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How to set up a Pop
campaign

GUIDE 01 - POP ADS

Step by step, with real screenshots of every screen
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Pick your godl

Go to Campaigns and click New Campaign. Answer two quick questions and PPCmate
suggests where to run.

What do you want from this campaign?

Answer two quick questions and we suggest whaga to run
+— Sales & leads ‘Website traffic . Brand awareness 1 App installs
© < 4
People who buy or sign up Lats of visitors, low cost Be seen by many people Get your app downloaded

Businesses (B2B) 3501'533‘

Our suggestion

Pop-under V2 Ads = 17.3K clicks/day Push Notification Ads = 1.5K clicks{day Native Ads = 625 clicks/day

Full-page visits at the lowest cost Cheap clicks from opted-in users

# Letthe I Wizard set o + NewPop-underV2Ad  See all 20 formats

1 Website traffic
The goal for Pop. It brings lots of visitors at a low cost.

Engaged readers on content sites

2 Who are you selling to?
Pick Consumers (B2C) or Businesses (B2B).

3 Daily budget

Drag the slider. You can change it again on the next screen.
4 New Pop-under V2 Ad
Pop-under V2 is the top suggestion. Click this button to open the campaign form.

Tip: Not sure? The cards show how many clicks a day each format can buy at your budget.

POP ADS GUIDE PAGE 2



STEP 2 OF 9

PPCmate><

Name & status

At the top of the form, give your campaign a name and check its status.

Pop - US - Desktop

@ame Optimization
Pop - US - Desktop m

1 Name
Only you see it. Use it to find the campaign in reports.

2 Status
Leave it ON. The campaign runs once its creative is approved.

3 Al Optimization

Optional. Turn it on to let PPCmate optimise delivery for you.

Tip: Put the format, country and device in the name, for example "Pop - US - Desktop".
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Add your creative

In the Creatives section click Add creative. The creative page opens with the Pop-under V2

format already selected.

Format
@ PPCmate

G Google

Microsoft

00 Meta
o YouTube @ E(?i?-undef V2 @ F-’:ihl:?jf_ji?.“un @ Dfr:avfdl
© chacer

O Tikrok h
) Reddit n
@ Linkedin

Display HTML5 Ad MNative Ad Mative HTMLS Ad
@ HTW r @ mage, title & description @ mage, title & description

TMLS banne

@ Video HTMLS Ad
A vide

1 Name
A name for this creative, for example the offer or landing page.

2 Pop-under V2 Ad

A Pop creative is just a link: your landing page opens in a new window.

3 Active
Leave it on so the creative can serve.

Tip: Pop has no images or text to design. You only need a fast, mobile-friendly landing page.
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Landing page & tracking

Pick the traffic type and paste the page people should land on.

@raﬂ'lc Type
©) ® 73

Mainstream Adult Mixed

Pop-under V2 Ad
@nding Page (URL)
https:/fexample.com/landing

Add UTM tags (Required for Google Analytics)

TRACKING

pression pixel

@d Party Tracking

1 Traffic type
Mainstream = brand-safe sites. Adult = adult sites only. Mixed = both.

2 Landing Page (URL)
The full https:// address of your page. Tick "Add UTM tags" if you use Google Analytics.

3 Impression pixel
Optional. Paste the impression URL from your tracker. Tracking macros work here.

4 3rd Party Tracking

Optional. Your own tracking code or pixels.

Tip: Save the creative and you go straight back to your campaign with it added. Creatives are
reviewed before they serve.
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Budget & bid PPCmate>X

Set how much to spend and how you want to bid.

Finance

ptal budget 3ily budget ax per hour
Delivery estimate
3 $ 50.00 $
Enter a daily budge
CPM bid
$ 0.00 o Smart Bid Fixed

eaetst ayvery imr £ v abivie vat
Y Recommended bid: CPM SU.'&:'@U: e $0.57

None Google Tag Manager - purchase

& Click tracking automatic

1 Total budget

Optional cap for the whole campaign. Leave it empty for no limit.

2 Daily budget

What you spend at most per day. It comes over from the first screen.

3 Max per hour
Optional. Spreads spend across the day.

4 Smart bidding
Smart prices every impression for you, never above your budget. Bid = your maximum CPM.
Fixed = every impression is bid at exactly that CPM.

5 Recommended bid
Click "Use" to take the suggested CPM for your targeting.

Tip: Starting out? Keep Smart on and set a daily budget you are happy to test with.
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Schedule & frequency

Choose when the campaign runs and how often one person sees your ad.

Scheduling
@:r‘. date End date @ and hours
2026-10-18 2026-10-31 Every day, all hours

@ As soon as possible Distributed

@—'..'..+'|' y Cag
No cap 3 aday 10 a day Custom

1 per User per 1day Remove

+ Add limit

1 Start & end date
When the campaign runs.

2 Days and hours
Every day, all hours by default. Click to pick days and hours.

3 Ad delivery
Distributed spreads your budget evenly over the dates (it needs an end date). As soon as
possible spends faster.

4 Frequency cap
How often one user sees your pop. 1 a day is a good start.

Tip: Keep the frequency cap low on Pop. Showing the same page twice in a day rarely
converts.
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Targeting

Open Location and pick the countries you want. Devices, network, audiences and content
work the same way.

Targeting

Location @I 28M impressions
Countries, ragions, citie stal codes and map radiu
@Iowcd Countries
United States
ocked Countries
States [ Provinces
Cities
Zip/Postal Codes

Froam Oadlin

1 Location
The badge shows how many rules are set and how much traffic is available.

2 Allowed Countries
Pick one or more. If you leave it empty, every country is targeted.

3 Blocked Countries

Countries you never want. States, cities, postal codes and map radius are below.

Tip: Start with one country and one device type. It makes the first results easy to read.
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Inventory & quality

Choose where your ads run and how strict the traffic filters are.

@ve ntory

» Traffic Source Appearance

> Websites & Apps
> Placement Options
N y 3 v pl Ds, URLs and

> Supply & Deals

» Supply Diversification

Quality

affic Quality Mode

Verified Balanced Maximum Volume

e Reputation Filter

Protected .

Datacenter & Proxy Filter

Protected .

Device & Geo Consistency

Protected ()

1 Inventory
Optional: pick or block sites and apps, placements, supply and deals.

2 Traffic Quality Mode
Verified is the strictest. Balanced and Maximum Volume buy more traffic.

3 Quality filters

IP reputation, datacenter/proxy and device/geo checks are on (Protected) by default.

Tip: Keep Verified and every filter on for your first campaign.
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Save & launch

Scroll to the bottom and click Save. Your campaign goes live once the creative is
approved.

Quality

Traffic Quality Mode

Verified Balanced Maximum Volume

IP Reputation Filter

Protected .

Datacenter & Proxy Filter

Device & Geo Consistency

@andin g-page guard

Landing-page guard

@tomated Rules

Landing-page guard
Checks your landing page every 5 minutes. If it fails 3 times in a row, clicks go to a backup URL
(or the campaign pauses) until it works again.

2 Automated Rules
Save the campaign first, then add rules that watch it.

3 Save
Saves the campaign. You can edit every setting later.

Tip: Check the campaign after a few hours. The dashboard shows impressions, clicks and spend
as they come in.
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YOU'RE READY

Launch your first
Pop campaign

GET STARTED AT PPCMATE.COM

More guides Video tutorials Help
ppcmate.com/guides YouTube - PPCmate Chat in your account
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