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Welcome to the PULSE Platform:
Your Self-Serve Guide

The PULSE Platform by Greenberg Enterprises empowers you to easily plan, launch, and optimize
programmatic advertising campaigns, all from a single, intuitive interface. Built for performance and
transparency, PULSE combines full-spectrum media access across 275+ ad networks and exchanges
with unified access to 300K+ syndicated audience segments from over 175K global data providers. This
eliminates silos across both media and data, enabling real-time, insight-driven decisions that drive
results.

This guide will walk you through the essentials of using PULSE, from campaign setup to optimization
strategies, so you can take full advantage of its unique capabilities. With PULSE, you move beyond the
walled gardens and into a space where audience ownership, transparency, and results come first.

Whether you're running your first campaign or scaling to enterprise-level performance, this guide is here
to support you every step of the way.

And if you ever need assistance, don't worry, we're just a message away and ready to help.

Let's get started.
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1. Login PULS:
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Enter your email & password which
you've set up during registration on
the PULSE DSP

PULSE soni

POwERED BY Gumnam

Easily plan, launch, & optimize your
programmatic ad campaigns

The PULSE Platform by Greenberg Enterprises gives you full-spectrum
access across 275+ networks, breaking down media silos and turning
every campaign into actionable intelligence. Move beyond the walled
gardens with transparent, data-rich performance and true audience

ownership.
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If “wrong password”, you can reset
your login by entering your email
and clicking on the link to setup a
new password

Forgot Password

Enter your email and we'll send the link on how to reset
your password

> ( Enter mail )

Login
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3. Navigation PULS:
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PULSE . . -
i Activate - This is your advertising dashboard at PULSE.
! @ oo Settings - Settings allows you to set up your billing, global exclusion
& Beportog tools, and branding.

Settings #: Campaigns
@ Creatives

@ Pixels

A Audiences

®© Forecasts




4. Getting Started
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sULSE Overview

Greenberg Enterprises LLC - 245 v 430814

Account Setup

Quick links on “Account
Setup” will help you get
ready to launch your first
campaign

j

- Al v v 7 Days

Welcome,

AN

<

Start by creating an advertising campaign

When you're ready to launch your first
campaign, click “Create a Campaign”




5. Performance Overview PULS:
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sULSE Overview
Greenberg Enterprises LLC - 245 v 430814 v A v v 7 Days

Account Setup Welcome,

AN

Start by creating an advertising campaign

Overview screen helps you get the quick stats
overview of your programmatic campaigns,
which is also a great resource to share with your
team as a campaign update snapshot

—




5. Performance Overview

f

You can switch between
Advertisers and Date range in

rULSE Activate DSP . o the top dropdown

Account Setup Welcome,

Summary Top Sites

Top Sites display the domains
m where your ads have been
most viewed, ranked by
number of Impressions

0.96%

3

By clicking on either of the

metrics, you get a trend chart

of the metric performance

campaigns, your performance
data will show with quick stats
on the Overview page

7
When you start running

over time

Top Ads display the creatives |

that have been most viewed,
ranked by number of
Impressions

Creatives regunt =+

rUlLSc
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PULSE  Reporting - o

iconic - 127710 Test Advertiser | lconkc - 254953 v Al v 30 Days
7 Reporting
Imoressons v Clicks
aQan
2 Oct ] Nov
° oo
© Name Impressions Clicks cm oM cpec cov Conversions CPA Spend

$948 § 9 s

Campaign Reports help you understand how
your campaigns are performing and their trend
over time




6. Campaigns Report
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Reporting 7 e

PULSE
" .| Use Type dropdown to switch
e - 127710 »s| betweenreporting type

2 Reporting

Imoressons v Clicks

Use Agency / Advertiser / Campaign [ date
range dropdowns to filter your reports

You can change the Metrics displayed in the
trendline chart using the Metric 1& 2 dropdown

Key performance stats per campaign are displayed in
the below table. You can sort columns using the up
and down arrows

e = Y

30 Days

Conversions

1




7. Sites Report
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PULSE Reporting saed
e——
-
I
—
—
—
[m} s
| §15
Site Reports gives an overview of the top domains
where ads are displayed and their performance.




7. Sites Report
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rULSe

1 Reporting

Reporting - s

loonic - 127710 Test Advertser | lcoric - 254953 v A

Impressicns

You can change the Metric displayed in
the chart using the Metric dropdown

N

30 Days

Use Search to find
specific sites

Key performance stats for the top 1000 sites are
displayed in the below table. You can sort columns

using the up and down arrows

¢/ cm (= e

she Impeassions Clicks

v Conversions oA Spand




8. Geo Report rULSc
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Reporting v o

rULSe
Al - Al 30 Days
Regional stats for the states (global) are displayed in
& Reporting the below table. You can sort columns using the up

) ‘—H o and down arrows

Use Search to find
specific regions

Country Region Impressions . Clicks cTR cPM cpC cev cpcy cPL cpcL CPA Spend




9. Creatives Report

rUlLSc

PULSE Reporting

R Reporting
Use Searchto find | * —
specific Creatives

Performance stats for the creatives are displayed in
the below table. Banners include a preview. You can
sort columns using the up and down arrows

Preview Impressions Clicks cm com o cov

e

'-—r-

j

30 Deys

cpev < 8 cpcL CPA ‘pend
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10. Auction Result
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PULSE Reporting

G Reporting

Mot P Bt Opgurtor

[

Total available reach with auction bid performance

and won placements are displayed in the below table.

You can sort columns using the up and down arrows

v

Agert Nama Mot et Bt Opgmationt ws [N ot e

Won Bate

j




How to Use Reporting for Optimization PULS:
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Reporting will help you optimize your campaigns performance. Here are a few tips:

Step 1: Identify your average performance in Campaigns report for your priority KPl metrics, i.e.
average CPA is $25, CPC $1, and CTR 0.8%.

Step 2: Review the Auction Results report to see if your bid rate (CPM bid) covers more than 5% of
the available reach (matched bid opportunities). If you want to increase the number of “won”
placements in the programmatic ads auction, consider increasing the CPM bid for your campaigns.

Step 3: Review the reports for Campaigns, Sites, Geo, and Creatives and pause the underperforming
campaign elements where the performance is lower than the average with 1000 or more
impressions. For example, if forbes.com CPA is $30 and the spend exceeded 1000 impressions,
exclude forbes.com from audience targeting by adding the site to the exclusion rules.

Note: Campaigns and Creatives reports are updated multiple times a day. Sites, Geo, Apps, and
Auction Results reports are updated on a daily basis.



CAMPAIGNS



11. Campaign Overview rULSce

BY CEREENBERG

NTERPRISES

You can launch a new campaign by

You can search for a specific
clicking “New Campaign”

campaign keyword here

Campaigns Agency: konic - 127710 Advertiser. Test Advertiser earct Q

rulse

L] Campaign Advertiser Objective Budget Start Date End Date Created By Status oft/on
You can switch your campaigns On or Off. If »
. campaignis ON - it will be running when
approved during the schedule. If campaign »
@ Campaigns o Ramereting.0eners - G _ is OFF - no ads delivery is made. »
' . : : »
o B
vl . N . . . . »
Campaigns table gives a quick overview
of the campaign structure and its status. »
\ : : B
t B
; t : $ »

You can Edit your campaign parameters
or archive unwanted/old campaigns.




12. Creating a Campaign

Notice

Do you want to use the unsaved draft?

You can start creating a campaign from scratch or
use a draft if you already started creating a
campaign before.

rUlLSc
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12. Creating a Campaign PULS:
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PULSE

Organize your campaign

ting

Advertiser Test Advertiser | Name v
»: Campaigns

Campaign name test

Audience test 123 - 10

ads on hulu spotify walmart - 37080 ©
Creatives v

BACK ) PROCEED

The first step in campaign creation is to choose an advertiser,
give your campaign a name, select an audience, and creatives.

If you don't have existing advertiser/audience/creatives for the
specific campaign, you can create new ones directly from the
campaign creation screen




12. Creating a Campaign rULSce
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Select your campaign objective. You can only
select 1 objective per campaign and you cannot
change an objective after creating a campaign.

Campaign Objective N
2 Q Cr <
Awareness Clicks & Traffic Video Audio Conversions
Select KPI You can set a specific KPI target for your campaign
. which will reinforce PULSE Channel Al to optimise your
- ) campaign to reach the target. This field is optional but
Sehedule cannot be changed after campaign is created.

Campaign schedule indicates the start and end dates/times of
your campaign. You can change this later.
< Timezone is set once per campaign and cannot be changed.
l Timezone is used for campaign reporting.

Frequency cap is recommended
but optional. You can change this

Frequency capping

later. Decimals are supported.

s Max s . Set your total budget as Lifetime. If your daily
budget is below $50, do not enter a value. Max

Budget

® bid is highly recommended but is optional. All

Post-Click Engagement budget values can be changed.

© Noengag . . - Select a pixel indicating a conversion event for
thai campaign. Greenicon in dropdown
indicates an active pixel

e “




12. Creating a Campaign PULS:
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PULSE Launch

Account Balance $500.00
) Total Due

»: Campaigns

Credit Card (mastercarg weeeesssees

Campaign will go live after you have enough funds
and you click to launch a campaign. You will be
billed daily on the campaign spend.




12. Creating a Campaign rULSce
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Add More Funds
Amount

$ Enter amount

PULSE will charge an additional 10% on top of your ad spend for processing & platform fees.

(o )

You can add more funds if necessary to launch
the campaign. If you would like an alternative
payment method, contact PULSE team for
support.




Campaign Setup Tips & Hints PULS:
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You can only have 1audience linked to a single campaign.

Conversion tracking is only supported when Conversions is selected as a campaign objective, and
a conversion pixel is selected for post-click engagement.

If you're unsure about Frequency Cap and are planning a web campaign, consider setting up to at
least 3 impressions per user per 1 day.

If you want to run ads for just a few days, consider pacing your campaign budget to “spend ASAP".
In most other cases, you should consider spending your budget evenly.

Your max bid will be the very maximum you'll pay for any of the publishers. This in most cases does
not mean that it will be your average CPM rate, as in most cases it will be lower than the max bid.
You can monitor auction results and adjust the max bid based on the bid rate and win rate.

KPI targets differ per selected campaign objective. You can only set up KPl once as well as the
objective, and you cannot change them later after the campaign is already live.
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o | Name Advertiser Type lc,;""d f)'“'"“’ Status Preview

2
]

Click Here

Chick Here

Chick Here

Click Here

Click Here

Chick Here

Chick Here

A8 8B ABABAH

Chick Here

Click Mere

Chick Mere [ ¢
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sULSE Create Creative

& Overview E 0

€ Reporting Banner Ad tag

&

®: Campaigns

Settings

S @ Creatives 3] «:

@ Pixels HTMLS Audio

A Audiences

© Forecasts D Q

Video Native

x o

Meta single video/image YouTube
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PULSE Ad Builder

Banner

Agency *
@ Overview e

Greenberg Enterprises LLC - 245
v & Reporting

Settings ®: Campaigns

Advertiser *

Test - 430815

9. | @ Creatives Creative name *

Admin

@ Pixels

Creative files
2 Audiences

® Forecasts

Jpg, .png, or gif only (S00KB max)
Multiple files can be uploaded in a zip (4MB max)

All animations must stop after 15 seconds

Landing page *

Impression tracker

Schedule

Logout

O

Choose Files

Ad-MediumRectangle-300x250jpg @

Display Ad Dimensions: 300x250, 728x90, 160x600, 300x600, 970x250, 336x280, 468x60, 120x600, 180x150, 250x250, 234x60, 970x20, 200x200, 300x1050
Mobile Ad Dimensions: 320x480, 320x50, 728x20, 300x250, 360x640, 300x50, 216x36, 120x20, 168x28, 480x320, 768x1024, 120x240
DOOH Ad Dimensions: 1400x400, 840x400, 1200x400, 1920x1080, 1080x1920, 2160x3840, 1024x768, 1280x720, 2048x768, 1080x1440, 1920960, 2560x720

Ad Preview
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Ad tag

Agency "
@ Overview e

Greenberg Enterprises LLC - 245

E Reporting
Advertiser *
Settings ® Campaigns Select advertiser
9. @ Creatives Creative name '
@ Pixels

Ad Tag*
2 Audiences &

® Forecasts

Landing page *

Impression tracker

Schedule

Ad Preview
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PULSE Ad Builder

HTML5 Ad Preview
Agency *
. @ Overview —
Activate Greenberg Enterprises LLC - 245 v
El Reporting
Advertiser *
@ G i
ampaigns Select advertiser -
& Creatives Creative name *
@ Pixels

) Creative files *
R Audiences

@ Forecasts D

Choose Files

zip files only (SOOKB max)

Landing page *

Impression tracker

Schedule

E

Logout

7 B
e ) G
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PULSE Ad Builder

Audio Ad Preview

Agency ™
& Overview e —

Activate

Greenberg Enterprises LLC - 245 v
& Reporting
Advertiser *

G i
ampaigns Select advertiser v

@ Creatives Creative name *
@ Pixels )
_ Creative files *
2 Audiences

@ Forecasts D

Cheose Files

Upload Audio files only or audio + companion banners as a .zip IGB) max
Audio files must be wav, . mp3, or .ogg

Companion banners must be gif, jpg, or .png
Audio Ad Companion Banner Dimensions: 300x250, 728x30, 300x50, 320x50, 500x500, 540x640, 640x640

Landing page *

Impression tracker

Schedule
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Ad Builder

Video

PULSE

Agency *
@ Overview S

Greenberg Enterprises LLC - 245

&

Reporting

g

Advertiser

Campaigns
Select advertiser

@ Creatives Creative name *

@ Pixels

Audiences Creative files *
2

® Forecasts

O

Choose Files

v, mp4, avi, wmy, .mpegli2,
Video Ad Dimensions; 1920x1C

ebm or mov files only (IGB max)

Landing page

Impression tracker

Schedule

Logout

0.700, 1920x800.:700, 1280x720:400, 854x480:400,1024x768:400, 540x380:100,

640x4807100, 64 0x360:100,480x360:100, 320x2407100, 300x250:100

Ad Preview
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Activate

&

Logout

G

g

PULSE

Overview
Reporting
Campaigns
Creatives
Pixels
Audiences

Forecasts

Ad Builder

Native
Agency *

Greenberg Enterprises LLC - 245

Advertiser *

Select advertiser

Creative name ™

Creative files”

O

Choose Files

Native image sizes must be 1600x1200, 1200x1200, af 1600x1600 below 500 kb.

For multiple ads, upload a zip file ¢
name

Download Native CSV Template

Landing page*
Impression tracker

Schedule

e -
e >

ntaining 1) Native Image Assets and 2) a csv file that includes columns for Creative Name, Image Name, Headline, Subtitle, Sponsored by

Ad Preview

=
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PULSE

Overview

Reporting

Campaigns

Creatives

Pixels

Audiences

Forecasts

Pixels

Agency. Greenberg Enterp v Advertiser: All v
Search:
wuID Pixel Name Advertiser Jotars

9aa43dE0-el4
dSc 78828

42529050
25a:000 site prospecting Test

©65c06bf-B0dd-4194-a38a-3e3969908619 Test Site Remarketing Greenberg Test

24 Hour
Fires

Time Since Last
Fire

Created At

2025-07-25 10:41:53

2025-07-24
1022:46

Get Pixel
«» Get pixel
code

< Gat pi
code

NEW PIXEL

Edit Archive

Edit Archive

rUlLSc
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Create Pixel

rULSE
Agency
Grosobang Ertarprmes LLC - 245
A ¢
0814
Pivel Narme
QR Pleels y o
(O
sacK

j

Get the pixel code

CLOSE

\ COPY
S/

rUlLSc
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Audiences Agency: Greenberg Enterp v Advertiser: All v Search:

[ Audience Name Advertiser Created At

PULSE

349 Site Prospecting Test 2025-07-2410:3028 Copy Edit Archive

© Overview -

& Reporting

Activate

#: Campaigns

@ Creatives

@ Pixels

2 Audiences

® Forecasts




Edit Audience

Audience Name®
lconic_prospecting_sagments_web

Targeting Rules”

ADD NEW ROLE GROUP

g rules for

Included
Group!
ences > Data D
Supplenme
5 & ADps » Top Sits a5t 1op 50¢ sl > Beauty, Vertical > Fashion, Vertical > Vertical > He
© And
A Ty 3 SOOL mbof e
v
hannels xton
nder > Cenders Fermale
» Age 25.29, 30-34, 15-39. 40-49
dary Part 1 W't A
Excluded
Group!

Edit

Edit

Edit

Edit

Edit

Edit

Edit

Edit

Edit

Edit

Edit

rUlLSc
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PULSE Advertisers

10 Advertiser Name

2, Advertisers
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New Advertiser
Agency

Greenberg Enterprises LLC - 245 v

Name
Website URL "

Industry *

Select an option v

Sensitive Category

( CANCEL ) SUBMIT
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PULSE Ad Wallet

Agency *

= Ad Wallet .
Greenberg Enterprises LLC - 245

Advertiser

2 Profile Select advertiser Y CLEAR




Set Payment Method

Name

Enter name
Email

Enter email
Address

Enter address

Card
Enter card number Month Year CvC
Payment Terms

| understand & accept the Terms and Conditions.

| understand & accept that upon successfully adding a payment method, | will be
charged a deposit of $50.00

T G

rUlLSc
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B Exclusion Rules [ conar ]

0 Exchusion Pules
Beomfopree Cirfal arlomlen Dules
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Exclusion Rules

New Targeting Rule
Category
Context & Keywords

Type

Custom Keyword List

Value

free

o )




Conversion based Advertising F'ULS:
Funnel with Growth Channel D

Trigger Awareness Consideration Conversion
@ ﬁ ——
E

7 N N N ™

Video ads on display network Native audio ads on display Click Remarketing campaign to Mobile capaign to site visitors

targeting 3rd party audience. network target 3rd party those who clicked on your links. who have not converted with
\_ audiences. - click-to-call and click-to-text
- ~ - banners.

n Vs = Retargeting N~ =4
Prospecting "
Retargeting ™

. . . ABM ad campaign to high-value
E:agltlilczgoanaﬁf:;g:\iErie;;Eﬁ Previously people who accounts with CTV.
i eyin dustrv events. office previously attended competitor | ‘. J | Capture opt-in emails of
b.iul e stzjres) ' locations, target office buildings, | ~ N | people woh visited your website
’ ) and/or industry events. Retargeti but not yet converted
| Y v
s ~ | Searchremarketing campaign =

Lookalike on mobile apps, desktops, and
mobile web
A

Targeting similar audience to

those who converted.
b vy




Break down barriers with full-spectrum access to 275+ ad PULS:

networks, exchanges, and DSPs, powering smarter, stronger 5 GEFRNEERD
campaigns.
TN
FOX Discovery & spotify yahoo! pandora remumversas
StackgAdapt M am_a/‘zlon adS amazon alexa = M:Sf?:%t{t} C!ITEO (1) theTradeDesk

BN, Google Display O\
l & Video 360 COMCAST O

Google Ads

Syndicated Data

Unlock unlimited access to over 300,000 globally syndicated audience segments from more than
175,000 data providers—delivering unmatched precision and scale without boundaries.

«*> Nielsen zpsilon  /LiveRamp < :LOTAME ACXIOM



Built-in Al campaign optimization.
Global media distribution

Omnichannel reach across display,
mobile, audio, video, native content,

CTV, and DOOH, via 275+ ad
networks/exchanges/DSPs

300k+ built-in audience segments from
over 175k data providers

No minimum ad spend, even for the
premium channels

rULSc
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Easily plan, launch, & optimize your
programmatic ad campalgns

The PULSE Platform by Greenberg En s you full-si
acel 275 ewok bre: k gd wnmed silos and[um'ngevery

campaign nable intelligen Moveb y nd the walled gardens with

transparent, dat h per f formance and ience ownership.

Signin




THANK YOU!
QUESTIONS?
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