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1. What is the primary focus of Interest Based Advertising
(IBA)?
A. Delivering ads based on geographic location
B. Using historical user data to predict ad preferences
C. Displaying ads on social media platforms
D. Showing ads only based on real-time user actions

2. What term is used when an advertising campaign takes
over all ad sizes on a particular page or website?
A. Roadblock (Takeover)
B. Run of Site (ROS)
C. Run of Network (RON)
D. On-Schedule Indicator (OSI)

3. What defines a Fixed CPM in digital advertising?
A. A varying cost based on ad performance
B. A set cost for every 1,000 impressions
C. A rate that fluctuates with demand
D. A discounted rate for bulk purchases

4. What type of code, typically served as JavaScript, allows
communication between a website's ad server and another ad
server?
A. Creative Code
B. Ad Tag
C. Tracking Pixel
D. Analytics Code

5. What is the term for the company that pays for advertising
space?
A. Advertiser
B. Ad Server
C. Creative
D. Agency
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6. What aspect of targeting seeks out users who are similar to
a brand's existing customers?
A. Demographic Targeting
B. Look-Alike Targeting
C. Audience Targeting
D. Run of Site (ROS)

7. What is the system called that allows for real-time buying
of ad inventory?
A. Inventory Negotiation
B. Real-time Bidding
C. Automated Advertising
D. Dynamic Pricing

8. Who is responsible for trafficking and optimizing digital ad
campaigns?
A. Creative Team
B. Ad Ops
C. Media Buyer
D. Brand Strategist

9. What does the On-Schedule Indicator (OSI) report show?
A. Current site traffic
B. Visualization of ad engagement
C. Pacing and likelihood of impressions
D. Conversion rates for the campaign

10. What is the display size range for a Peel-down ad when
expanded?
A. 125×125 to 500×500
B. 970×90 to 970×415
C. 300×1050 to 300×3000
D. 970×250 to 300×600
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1. B
2. A
3. B
4. B
5. A
6. B
7. B
8. B
9. C
10. A
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1. What is the primary focus of Interest Based Advertising
(IBA)?
A. Delivering ads based on geographic location
B. Using historical user data to predict ad preferences
C. Displaying ads on social media platforms
D. Showing ads only based on real-time user actions

Interest Based Advertising (IBA) primarily focuses on utilizing historical user data to
predict ad preferences. This approach involves analyzing past behaviors, including
browsing history, purchase patterns, and interactions with content, to understand what
types of products or services a user is likely to be interested in.   By leveraging this
historical data, advertisers can deliver targeted advertisements that align with an
individual's interests and preferences, ultimately leading to higher engagement rates and
more effective advertising campaigns. This method contrasts with other advertising
strategies that may focus solely on immediate context, such as geographic data or
real-time user actions, which do not comprehensively capture the holistic view of a user’s
interests over time. IBA enables advertisers to create a more personalized experience,
enhancing the relevance of ads served to users.

2. What term is used when an advertising campaign takes
over all ad sizes on a particular page or website?
A. Roadblock (Takeover)
B. Run of Site (ROS)
C. Run of Network (RON)
D. On-Schedule Indicator (OSI)

The term used when an advertising campaign takes over all ad sizes on a particular page
or website is known as a roadblock (takeover). This strategy is designed to ensure that a
single advertiser's message dominates the entire ad space available on a specific
webpage, blocking out other advertisers. By doing this, the advertiser increases visibility
and impact through a unified presence, making it more likely that viewers will engage
with their ads without distractions from competing campaigns.  This approach can
effectively enhance brand awareness and solidify the brand message in the minds of the
audience. It contrasts with other terms like run of site or run of network, which refer to
broader distribution strategies where ads might appear on various pages or across an
entire network without the exclusivity provided by a roadblock. The on-schedule indicator
is not related to ad placement but rather concerns planning and managing campaign
timelines.
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3. What defines a Fixed CPM in digital advertising?
A. A varying cost based on ad performance
B. A set cost for every 1,000 impressions
C. A rate that fluctuates with demand
D. A discounted rate for bulk purchases

A Fixed CPM, or Cost Per Mille, is defined as a set cost for every 1,000 impressions
delivered by an advertisement. This pricing model is straightforward and allows
advertisers to predict their advertising costs without concern for fluctuations based on
performance or demand. Essentially, regardless of how well the ad performs or the
circumstances surrounding the advertising market, the advertiser pays a predetermined
amount for every thousand times their ad is displayed.   This model is valuable for
advertisers seeking consistency and budget predictability in their campaigns, making it
easier for them to manage their advertising budgets effectively. The clarity of a fixed cost
per impression allows for better planning and assessment of how many impressions they
can afford within their budget.  In contrast to fixed CPM, other options that involve
fluctuating costs based on performance or demand create uncertainty in advertising
expenditure, which can make strategic planning more challenging for marketers.

4. What type of code, typically served as JavaScript, allows
communication between a website's ad server and another ad
server?
A. Creative Code
B. Ad Tag
C. Tracking Pixel
D. Analytics Code

The correct answer is Ad Tag. An ad tag is a snippet of code, often written in JavaScript,
that is placed on a web page to facilitate the delivery of advertising content from an ad
server to a user's browser. When the webpage loads, the ad tag sends a request to the ad
server to retrieve the appropriate ad, ensuring that the advertisement displayed is
relevant to the user and complies with targeting criteria.  Ad tags play a crucial role in
the online advertising ecosystem by enabling real-time communication between the web
page and the ad server. They are responsible for loading, formatting, and displaying ads
within an existing webpage without the need for manual intervention after the initial
setup. This streamlined process helps improve the efficiency of ad delivery and enhances
user experience.  Other types of code, such as creative code or tracking pixels, serve
different purposes. Creative code refers to the actual content of the advertisement, while
tracking pixels are used primarily for tracking user interactions, gathering data on ad
performance, and measuring the effectiveness of campaigns. Analytics code is focused on
collecting data related to user behavior on a website rather than directly facilitating ad
delivery.
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5. What is the term for the company that pays for advertising
space?
A. Advertiser
B. Ad Server
C. Creative
D. Agency

The term for the company that pays for advertising space is "advertiser." An advertiser is
typically a brand or a business that seeks to promote its products or services through
various forms of advertising, such as digital ads, billboards, or TV commercials. In the
context of digital marketing, the advertiser is the entity that invests in ad placements to
reach their target audience, ultimately aiming to drive sales, generate leads, or enhance
brand awareness.  In contrast, the other options describe different roles within the
advertising ecosystem. An ad server is a technology platform used to store and deliver
advertisements. Creatives refer to the actual content or design of the ads themselves. An
agency, on the other hand, is a company that provides services to advertisers, handling
aspects of the advertising process such as strategy, creative development, and media
buying. Therefore, while all these roles are important in the advertising environment, the
advertiser is specifically the one who directly purchases advertising space.

6. What aspect of targeting seeks out users who are similar to
a brand's existing customers?
A. Demographic Targeting
B. Look-Alike Targeting
C. Audience Targeting
D. Run of Site (ROS)

Look-Alike Targeting is a specialized approach in digital advertising that focuses on
reaching new users who share similarities with a brand's existing customers. This
method utilizes data and algorithms to analyze the characteristics, behaviors, and
interests of current customers to identify and target potential customers who exhibit
similar attributes.   The effectiveness of Look-Alike Targeting lies in its ability to expand
a brand’s reach to audiences who are statistically more likely to engage with the brand,
potentially leading to higher conversion rates. By leveraging data from existing customer
profiles, brands can better position their advertising efforts and optimize their
campaigns.  Other targeting methods, such as demographic targeting and audience
targeting, offer broader approaches by focusing on specific characteristics or interests of
users, but they do not specifically attempt to match users to those who are already
customers. Run of Site (ROS) refers to an advertising placement that runs across an
entire website without specific targeting criteria, which is not aligned with the goal of
seeking out similar users.

10Sample study guide. Visit https://iabdigiadvertising.examzify.com for the full version

SA
M

PLE



7. What is the system called that allows for real-time buying
of ad inventory?
A. Inventory Negotiation
B. Real-time Bidding
C. Automated Advertising
D. Dynamic Pricing

The system that allows for real-time buying of advertising inventory is known as
Real-time Bidding (RTB). RTB is a key component of programmatic advertising, where ad
impressions are bought and sold through automated platforms in the split second that a
web page loads.   When a user visits a webpage, a request for an ad impression is sent to
an ad exchange, and advertisers can then bid for that impression. The highest bid wins
the right to display their ad, and this transaction occurs in real time, typically within
milliseconds. This method allows advertisers to reach targeted audiences efficiently and
allows publishers to monetize their ad space effectively.  RTB contrasts with other
methods of buying ad inventory, such as direct buys or manual negotiations, which can
be slower and less efficient. It also provides real-time data and insights, enabling
advertisers to optimize campaigns based on performance metrics immediately after the
ads run.

8. Who is responsible for trafficking and optimizing digital ad
campaigns?
A. Creative Team
B. Ad Ops
C. Media Buyer
D. Brand Strategist

The responsibility for trafficking and optimizing digital ad campaigns primarily falls to
the Ad Operations (Ad Ops) team. This team plays a crucial role in the execution of
digital advertising by managing the technical setup of campaigns, ensuring ads are
properly delivered across various platforms, and monitoring performance metrics. They
handle the day-to-day functions involved in the serving of ads, which includes
implementing tracking tags, verifying compliance with specifications, troubleshooting
issues, and making adjustments to optimize performance based on real-time data.  In
addition to the setup, Ad Ops professionals analyze campaign performance and make the
necessary optimizations to improve results, such as adjusting bids, targeting, and
placements. Their work is vital to ensure campaigns not only run smoothly but also
achieve the desired outcomes efficiently.  While the other roles mentioned may
contribute to the advertising process—such as the Creative Team developing ad content,
the Media Buyer selecting where to place ads, and the Brand Strategist defining the
overall branding approach—they do not directly manage the intricate details of campaign
trafficking and optimization to the extent that the Ad Ops team does.
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9. What does the On-Schedule Indicator (OSI) report show?
A. Current site traffic
B. Visualization of ad engagement
C. Pacing and likelihood of impressions
D. Conversion rates for the campaign

The On-Schedule Indicator (OSI) report is primarily used to track the pacing of an
advertising campaign and assess the likelihood of achieving the planned impressions
within the designated timeline. It provides insights into whether the campaign is on
track, based on the rate at which ads are being served compared to the expected cadence.
This monitoring is crucial for ensuring that the campaign can effectively reach its targets
without falling behind or overspending due to accelerated delivery.  Understanding the
pacing and likelihood of impressions helps advertisers make necessary adjustments to
optimize budget allocation and improve overall campaign performance. This is
particularly important for time-sensitive campaigns where the correlation between
schedule adherence and effectiveness is vital.

10. What is the display size range for a Peel-down ad when
expanded?
A. 125×125 to 500×500
B. 970×90 to 970×415
C. 300×1050 to 300×3000
D. 970×250 to 300×600

The display size range for a Peel-down ad when expanded is indeed correct in choice A,
which specifies sizes ranging from 125×125 to 500×500 pixels. Peel-down ads are
designed to expand when interacted with, providing a more immersive experience for the
user, typically showcasing additional content or interactive features.  This choice aptly
reflects the typical dimensions for ads intended to fit on smaller digital spaces while still
allowing the ad to expand significantly upon interaction. Such dimensions support
various display contexts, making them versatile for different publisher layouts.  The other
options reference sizes that generally exceed what would be considered typical for a
Peel-down ad format. Understanding these dimensions is crucial in ensuring that the ad
integrates well with the overall webpage design, maximizing engagement while
maintaining user experience.
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