor fees

The best approach to forecast the final total spend for a live campaign that has 8 months
remaining is to calculate the average daily spend based on the last 30 days and multiply
that by the number of days still in flight, then add the budget that has already been
spent. This method (option A) considers the most recent performance of the campaign,
allowing for a more accurate projection that reflects any fluctuations or trends in
spending.  By using the average daily spend over the past month, the buyer or planner
captures any variances in spending that might be occurring. This is particularly useful in
digital media buying, where campaign performance can change based on market
conditions, targeting efficiency, and creative effectiveness.   For instance, if there was a
recent increase in spend due to a spike in performance (perhaps due to seasonal effects
or a successful new creative), this method ensures that those trends are taken into
account for the remaining duration of the campaign. The overall total is then adjusted by
adding the amount that has already been spent to arrive at a complete picture of what
the final expenditure will be.  Relying solely on historical data (as stated in option B)
does not account for the current state and recent performance of the campaign, which
may differ significantly from past behaviors.

6. How does cross-device marketing enhance digital
advertising effectiveness?
A. By ensuring ads are only shown on mobile devices
B. By enabling consistent messaging across various devices
C. By lowering the costs of advertising on each device
D. By limiting ads to desktop users only

Cross-device marketing enhances digital advertising effectiveness by enabling consistent
messaging across various devices. This approach recognizes that consumers frequently
switch between different devices, such as smartphones, tablets, and desktops, throughout
their day. By ensuring that messaging is coherent and unified, brands can create a
seamless user experience. This enhances brand recall and improves engagement since
consumers are more likely to respond positively to a consistent narrative that travels with
them as they navigate between devices.  Additionally, consistent messaging allows
advertisers to reinforce their brand message, ultimately leading to better retention of
information. When users encounter the same advertisements across different platforms,
it builds familiarity and trust, making them more likely to take action, such as clicking
through to a website or making a purchase. The effectiveness of advertising is greatly
increased when consumers receive a coherent message that resonates with them at
multiple touchpoints during their digital journey.
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7. What is the main benefit of using brand lift studies in
advertising campaigns?
A. To track sales conversions
B. To measure audience engagement
C. To gauge effectiveness of awareness initiatives
D. To analyze demographic data

The main benefit of using brand lift studies in advertising campaigns is to gauge the
effectiveness of awareness initiatives. Brand lift studies are specifically designed to
measure changes in consumer perception and awareness as a direct result of advertising
efforts. By comparing metrics such as brand recall, brand favorability, and purchase
intent among those exposed to the ads versus a control group, advertisers can effectively
assess how well their campaigns are enhancing brand recognition and perception.  This
type of measurement is crucial for advertisers aiming to understand how their campaigns
influence consumer attitudes toward the brand rather than merely focusing on direct
transactional metrics. It assists in determining if advertising efforts are resonating with
the target audience and driving the intended awareness, thus enabling marketers to
refine their strategies based on actionable insights.

8. Why is mobile optimization critical in digital media
planning?
A. It increases ad budget efficiency
B. It ensures compliance with regulations
C. A significant portion of online traffic comes from mobile

devices
D. It enhances SEO ranking

Mobile optimization is critical in digital media planning primarily because a significant
portion of online traffic comes from mobile devices. As consumer behavior continues to
shift towards mobile, understanding and optimizing for this channel becomes essential
for reaching target audiences effectively. A well-optimized mobile experience
accommodates users who access content via smartphones and tablets, ensuring that the
media, advertisements, and websites load quickly and display correctly on smaller
screens. This optimization leads to better user engagement, lower bounce rates, and
ultimately higher conversion rates, making it an integral part of any comprehensive
digital strategy.  While increased ad budget efficiency, compliance with regulations, and
enhanced SEO ranking are important factors in digital marketing, the core reason mobile
optimization is prioritized is the sheer volume of users now accessing the internet
primarily through mobile devices. This shift underscores the need for marketers to adapt
their strategies to cater to mobile consumers and deliver compelling, relevant content on
their preferred platforms.
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9. According to the IAB, an advertiser may cancel any
guaranteed vendor order with how many days prior written
notice?
A. 7 days
B. 14 days
C. 21 days
D. 30 days

The correct answer is 14 days. In the context of digital media buying and planning, the
IAB guidelines stipulate that advertisers are typically required to provide a 14-day prior
written notice to cancel any guaranteed vendor order. This timeframe allows both the
advertiser and the vendor to manage their resources and account for any adjustments in
campaign planning.   Understanding this concept is crucial for effective campaign
management and ensuring that both parties have reasonable expectations regarding
cancellations. It also emphasizes the importance of communication and planning in the
digital advertising ecosystem, where timely adjustments are often necessary for
maintaining campaign effectiveness and budget management.

10. In a first-price auction, what type of pricing transparency
exists?
A. Full transparency of all bids
B. Transparency only for the winning bid
C. No transparency until after the auction
D. Variable transparency based on auction rules

In a first-price auction, there is typically no transparency regarding the bids until after
the auction concludes. This means that participants do not have access to any
information about the bids submitted by other participants during the auction process.
The winning bid amount is generally revealed only after the auction ends, and bidders
must decide how much to bid without knowing any of the previous bids. This lack of
visibility can affect bidding strategies, as bidders may have to rely on their own
estimation of what the competition might offer rather than actual bid data.   Other
options suggest different levels of transparency that do not align with the standard
practices of first-price auctions. Full transparency of all bids (the first option) is not
characteristic of this auction type since it would undermine the competitive nature.
Transparency only for the winning bid suggests a more open bidding process, which is
not the case. Variable transparency based on auction rules could imply many
configurations that are not typical for first-price auctions, which are generally
straightforward about the mechanics involved. Thus, the distinct feature of a first-price
auction is the absence of bid visibility until the auction concludes.
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