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01 Process and Structure
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Ad Setup Process

User

Personal Account
Registration and
Login

Create a Group and
Apply for Payer
Information

Create an Ad
Account and Link
Payer Information

Add Ad Media and
Set Up Campaigns

Ad Delivery

©LY Corp.

LINE sales representative will provide the LAP registration link at
https://admanager.line.biz. Once you have completed registration through this
link, you can use the account to log in to LAP.

After accessing LAP, first create a group. Once the group has been created,
apply to LINE to set up payer information.
*For the payer information application process, see P.15.

Create an ad account under the group you have created, then select
the payer information to link to the account.

4 Open the ad account you have created and go to “Media” to add creatives
(images/videos/apps), then create campaigns/ad groups/ads.

*You can add creatives and create campaigns/ad groups/ads while your ad
account is under review.

*Creatives requiring review include “Media (images/videos/apps)” and “Ads
\_ (creative combinations).”

-
If an item fails to pass review at any stage, its delivery status will be
displayed as “Not delivering.” Once the review is approved, ad delivery can
begin.

-

Registration Link
Provided by LINE

Sales
Representative

Create Payer
Information

Ad Account Review

Ad Creative Review

Monthly Billing and
Invoice Issuance



https://admanager.line.biz/

Ad Account Structure

Campaign

Campaign objective
Schedule

Budget (monthly/lifetime)
Bid strategy/campaign
budget optimization

LINE Business ID

Audience

Website Traffic Audience
Lookalike Audience

Upload IDFA/AAID

LINE Official Account Friends
Audience

Cross-Product Audience, etc.

Group

Ad account

Tracking (LINE tag)

Base Code
Conversion Code
Standard Event Code
Custom Event Code

Payer info

Conversions

« Upto 100 custom
conversions can be

created per ad account.

Media

Images
Videos
Apps

Ad group

Target audience/placement

Optimization and bidding

Billing method (CPC/CPM)

Bid amount

Daily budget L . . . .

Apps App (this field appears only when the campaign objective is app-related)

Ad

Ad format Images, videos
Media

Title and description .
Action button ¥ A group can have up to three levels.

URL % A single LINE Business ID can have up to 100 groups in total.
2 A single LINE Business ID can have up to 1,000 ad accounts.
©LY Corp.



Limits by Ad Account Level

Ad Campaign 300
100,000
Ad Group 3 Up to 1,000 per Ad Campaign
Ad 50,000
> Up to 1,000 per Ad Group
Images: up to 10,000
Media Videos: up to 10,000
(Ad Creative) Apps: up to 2 (one each for iOS and AOS)

> Limits are calculated separately.

2 The above limits do not include deleted items.

©LY Corp.
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Interface



Create a Login Account (LINE Business ID)

LINE
Business ID

Login

‘ Log in with passkey

Don't have a Business ID?

Log in with SSO

LAP Registration Link Provided by the LINE
Sales :https://admanager.line.biz

Open the link and click “Don’t have a
Business ID?” to begin registration.

LINE
Business ID

Here's the link you need 1o sign up for Business D,

Press Continue in the next 24 hours to sign up.

Continue

the button

‘emalRedicectUnfscopesamal into your browser.

‘This email was sent to an email address registered to a Business ID account
" it's possibie your . In that case, p
lease delete this email

You will receive an email with the subject
“Your signup link for Business ID.” Click
“Continue” in the email.

©LY Corp.

LINE
Business ID

Login

Email address

Log in with passkey ‘

Don't have a Business ID?

Log in with SSO

Go to the registration page and click

“Email address.”

LINE
Business ID

New sign-up
User info input

Emai addresz B

Set your name and password,

hen click

“Next” to complete registration and proceed

to LAP to begin setup.

LINE
Business ID

New sign-up

You must have a Business ID in order to
proceed. Select one of the buttons below
to sign up.

By signing up and using Business ID, you agree to the
Terms of Use,

Enter your email address and we'll send you a
link te sign up.

Email address.

Email address

I Send signup link

Enter your email address
and click “Send signup link.”

Create a

2 After completing registration, you can
subsequently log in to LAP at
https://admanager.line.biz/.



https://admanager.line.biz/
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Management Interface Overview O

The LAP management interface consists primarily of three sections: “Home,” “Groups,” and “Ad accounts.”

1. User Home

User top

Group: PHI{ERISR(GE89975154968)

Groups Ad accounts

+ Mew adaccourt | + Link with ad acoaunt

< Status = Ad accourt name

7 items

Artive Internal_LENEEA  Adan ABES0TIA2523

A

User name.

Use the drop-down menu to
return to User Home, edit your
basic user information, or log out.

B ZFH{HSH admin -
User top

Profile & language settings  '202

Yata from me nch
Log out

©LY Curp.

= Ad account ID

2 CTR (click-
2 Impressia = Click: 2 Video stan
e = e through rate) e s waatched)
0 14 48
300 14 467%

B

Ad-related notifications. When there is a new
notification, a green dot will appear in the upper-
right corner of the bell icon. Email notifications
are turned off by default. You can enable them if
you wish to receive notifications by email.

Notifications x

£ Video [25%

I Notification emails &

Notifications include:

* Ad account status (approved/rejected/LINE
Official Account status)

Campaign spending status

Ad review status (updated every 10 minutes)
Payer information review status

Invitations to link to an ad account

With the exception of ad review status, which is
updated every 10 minutes, all of the above
notifications are updated in real time.

HOTICE HELP
—

Q i | ) B/5/2026 - B/18/2026 -

Data from more than 5 years age cannet be included in the report.

1-777 €| ¥ @ Cokimns ~
= Video (30% = Video (75% £ Videa (100%
watched) watched) wiatched)
o o o i
o a [ ]

The Groups and Ad accounts tabs
respectively display lists of all
groups and ad accounts owned by
the user.



Management Interface Overview 2

The “Home” page of the LAP management interface displays system announcements.

2. Home

- ) (7]
Leeniop : NOTICE HELP
Home Groups @ Ad accounts @

EREEIRSEREET? ° o . -
SRR —RIEE )
BRiEREEA RS - Oﬁﬁﬁmm;ﬁma!

IIANERGR

A Announcements
—

All Mew featuras Operations Othar C

B r Title Type
[Product Update] New Placement Available: "LINE Friends Tab® Placement New features B/6/2026
[System Notice]l New LAP Audience Targeting Conditicons in [Advanced Targeting] Available August 7 New features Br4s2026

L LINE ¥O-OM Service Discontinuation Notice New features Bf3/2026

* [Natice] Ad systems will operate and deliver normally during the 2026 Urban Resilience Exercise. Operations 7/29/2026

Dragon Boat Festival Announcement Operations 6/11/2026

.

A B C

Announcement categories. Announcement list. Up to five announcements are
Categories include “All,” “New Click a title to view the full displayed on the Home page. To
features,” “Operations,” and announcement. view earlier announcements, click
“Other.” “Right.”

©LY Corp. 10



Management Interface Overview 3

Open any group or ad account to access the “Ad Manager” interface. The group-level interface is shown below.

3. Ad Manager — Group Level A

B TWtestgroup Admin - @

I 7]

HOTICE HELP

=Y .5 || Admanager
MENL

User top Q | e B/5/2026 - B/18/2026 -

C Group: TW test group(G95835122652)

Data from more than 5 years ago cannot be included in the repart.

Groups Ad accounts
* MNew adsceourt | Link with ad sesaunt 1-2/2 < » | @ Columns-
 CTR (elick- % Video (25% £ Viden (50% 2 Video (75%  Vides (100%
 Status 2 Ad aceourt name tAdaccountlD % lmpressions 2 Clicks S CTR felek © Video starts e (2 o s e
D - 2items 0.00% o 0 0
I'_" BRALHE Advin ABOE13180034 0 0.00% 0 i 0 a
Mt defivering © . | J— 2
o LIME 1251 Admin A166351 22793 0.00% 0 [ 0 a

Click to search for and access other
groups/ad accounts you own.

B TWtest group Admin -

AP sub-group 1 Admin IS E
Group: GOT04H356256

TW Internal_Brand Ad Admin

Group: G2439HIETIFT

"‘I TCTESTS admin
E-

T Group: GECEBEI2TEL

TCTESTZ admin

Group: GABNEEIIIHS

~ See more

©LY Corp.

Click “= MENU” to expand the group
management menu.

The management options displayed
in the menu vary according to the
user’s permission level.

Indicates the level you are
currently viewing.

D

Performance summary for convenient
viewing of account counts and overall
performance.

11



Management Interface Overview (@

Open any group or ad account to access the “Ad Manager” interface. The ad-account-level interface is shown
below.

4. Ad Manager — Ad Account Level

pr—
A veny || Ad manager
—

Usertop » Group:TW Internal_Brand Ad Q
Ad account: TW Internal_Brand Ad(A54498357357)

B TW Internal_Brand Ad admn -

| ke 7/19/2026 - 8/17/2026 (Asia/Taipes) ~

Data from more than 5 years ago cannot be included in the report.

B W Cost~ | W CPC(costperclick) - | M Mone~ | @ Nane- | Daily~ Hide graph

100M

75M

50M

25M

0

101 1002 10/3 10,

A

10/5 10/6 107

10410 1o 1012

013 104 1015 100186

Campaign Ad group Ad

+ e ka0

©LY Corp.

A

Click “= MENU” to
expand the ad
account management
menu.

The management
options displayed in
the menu vary
according to the user’s
permission level.

B

Ad performance chart.

Users can select different
reporting metrics as needed to
view performance charts. The
available metrics are the same
as those in “Performance
Reports.”

When viewing hourly data, the
date range can be set to cover
the entire duration of the ads.

Deleted tems  1-7/7 ¢ D Colurmns - | & Downlosd repart = & Downlasd settings file -

C

Customize columns in the Ad Manager
interface.

You can customize and save your
preferred columns in the Ad Manager
interface to conveniently view specific
performance data, including custom
conversions.

7 ¢ % M Calumes -

Choose columns

. s
imp  Default columns

12



03 Basic Settings



Create a Group

First, create a group. Groups can have up to three levels.

-
Click “Add group” on the Home page to open the Create Group page.

User top

Group: ¥ Ei{baLd 4968)

Create group
2% 1: Enter a group name.
This name is displayed only in the system interface and

will not appear when ads are delivered.

General information

Groups allow advertisers to manage multiple ad accounts. Using groups allows you to control all subgroups and linked ad
accounts from one place

% 2: Under Payer information, select “Use the parent group's

Parentgroup  GE9975154968 : BFEHLMG

X1
R payer info or set payer info for each ad account
— separately, without setting payer info for this group.”
Payer info
Set the payer info used to pay for ads. By setting payer info for a grou, you can use the same payer info across all the If you SeIeCt “Set payer |nf0 for the group’” the payment
e e o vt fthe e o i hct i o paymert L orprton. For ad sgech, method will be credit card.
please use your agency’s details rather than that of your client's
Apply for
N When finished, click “Create.” Payer
account separatedy, without setting payer info for this group a
Information
2 Under the same top-level group, a child group cannot be linked to multiple parent groups and can belong
to only one parent group.
2 User permissions can be managed for each group. Users who have not been granted permission for a
group cannot view its contents.
14

LT WU,



Apply for Payer Information (Payer info)

Payer information must be created by LINE. It can only be created at the group level and cannot be created
at the ad account level.

Provide the following four items to your LINE sales representative

so that LINE can create the payer information. % How to find the Group ID:
. . User to
|| fem | Desapton | Example | oo BHNREB(629975154569
1 Group ID Payer |nformat|o.n will be created G00000000000 '
under this group. Groups | Ad accounts
Paying Company Entity to which the invoice will be — —
2 Name issued Brown Co., Ltd. group
Paying Company g i 1 which the invoice will be e ek

3 Unified Business No. 00000000

- issued R :
(Business Tax ID) oo S

4 Finance Contact

Invoice recipien Da-Xiong Wan
Name oice recipient a-Xiong Wang
Once LINE has created the payer information, it will Once created, the payer name displayed is a
appear under “Billing and Payments” in the group §ystem-generated default name. You can rename
management menu. it as needed to make the payer information easier
to manage.
B Mansge Reports and figures. o Payerinfolist
Group SRR (689975154968) e Payer ID Billing time zone
Auto generated - &R RIBBEIRLE) - 202011231581 B38527192000  (GMT+8) Taipei
Auto generated - £ REBGRIFARLE - 202212011517 B79780269111 (GMT+8) Taipei
Click the payer name whose name you Create ah
wish to change. Ad Accouh
Payer info list Payerinfolist »
Payer info: Auto generated - 878iE RIRIABRAS) - 202011231551 2 Silling info st
Auto generated - £ RGBT AR LS - 202011231551
Payer nama Payer ID Billing time zona  Ad accounts using this payerinfo  Created Review status. Mh,,g“:?:;nl: r::i:tl‘?::
Auto generated - 5RIBBAHTERLE - 20201123158 B33527192000  (GMT+8) Taipei & 11/23/202015:51  Approved Ad accounts using info &
Auto generated - &R ISR ERAE - 202212011817 B79780269111  (GMT+8) Taipei 1 12/1/2022 1517 Approved Revewsiats - Approved

Click “Settings” to edit the name.



Payer Information — Change Payer Information

If you need to change the payer information linked to your ad account, follow the steps below.

Open the ad account, click MENU in the upper-left corner
to expand the management menu, then click “Ad account
settings.”

rtop P RRTIE P BRI AP sub-group
Ad account: RRMER /\ BiEH)(A86295154502)

Under Payer information, use the drop-down menu to
select the payer information you wish to use.
After making your selection, click “Update.”

Edit ad account

Payer info

I PPPPPPPPP [B79780269111) Auto generated - SMIBIBHRHTMEE - 202212011517 I

Product and service information

Upload documents regarding products m
and services

General information

count name LRMER \AED

“ Ganel

LT I

Open the Ad Account Settings page, scroll to the
bottom, and click “Edit.”

General information

Adaccountname  ABE295154502: RRFEN /\RER

Business Manager(Optional)

tionlD  BMA49220701635

“ prlete

[IMPORTANT NOTES]

Payer information can be changed at any time except
on the first day of each month (00:00-23:59 JST,
when the system performs monthly billing).
Regardless of how many times the payer information
is changed, the invoice will be issued based on the
payer information linked to the ad account at the time
of monthly closing.



Payer Information — Applying for Payer Information
Based on Different Needs

® 1 Group Linked to 1 Set of Payer Information

s | (D After creating a Group, request that LINE create one set of payer
information.
o— @ Link all ad accounts under the group to the same payer information.
Agency

| | | = At the beginning of the month, a single invoice will be issued
Ad Account Ad Account Ad Account for all ad accounts.

® 1 Group Linked to Multiple Sets of Payer Information

(@ After creating a Group, request that LINE create multiple sets of payer information.
(@ Each ad account under the group can be linked to one of the available sets of payer

Group: _ information.
Agency

Group: = At the beginning of the month, separate invoices will be issued according to the

A . . . -
ganey number of payer information entries linked to your ad accounts.
| | 2 Up to 10 sets of payer information can be created for a single group.
Ad Account Ad Account Ad Account X N sets of payer information will result in N separate invoices. Please avoid submitting

duplicate requests for unnecessary payer information.

2 Multiple sets of payer information can be created for the same paying company, but a
0 @ @ separate invoice will be issued for each set of payer information. (For example, even if the
paying company is the same under Payer Information A and B, two separate invoices, A

®L and B, will still be issued at the time of billing.)



Billing and payments — Campaign Budget
Optimization Not Enabled

In the following circumstances, the system will automatically deduct the relevant amounts during monthly billing, and
you will not be charged for them.
See the table below for details on charges and the display of performance data after the campaign period ends:

. . . Management | Performance

Within 24 Hours After Campaign

Period Ends No charge Displayed Displayed

More Than 24 Hours After

Campaign Period Ends No charge  Notdisplayed  Notdisplayed

% Daily Budget

Billing rules when an ad group exceeds its daily budget:

+ If the daily budget is less than JPY 1,000 and actual spending for the day is JPY 2,000 or less, you will be
charged the actual amount spent. If actual spending for the day exceeds JPY 2,000, you will be charged
no more than JPY 2,000 in total.

» If the daily budget is more than JPY 1,000, regardless of actual spending for the day, you will be charged
no more than twice the daily budget.

« The final billed amount will still not exceed the campaign’s total budget.

« If you bid in another currency, differences may arise due to exchange-rate conversion.

2 The above billing adjustments are updated every 10 minutes.

2 At month-end closing, the campaign’s total budget as of the last day of the month will be used as the basis
for billing.
Example: Total budget on 6/1: $10,000 — Total budget adjusted to $15,000 on 6/30 — Billing is based on
$15,000.



Billing and payments — Campaign Budget
Optimization Previously Enabled

If campaign budget optimization has been enabled and spending exceeds the daily budget, the
system will compare the “campaign daily budget” with the “combined daily budgets of ad groups
that generated impressions.” You will be charged up to twice the higher of these two amounts.

Budget Optimization Campaign Daily Budget: $10,000
Enabled

Budget Optimization Ad Group Daily Budget
Disabled Actual Impression Cost: $50,001

Ad Group 1 Ad Group 2 Ad Group 3

Daily Budget $10,000 $10,000 $10,000

Actual Cost $50,000 $1 $0

X Calculation Rules
Combined daily budgets of ad groups that generated impressions:
$20,000 (Ad Group 1 + Ad Group 2) > Campaign daily budget: $10,000

Final charge: Twice the combined ad group daily budgets = $40,000

X If a campaign total budget has been set, the final billed amount will be subject to the
campaign total budget.



Create an Ad Account

Create a new ad account under an existing group.

weny | Ad manager Click “New ad account” to
open the Ad Account

Settings page (Figure ).

User top

Group: RRICHS h2154542)

Groups Ad acco

+ s

D | ravertserinto

Prodct L

see P.21.)

S5 [ S ot %3 Basic Information

B Ad account name: The system will automatically populate this field with the
“Advertiser name — Official product name” entered above.

Target country: Select “Taiwan” as the country where ads will be delivered.
Time zone: Select “(GMT+8) Taipei.” This time zone will also be applied to
reports and the system interface.
Currency: Select TWD.

LT I

2 1: Advertiser Information

P Advertiser name: Be sure to enter the advertiser’s full company name.
Company website URL: Enter the advertiser’s official website for reference
during the advertiser review process.
ooy o Funder: The funder name is shown under "About this ad" in each ad.

- $2: Product Information

s [ Official product name: Enter the official name of the product/campaign.
Product URL: Enter the URL containing information about the
product/campaign.

LINE Official Account Basic ID/Premium ID: Enter the LINE Official Account ID
=l s and obtain approval from the administrator of that Official Account. (For details,

When finished, click “Create.”

Payer info

Puwentgroupname  GEA09SISASH2: RRMME

Payer information: Select
“Use group’s payer info,” then
use the drop-down menu to
select payer information
already created under the

group.

Click “Create” to continue
setting up the ad account.

Obtain App
from the LI
Official Ac¢

o } ‘ The LINE Official Account name will be displayed when the ad is delivered. Administrat

the LINE

(f

4V}



Create an Ad Account — Obtain Approval from the LINE
Official Account Administrator for the LINE ID

The LINE ID linked to an ad account must be approved by the administrator of the corresponding LINE Official Account.

LINE Official Account B @linetw  x
basic ID or Premium 1D N - .
lease enter your LINE Official Account basic ID or Premium 1D and click "Apply”.
You can find your ID in LINE unt Manager. LINE Official Account Manager &

will be u:

al account name, icon, and

f you don't already have a LINE al account, p ne from
https:fmanager.line.biz (free of charge). Create a free LINE official account

You don't have the required admin permissions for the LINE official account entered. First, click
"Copy approval page URL" to copy and save the permissions URL. Once you've finished creating
an ad account, send the URL to an admin of the official account.

Copy approval page URL

When you enter a LINE Official Account ID while creating an ad
account, the above message will appear.

Click “Copy approval page URL” and provide the link to the
administrator of the corresponding Official Account.

If the person creating the account is also an administrator of the LINE
Official Account, approval will be granted automatically.

[LINE Official Account Administrator Approval Process]

A Before you can run ads, you need approval through LINE Offcial Account Manager from an admin of the LINE official account ‘@linetw” his ad . Send the link below. the off

A\ This ad account hasrit completed the review process yet. You can run ads from this ad account once it passes review.

it ©  [ESECIIT] 8/5/2026 - 8/18/2026 hsarTape) =
nt: test - test(A59689268509)

Before approval is obtained from the LINE Official Account administrator, you
may still submit the ad account for review and create ads. However, the ads
cannot be delivered even if they pass review, and a notification will appear in
the ad account management interface (as shown above).

Once approval is obtained from the LINE Official Account administrator, any
ads that have already passed review will begin delivery immediately.

L 2 This approval page is not
Business ID T o e integrated with the Official
Login ——— Account CMS and can therefore Upload
0 e only be accessed through the Media/Creat
O oo approval page URL generated a Campaign

0z

XXX aceount na
Log in with passkey Q
Connected
Q xxxxxxxxx ame
Don't have a Business ID? Q 00X account name

Log in with SSO

by LAP.

¥ The Official Account
administrator can change the
approval status of an existing
account.

Open the approval page URL and
log in using the Official Account

CMS account and password. confirmation as appropriate.

Approve or reject the account awaiting



Create an Ad Account — Edit and Resubmit a Rejected Ad

Account for Review

If an ad account fails to pass review, certain information may be made available for editing and resubmission depending on
the reason for rejection.

Ad manager
MEML

Ad account settings

Usertop » Group:[API] Training >

Ad account: ##i%EFL(AB2641182574)

If an ad account fails to pass review, a notification will appear in the Ad

Manager interface (as shown above).

Click “Ad account settings” to view the detailed reason for rejection.

Advertiser info

Funder

Funder location Taiwan ~

Product and service information

Upload documents regarding produ

General information

Ad account name

= Detailed settings

icts

& Thaadasssuntiuas not approved. Please revise your settings and resubmit it for review.

If editing is permitted, an “Edit” button will appear. Click it to open the
page for editing the ad account information.

Ad account settings

The ad account was not approve

FTF ERROEE. RS CTTE

If editing is not permitted, a “Delete” button will appear, and you will need to
create a new ad account.

Ad account settings

The ad account was not approved.

RiETEESR

After editing the information, click “Update.” The system will automatically
resubmit the ad account for review, and its status will change to “Under
review.”

Please note that the settings can no longer be edited after the account
has been submitted for review.

[Ad Account Under Review]

Ad account settings

This ad account hasn't completed the review process yet. You can run ads from this ad account once it passes review.



Create an Ad Account — Change Group Link

An ad account can belong to multiple groups at the same time, provided that the groups are independent of one another (i.e.,

they must not belong to the same top-level group).

On the group page, open the Ads tab and click “+ Link with ad
account.” (As shown below)

(To link an existing group as a child group of this group, open
the Groups tab and click “+ Link with group.”)

Ad manager
MENU

User top

Group: SR 1EAM(G69095154542)

Groups Ad accounts

BN S —

Enter the ID of the ad account you wish to link and send the link

request.
The ad account administrator must open the notification email and

approve the request.

Send a link request to an ad account

Ad account ID

Send link request Cancel

Click the “Link with ad account” button to proceed.

Group: RBAEHE >

Linked ad accounts and groups

Groups Ad accounts

Link with ad account

Once the ad account administrator approves the request, the ad
account will officially become linked with this group.

Depending on your management needs, you can then decide
whether to unlink the ad account from its original group.

The ad account can only be unlinked from a group ifit is not using
that group’s payer information.

Linked ad accounts and groups

Groups Ad accounts

Link with ad account

1-6/6 < >

(1] Ad account name Link request sent on Status

A25525347311 LINE TODAY §RERTAB 56 week(s) ago Linked Unlink

AB5673191243 oa connected 308 week(s) ago Linked Unlink



Upload Media

Upload the creatives (images/videos/apps) you wish to use under “Media.”

Ad manager

i Manage 2 Reports and figures

= Shared libras
« Ad manager « Performance report
« Bulk upload « Custom report T
« Change history * Tracking (LINE Tag) * Product catalogs

+ Custom conversions. « Resubmit landing page for review

* Creative LabZ

@ Create, edit, and manage your campaigns, ad groups, and ads.

Click MENU in the upper-left corner to expand the management menu, then click “Media” to open the Media Upload page
(Figure ).

Ad account RRIER \BEE ¢

Image Video

Make new creative in Creative Lab (£ @

Image (Talk Head Wiew custom) Video (Talk Head Wiew custom) Video (preview)

Image 1-2B/28 €3

siD % Image name + Size = Review status Affected ads

9019743759665 ;"r =% (BJGFIOKhPRTBAAZAYGD.ong 1200 x 628

R : Create a
Campaign
Open the Images or Videos tab, select the images/videos you wish to upload, and click “Upload image”/“Upload video.”

When creating an Ad, you can select from creatives that have already been uploaded. If you have not uploaded a creative to
Media in advance, you can still upload it when creating the Ad.

Apps can likewise be uploaded here in advance. If an app has not been uploaded to Media in advance, you can still upload it
when creating an Ad group.

Any images/videos/apps uploaded while creating an Ad/Ad group will also be automatically added to “Media.”
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Create an Ad Campaign

Once an ad account has been created, you can create a new campaign.

Campaign

+ HNew campaign | + Newa_agnibeta)

=N N7 = Campaign nasme

Ad grg

Click “New campaign” to open the Campaign
Settings page (Figure @).

Campaign objective

[ Website visits
rcrease i 1o o wetse
@ ns

Select a campaign objective, then enter the basic
settings, such as the campaign name and delivery
schedule.

For details on campaign objectives, see Chapter 4 of
this User Manual.

be deducted during monthly billing.

General information

Campaign name Website visits: 202609081617 287120

Status & Active -

Test

A/B test @

Schedule

Schedule @ Start regular delivery today

() Setstart and end dates

Optional
Campaign spending limit @ @ Unlimited
) Set spending limit (optional)
Campaign budget @ Optimize
WL e Create an }
Campambidiog rimngy | St et oy - Ad Group

L2}

Daily budget (campaign) ©

Save & create ad group Cancel

“Campaign budget optimization” is available at the campaign level:

It is enabled by default. If you do not wish to use this feature, you must disable it manually.
Daily budget: Must be set to at least TWD 1,000.

After ad delivery begins using this feature, you must wait at least two hours between
enabling and disabling “Optimize.”

When a daily budget is set at the campaign level, actual daily spending may exceed the
daily budget. However, total spending will not exceed the campaign’s total budget.
Maximum number of ad groups: 1,000.

Only automatic bidding is supported. Ad groups using manual bidding will be paused while
this feature is enabled.

When finished, click “Save and create ad group.”
3 A small number of impressions/clicks may occur after the delivery schedule ends due to caching. Charges for these impressionsclicks will



Create an Ad Group @

After creating an ad campaign, you can proceed to create an ad group.

Campaign

=z

Ad ar

e @ = Ad group name

Click “New ad group” to open the Ad Group Settings page (Figure ).
If you clicked “Save and create ad group” after creating the campaign
in the previous step, you will be taken directly to the settings page
(Figure ®).

Create an
Ad Group @

New ad group

General information

Campaign

cancel

Select the campaign you wish to configure.
You can configure targeting, optimization and delivery, and the daily
budget for the selected campaign.

©LY Corp.
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Create an Ad GroupQ®)

After creating an ad campaign, you can proceed to create an ad group.

oot [ i | ot
o =
N

——
Ad format

%4 —

_>'< 5 Ad placement

Torget pacement  # Aut

>< 6 Optimization and bidding

Setaneneet costeap -

Bdngamount  Configwe automatical 1o masimize cheks -

LT I

1. Ad group name: Enter an ad group name.

X2: Targeting mode: Select “Manual targeting” if you wish to select your target audience
manually. Select “Auto targeting” if you want the system to deliver ads to users it
determines are most likely to maximize the event selected for optimization. When
“Targeting mode” is set to “Auto targeting,” “Advanced targeting” and “Audience”
cannot be configured.

2% 3: Location/Advanced targeting (Interests/Behaviors): Click “Edit,” then click “Include” for
the targeting criteria you wish to target. The selected item will change to “Included.” To
remove an item from targeting, click “Exclude,” and it will change back to “Excluded.”

When finished, click “Done.”

¥4: In-stream video: When selected, video ads will be inserted between certain video
content in the feed.

2 Available only for ad groups using a manual bidding strategy.

%5: Ad placement: When “Auto-placement” is selected, the system can place your ads in
the most suitable locations across all available ad placements. Compared with
selecting specific placements, this allows your ads to reach more people across a
broader range of placements.

%:6: Bidding amount configuration: You can choose either manual bidding or automatic
optimization. The options available under automatic optimization vary depending on
the campaign objective selected.

Payment method: CPC is available only for image creatives; CPM is available for both
image and video creatives.

Bidding strategy: This field applies only when the bid amount setting method is set to
automatic optimization. Three strategies are available. For details, see P.29.

When finished, click “Save and create ad.”

4



Create an Ad Group(®) — Estimated Audience and Estimated
Daily Results

Based on your ad group settings, the system can estimate the size of the audience your ads may reach.

New ad group Estimated audience X1 EStimatEd Au dience:
Genarlinformation P Estimates the number of people your ads may reach
Carpon 2545750727, LA SOLOSEE 42 e o) Ve based on the targeting options selected when creating

the ad group.

Ad group name

Estimated audience size ©

1,842,000

+ If the selected target audience includes a newly created
audience, the estimate will not be displayed until at least two
days after the audience has been created.

* |f the selected target audience includes an expired “Cross-

Targeting

Targeting mode & Auto targeting

Product Audience” (see P.105 for circumstances in which an
o [l o | o audience expires), the system will exclude that Cross-
o - E Product Audience from the estimate.
o [l woos | o5
2 Daily Estimated Performances:
Based on your ad group settings (audience, bid

- strategy, and daily budget) and campaign objective,
the system estimates the number of people your ads
may reach and the number of clicks they may receive

each day.

Ad format

In-stream video & Enable

* A bid amount and daily budget are required.
» This feature is not available for the following setting:
» Campaign objective: Dynamic product sales(DPA)



Create an Ad Group — Bid Strategies

When the bid amount setting method is set to automatic optimization, you can select one of the following

three bid strategies.

Bid Strate Set an event cost cap No limit Set target event cost
9y Cost Cap Lowest Cap Target Cap
3 1 2
Bid amount Lowest Highest (depend_lr)g on Second highest
market competition)
3 1 2
Daily Budget Utilization Third closest to the specified Closest to the specified daily = Second closest to the
daily budget budget specified daily budget
Cost per Conversion 1 3 3
Control Strictest No limit specified Stability oriented

Recommended if you want
to utilize your daily budget
while maximizing the
number of events
generated around your
specified target cost per
event. The actual cost per
target event may be within
+10% of the target value
(not guaranteed).

Recommended if you want to
utilize your daily budget while

generating target events by

setting a maximum cost per Recommended when you

Recommended Use  target event. Note that if the  want to fully utilize the daily
maximum cost per target event budget.
is set too low, you may be
unable to fully utilize the
budget.

2 The “Set a bid amount cap” bid strategy option was removed in January 2024.
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Create an Ad Group — Appendix @ Campaign Objectives,
Bidding, and Billing Reference Table

When the bid amount setting method is set to automatic optimization, you can select one of the following three bid strategies.

Bidding Strategy

Campqlgn Bidding Amount Configuration Minimum Bid Final Billing Unit
Objective
- CPC $4 CPC
Configure manually

- CPM $40 CPM
Website Visits gz?(?rg;r: :?:E;natlcally to Set target event cost CPC $8 CPC
Set an event cost cap CPC $8 CPC
No I|m|t;.expend dall){ budget as CPC No se.ttlng CPC

aggressively as possible required
- CPC $4 CPC

Configure manually

- CPM $40 CPM
Configure automatically to Set target event cost CPC $8 CPC
MERAIID Gl Set an event cost cap CPC $8 CPC
Website No limit; expend daily budget as CPC No setting CPC

conversions aggressively as possible required
Configure automatically to Set target event cost CPA $100 CPM
maximize conversions Set an event cost cap CPA $100 CPM
No I|m|t;.expend dally budget as CPA No se.ttlng CPM

aggressively as possible required

2 Text shown in red indicates field names displayed in the system.
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Create an Ad Group — Appendix @ Campaign Objectives,
Bidding, and Billing Reference Table

When the bid amount setting method is set to automatic optimization, you can select one of the following three bid strategies.

Bidding Strategy -~ : ; - .
Campaign Objective Bidding Amount Configuration _ Al Ele Alrel 2l Bl
- CPC $4 CPC

Configure manually

- CPM $40 CPM
Configure automatically to Set target event cost CPC $8 CPC
maximize clicks Set an event cost cap CPC $8 CPC

No limit; expend daily budget as No setting
aggressively as possible CPC required CPC
App Install ' i CPA 50 CPM

pp Installs Configure automatically to Set target event cost $

maximize installs CPA $50 CPC
Set an event cost ca CPA $50 CPM
P CPA $50 CPC

No setting
No limit; expend daily budget as CPA required CPM

aggressively as possible No setting
CPA . CPC

required
, - CPC $4 CPC
Configure manuall
¢ U ; CPM $40 CPM
CPA $25 CPM
Set target event cost CPA $5 CPC
CPA $25 CPM
App Engagement

PSS Configure automatically to SEET GYETE G E2]p CPA $25 CPC

maximize open event No setting
No limit; expend daily budget as CPA required cPM

aggressively as possible No setting
CPA . CPC

required

> Text shown in red indicates field names displayed in the system.
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Create an Ad Group — Appendix 3 Campaign Objectives,
Bidding, and Billing Reference Table

When the bid amount setting method is set to automatic optimization, you can select one of the following three bid strategies.

Campaign Bidding Strategy

Objective

Bidding Amount Configuration Minimum Bid Final Billing Unit

Configure manually - CPM $40 CPM
Configure automatically to Set target event cost 3-Second CPV $0.15 CPM
maximize 3-seconds views Set an event cost cap 3-Second CPV $0.15 CPM
No limit; expend daily budget as No setting
Video Views aggressively as possible 3-Second CPV required CPM
Set target event cost 100% View CPV $0.15 CPM
Configure automatically to Set ¢ t o/ \/:
maximize complete views et an event cost cap 100% View CPV $0.15 CPM
No I|m|t;. expend dally budget as 100% View CPV No se.ttlng CPM
aggressively as possible required
Configure manually - Cost Per Friend $11 Cost Per Friend
Configure automatically to Set target event cost Cost Per Friend $16 Cost Per Friend
CEMNFENLERN maximize friends Set an event cost cap Cost Per Friend $16 Cost Per Friend
No I|m|t;. expend dally budget as Cost Per Friend No se.ttlng Cost Per Friend
aggressively as possible required

X Text shown in red indicates field names displayed in the system.

©LY Corp. 32



Create an Ad Group — Appendix 3 Campaign Objectives,
Bidding, and Billing Reference Table

When the bid amount setting method is set to automatic optimization, you can select one of the following three bid strategies.

Bidding Strategy

Campaign Minimum Bid Final Billing Unit

Objective Bidding Amount Configuration

Configure manually - $4

It Configure automatically to maximize Set target event cost CPC $8 CPC
sales clicks Set t cost cPC $8 cPC
et an event cost ca

(DPA) P

No I|m|t;.expend dally budget as CPC No se_ttlng CPC
aggressively as possible required
Set an event cost cap CPM $40 CPM

Configure automatically to maximize No limit: nd dailv budaet . tt'

-t o limit; expe aily budget as CPM o setting CPM
aggressively as possible required

Configure manually - CPM $40 CPM

X Text shown in red indicates field names displayed in the system.

2 Once the billing method (CPC or CPM) is selected when an ad group is created, it cannot be changed. You may only switch to
another bidding method that uses the same billing method.

% For manual bidding, the minimum bids are CPC NT$4, CPM NT$40, and Cost Per Friend NT$11.

¥ For automatic bidding, the minimum costs are CPC NT$8, CPA NT$100, CPI NT$50, Cost Per Friend NT$16, 3-Second CPV

NT$0.15, and 100% View CPV NT$0.15.
2 LAP currently accepts video creatives only when billed on a CPIVI basis. Therefore, the “Video” creative field will appear at the
ad level only when CPM is selected as the billing method.
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Create an Ad Group — SKAdNetwork (SKAN) Tracking @

SKAdNetwork tracking enables app campaigns with the “App Installs” objective to more accurately track
performance among iOS users.

_ Using SKAdNetwork tracking, e.g., iOS apps

* Up to 25, shared across ad accounts in all countries*
Number of Ad Groups - An app is identified by its App Store ID. For example, the following URLSs refer to the same o
That Can Be Linked to app: No limit

One App https://apps.apple.com/jp/app/line/id44 3904275
https://apps.ap ple .com/tw/app/line/id44 3904 275

SKAdNetwork Tracking :)ol ian|rl>‘plication is required. Simply select “Deliver” for the ad group you wish No application required
Ad Group Settings SKAdNetwork tracking must be enabled at the ad group level. No setup required

* Installs reported through the SDK provider (the same field as previously used, tracked using the

Types of “Installs” That IDFA identifier) , ) .
Can Be Tracked » Installs reported through SKA tracking (these installs are counted only when the advertiser’s Installs reported through the SDK provider
app has implemented SKAdNetwork, the user is running LINE version 12.3.0 or later and iOS

14.0 or later, and the install is recognized by SKA)

Not using SKAdNetwork tracking,

e.g., Android apps

Automatic Bidding Availab,l,e. You can select “Automatically maximize clicks” or “Automatically maximize SKAN AVERERBE
events.
- Installs reported through the SDK provider (the same field as previously used)
- Installs reported through SKA tracking (displayed at the campaign and ad group levels; data Same as the existing LAP
Reports cannot be further broken down by ad, location, age, gender, or other dimensions) specifications
*Fields such as impressions and clicks remain unchanged and can still be broken down by
different dimensions for analysis.

2 Once 25 ad groups have been linked, a 26th ad group cannot be linked. If one of the ad groups is unlinked, you must wait 14
days before linking a new ad group. We recommend waiting more than 150 days before linking a new ad group. Due to SKAdN
etwork framework limitations, if an ad group is replaced within 150 days, conversions attributed to the previously unlinked ad gr
oup may be incorrectly attributed to the newly linked ad group. Please take particular note of this limitation.
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https://developer.apple.com/documentation/storekit/skadnetwork

Create an Ad Group — SKAdNetwork (SKAN) Tracking @

When SKAdNetwork tracking is available for an ad account, the relevant settings will appear when creating
an ad group.

New ad group X1 App:

» Select the app you wish to use. After selecting an
app, the “SKAdNetwork tracking” option will
COMPRAN L TORRLERICS Rop instals 202305141556 (hep nsall) appear below.

General information

* Under SKAdNetwork tracking, select “Enable.”
Mgroupmame | Ad grous: 202609081648 22120
Sutm | @ Atve - 32 Operating System:
%1 * The targeted iOS version must be set to iOS 14.0 or later.
App
AR O EAMBOS -+ Note:
etk kg0 Enatie + SKAN does not support bulk upload.
* SKAN does not impose limits on the number of ad accounts,
Targeting campaigns, or ads.
Poetngmote 6 & Ao tarasing * Asingle app can be linked to a maximum of 25 SKAN ad
O Manusitargaing groups, and this limit is shared across all countries.
e A e e et e e e + Once 25 SKAN-enabled ad groups have been created,
——— you must disable one existing SKAN ad group and wait
D T 14 days before you can configure another SKAN ad
Country  Hll Taiwan group.
Region Al Region
Gender n Male Female
sce |EH s
%2 for  m o |23 Create an Ad ’

140 - - Latest -




Create an Ad

After creating an ad group, you can proceed to create a new ad.

New ad

Camgpaign Ad

General information

Campaign

+ Mew ad

Ad group

After saving the ad you will only be able to edit “Ad name” and “Enable video delivery to small ad locations.”

cancel

Click “New ad” to open the Ad Settings page (Figure ). Select the campaign and ad group you wish to configure.
If you clicked “Save and create ad” after creating the ad group in the

previous step, you will be taken directly to the settings page (Figure

=N 7] = Ad name

®).
New ad
3 1: Status: The available ad statuses are “Active,” “Paused,” and “Draft.”
General information If you select “Active” or “Paused,” the status cannot be changed after saving, and the
Campaign 1806672902434 ¥H04HSHEL: 202402021545 (Website visits) ad will be submitted for review. . . i
If you select “Draft,” you can continue making changes after saving. The status must
subsequently be changed manually to Active or Paused before the ad will be
d group DBOG6T2002534: M B¥R: 202402021545 Submltted for reV'eW
Ad name Ad: 202609081654 16/120 *2: Ad format:
11 _ Available formats include Image / Video / Carousel / Image(Small) / Animated Image /
%2 LY R e Video(Small).
B If the ad account belongs to an industry that is not eligible for Smart Channel delivery,
Ad format @ the Image(Small), Animated Image, and Video(Small) options will not appear.
= o = 7 N N
Image Video Carousel Image (small) Animated Video (small)

image Locra)

R N e = fe16)



Create an Ad — Image

When setting up an ad, you can upload both standard-size and small-size images.

Ad formate

* Image: Supported sizes are 1200 x 628 px and 1080 x 1080 px.
E. == W;mm Mm:‘m wm;m +  Small image (optional): Supported sizes are 1200 x 628 px, 1080 x 1080 px, and 600 x 400
pX.

Ad *  When both an “Image” and a “Small image” have been uploaded, the Image creative
— == will be delivered to all placements that do not support small images, while the Small-

© e size image will be delivered only to placements that support small images.
S « Ifonly an “Image” has been uploaded, the creative will be delivered to all placements.

» Enter the title, description, and button.

| IR Y S— + Labels: You can add information to be displayed below the ad. Up to three labels can be

added.

The title i

played here.

wrs | | e * How to Enter URLs:
» Landing Page:
Enter the URL to which you want users to be directed (the Landing Page URL without

‘ parameters).

e +  Click URL (optional):

ClekURLCsons) & Enter the URL to which you want users to be directed (the third-party tracking URL, i.e.,
e L et i the Landing Page URL with parameters).

Impression tracking URL(Optianal) O

If this field is completed, this URL will be used for delivery. If the URL is incorrect, the

Compliance check

T S—— system will not automatically fall back to the Landing Page URL.

tem regior)

* Impression Tracking URL (optional):
w Enter the URL provided by your third-party tracking tool. This tracking feature supports
- Nielsen Digital Ad Ratings and Flashtalking.

After saving tha ad you will only be able to &4t "Ad name” and “Enabie video delivery to small ad locations.”
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Create an Ad - Carousel

When setting up an ad, you can select a carousel format in addition to a single image or video.

Ad format e
L

Image

Ad

B

Image

Mo images found

Video Carousel

X1

Make & more effective creative (' @

Title

Description

Button

BRATEF -

Landing page &

Click URL(Optional) &

age (small) Animated Video (small)
mage Locra )
Preview & Samgle 1+

0 LINES M - BLINE—T

The title is displayed here.
ad descriptian is displayed her

The

» Delivery placements: LINE TODAY, Home, VOOM, Wallet, POINTS
» Settings:

» 2-10ads can be configured.

+ Creatives mustbe 1080 x 1080 images.

» Carousel format is not available for the “Gain Friends” campaign
objective. When the “Dynamic Product Sales (DPA)” objective is
selected, creatives must instead be uploaded to FTP as a “Datafeed.”
For details, see Dynamic Ad Media Data.

%1 Click “Load existing ad” to select ads that have previously been

uploaded. Only ads created under the same “Campaign objective” can be

selected.
* Review:
» Delivery will begin only after all ads have passed review.
» Ifan ad is rejected, the number of the rejected ad will be displayed

next to the reason for rejection.

‘e + Delivery Status + Ad Name

1items

[Reason] Tllis content may violate relevant laws and regulations.
(Ad No.: 2)
ctiveness claims.

[Image] This image may violate relevant laws and regulations.
(Ad No.: 2)
Prohibited for comparison with other products.

o Rejected @

[Description] This content may violate relevant laws and regulations.
(Ad No.:3)
Exaggerated expression.

* Reports: Data can be viewed either as overall performance or as the

performance of individual cards within a carousel ad.



Create an Ad — Additional Information

If the campaign objective is “App Installs” or “App Engagement,” the Link URL is entered differently when
creating an ad.

App Installs

Destination &

App store page WELS TLEERE

https://play.google.com/store/apps/details?id=jp.n

Click URL(Optional) &

App Engagement

Link destination @
(e AT Deep link

Enter the URL far the page shown when users olick your ad. If using a URL
isgued from & third-party tracking tool, make swre that the destination is the
same as that of your app store page. Mote that the URL you set as an app
stose page will be subject to review,

Peaple who havent already installed the app will be taken 10 the app's store
page after chicking the ad.

App store page
https:/fapps.apple. comy/tw/app/line-%E7%B6%8 A% =

Thiz is the app store URL salectad for this ad group. Mote that the app is
SUbPaCct 1o raview.

Tracking parameter settings

=

Pleage enter a LIRL with the same destination as that of your landing page.

1. Destination:

Select either (1) App Store or (2) Landing Page.

(1) App Store: The App Store URL entered under “Media” will be populated automatically.
(2) Landing Page: Enter the App Store URL.

(Example: https://itunes.apple.com/tw/app/ XX X/id XXX XXX XX?mt=8)

2. Click URL (optional):

If this field is completed, the system will use this URL. However, if the URL is incorrect, the
system will not automatically fall back to the Website URL.

Enter the Click Tracking Link generated by the SDK dashboard (a Landing Page URL
containing parameters).

For Adjust or AppsFlyer, the generated URL will contain the string [% ADVERTISING ID %].
Replace it with {ADVERTISING D} before submitting. No changes are required for AOS.

1. Destination (for users who have the app installed): Directs existing users to reopen the app.
Select either (1) Link URL or (2) Deep Link.
(1) Click URL: Enter the Click Tracking Link generated by the SDK dashboard (a URL
containing parameters).
For Adjust or AppsFlyer, the generated URL will contain the string [%
ADVERTISING ID %]. Replace it with {ADVERTISING ID} before submitting. No
changes are required for AOS.
(2) Deep Link: A Deep Link can be used to direct users to a specific screen within the app.

2. App store page(for users who do not currently have the app installed): Directs users who
previously installed but subsequently deleted the app to reinstall it or to the app download page.
Select App Store: The App Store URL entered under “Media” will be populated automatically.

3. Impression Tracking URL: Enter the Impression Tracking Link generated by the SDK
dashboard (a URL containing parameters). 3¢ Only Adjust and AppsFlyer are supported.



View Reasons for Ad Account and Ad Rejection

When an ad account or ad is rejected during review, the system will display the reason for rejection.

When an ad account or ad is rejected, its delivery status will

be displayed as “Rejected.”

< Status

Rejected @

Resubmit

Ad account not approved 5B #...

% Ad account name

5items

test2 - test2 Admin

+ Ifan ad account is rejected, see P .22 for instructions on
resubmitting the ad account for review.
+ Ifan ad is rejected, create a new ad.

©LY Corp.

Move the cursor over the “?” icon to display the
reason for rejection.

Reason for rejection

Rejected E| Ad account not approved 5

Ad account not approved
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04 Campaign Objectives and
Automatic Optimization



App Engagement

Ads can be delivered to users who have already installed the app to encourage them to open the app again.
Tracking events can also be used to create audiences as needed, with conditions specified for individual
parameters. X For details, see P.46-49.

Install Open App Event Occurs Deliver Ad Reopen App

@ Mm

Level Achieved Tutorial I
Completed

g Q

. — ) Add to Cart Search
*?* //* 4

» (drli» &8 o |

Purchase View Product -
Shopping S raRcrEi s
etc... °

,’/ \f Summer Sale, *

Shopping
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App Engagement — Supported SDKs

This feature is available to advertisers that have integrated an SDK. SDKs from the following three Ads
Measurement Partners are currently supported.

Ads Measurement Partner

adjust AppsFlyer Kochava

Adjust Co., Ltd. AppsFlyer, Inc. Kochava, Inc.

m When Using a Third-Party SDK

Part of the tracking event URL must be modified. The URL will contain the string [% ADVERTISING 1D %]. Replace
this string with {ADVERTISING D}, then enter the modified URL in the “Link URL” field when creating the ad. See

the example below.

Adjust, AppsFlyer
Example:
+ Before Change: hitps://app.adjust.com/xxxxxxxxxx&idfa=[% ADVERTISING 1D % J&XXXXXXXXXX

» After Change: https://app.adjust.com/xxxxxxxxxx&idfa={ADVERTISING |D}&XXXXXXXXXX

Kochava No changes to the URL required.
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App Engagement — Event Settings

Mobile App Audience can be used to configure tracking events as needed. Follow the steps below.
[Steps for Setting Up a Mobile App Audience]

Click MENU in the upper-left comer to expand the On the Audience List page, click  Audiences @
management menu, then click “Audience” to open the “+ New audience” and select
audience creation page. “Mobile App Audience.”
- M“ o T —— E— Web Traffic Audience
birinrsdaalidad Upload IDFA/AAID
Sy DR Uplond phone umbers
[ Upload email addresses <
C LINE Official Account Audience 2
Lookalike Audience
Video view audience 7
¢ Image click audience |
On the Create Mobile App Audience page, configure the On the Campaign Settings page, select “App Engagement.”
following: After creating and saving the campaign, proceed to the Ad
App: From the drop-down menu, select an app registered Group Settings page and select the audience created in Step
under Media > Apps. ®.

Event: From the drop-down menu, select an event that is
currently active.
X The app must first be configured in the SDK dashboard

Campaign objective Country Ml Taiwan

Region Al Region

before its events will appear in the “Event” drop-down menu. o
New Mobile App Audience roe [l
General information 08 n (Androud 108
ed.
Audience name App event audience : 202609101648 33/120 i - Advanced targeting
[ ]
App LINE -
Event No events have fired yet. =
Data retention period & 30 days
B - 2 For instructions on entering the Click URL when creating an

ad, see P.39.



App Engagement — Performance Reports

To view event performance, click “Performance Reports” in the management menu to create and download
a report.

Click MENU in the upper-left comer to expand the Click “+ New report’ to create a report based on your needs.
management menu, then click “Performance Report” to open

the settings page. Reports

Here you can manage, create,

reports. Reports are valid for one week after being created.

@ shared library

[Report Details]

=

& B C B E O P 0 R . 5 T
adaccount nar adeccount id | impression | viewable impclicks wdeo watche Video watche Video walchs Video tﬂ]IL]J]LEInEEH]lS (ehick Install rate (¢l

Performance for individual events can be viewed in the Performance Report in the columns following “Install (clicks).”

Example: One Open event occurs = “1” will be displayed in the Open column.

P 0 R

Open Dpen rate cost per Q'
1 b KA
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App Engagement — Available Events

The following parameters can be specified for each event:
Note: Parameter definitions should be confirmed with the SDK provider.

Open - - - - - - = -

Install - = = - - - - -

View Home - - - - - = - -
View Category ©) - - - - - - -
View Product O O O O s - - -
Search - - - - O = = -
Add to Cart O O O O - - - -
Purchase @) ©) ©) @) - - - -

Level Achieved - - - - = O - -

Tutorial O
Completed

Custom - - = = - - O O
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App Engagement — Parameter Conditions

The following conditions can be specified for each parameter:

Partial Does Does Greater Less
Parameters Match Not Not Than or Than or
Match Contain Equal To | Equal To
@) @) @) O

Category ID O O - - - -
Product ID O @) ©) O O @) - - - -
Price 3% O - - s O - O O O O
Quantity 3 O - - - O . O O O O
Search Keyword ©) ©) O O O O - - - -
Level ID ©) @) @) O @) @) - - - -
Custom Name O O O O O O - - - -
Custom Data O @) ©) O O ©) - - - -

2 Only numeric values can be entered.
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App Installs & App Engagement — FAQ

Q: What media partner name should be used in the SDK for the new LAP?
A: LINE Ads Platform.

Q: The instructions state that certain parameters must be replaced for Adjust and AppsFlyer, but the parameters that need
to be replaced cannot be found.

A: The old media partner name may have been selected in the SDK settings. Please check the relevant settings again.

Q: How should the IDs required by each SDK be entered?

A: The table below shows the corresponding field names in LAP and each Ads Measurement Partner’'s SDK dashboard:

Ad Account ID AdvertiserlD Account_ID ADVERTISER ID
App ID3% ApplD Postback_ID MOBILE APP ID

2 “App ID” here refers to the ID generated in LAP after an app is added under “Media.” It does not refer to the App ID or
package name used to publish the app.

Q: Which campaigns support view-through measurement with each SDK?

A: Only Impression Tracking URLs generated by AppsFlyer and Adjust are supported, and the campaign objective must be
“App Installs.” See the next page for setup instructions.
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App Installs & App Engagement — FAQ

View-Through Impression Tracking Setup — Impression Tracking Under Specified Conditions

©LY Corp.

Ad Format:

Ad

Image ©

Make a more effective creative (' ©

Smallimage (optional) &

App stare

Hitpsilapps. apple.com/tw/appline/iG443904Z7S  CF

reate image -

Preview © Samgle 1+

@ LINESM - BUNE—TF

The title is displayed here

‘Your ad description is displayed here.

Impression tracking URL(Opticnal) ©

< Requirements >

SDK Adjust / Appsflyer

Ad Serving Method  Install mobile app

Billing Unit CPM
Media .
(Ad Creatives) Vi

< Setup Instructions >

@ Enter the URL generated by the SDK.
(Currently, only Adjust and Appsflyer are supported. KOCHAVA is not supported.)

@ If you are using a URL generated by Adjust, after generating the URL
on the Adjust management page, add the following parameters
at the end of the URL:

&user_agent={USER_AGENT }&ip_address={IP_ADDRESS}&la
nguage={LANG}&os_name={0OS_NAME}&os_version={0S_V
ERSION}&device_name={DEVICE}&s2s=1

Note: If the URL parameters may change, please check with the SDK provider.
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Gain Friends Ads

Campaign objective

b S When creating a campaign, select “Gain Friends” as the campaign objective.

© RINC

% This option is not available for unverified LINE Official Accounts. “Gain

le

App instails

Friends” will not appear as a campaign objective for these accounts.

Video views

g5 Fech

@ Mpengogement

General information

Compaign

44473503554: W 202601 AT (Gain fiends)

Optimization and bidding

Bidding amount  Configure automatically to maximize friends ~
configuration ©

.
.>< 1 Adgropname A proup: 202609101706 I
Status ® Active -
Targeting
. Tugeingmode @ ® Adotageting
>
X2 ety

iy e s e e g ol vy cie, T ey <ot il ambince decever:

Counnry

Region  AllRegion

Advanced targeting A&

uerce  Exclide

rends Aufience 201911121553 BN RIFE

Create the ad group according to the instructions below.

2:1: Basic Information

Enter an ad group name.

¥2: Targeting

Configure targeting as needed.

Audience: The system automatically excludes the active friends of this
account (Friends Audience). This exclusion is applied by
default and cannot be removed, but additional audiences
can be added as needed.

Payment method @  Cost per friend

N4 3 Bidding strategy © Set an event cost cap ~
A

Max cost per friend ©

Enter NT$16,00 or more.

Budget

Dailybudget & NTS per day

Enter NT$0.01 or mere.

Cancel

3%3: Optimization and Bidding
Bidding amount configuration: Select either “Configure manually” or
“Configure automatically to maximize friends.”
Bid amount: Configure manually— NT$11 or more
Configure automatically to maximize friends— Set a
maximum Cost Per Friend of at least NT$16.

Click “Save & create ad.”
The subsequent process for creating an ad is the same as for other
campaigns.



Reach

When creating a campaign, select “Reach” as the campaign objective.

App engagement

Increase app engagement after users install the app.

& Video views

Increase number of video views.

ez Reach
@ increase your reach.

fﬂ Gain friends
Increase number of LINE official account friends.

Next, configure the frequency settings.

1: Frequency: Select the frequency cap, from 1 to 10 times.
X:2: Frequency interval: Select the interval at which the frequency
count resets, from 1 to 31 days.

33: Daily budget

4: Start date and time: The start date must be within 14 days.
Delivery Period: Select from 1 to 90 days.

Advertising delivery and frequency settings

>.< 1 I Frequency @ 1~ I
XZ I Frequency interval @ 1day ~ I
>_< 3 I Daily budget @ NTS  1000.00 per day I

The daily budget for this ad group is set at the campaign level.

>'< /4 ||Distribution Start Date and @ Starting today

Time @

O 9/10/2026 17 @ 14 (GMT+8) Taipei

Delivery Period @ 1day-9/10/2026 ~ 18 . 14

Save & create ads Cancel

(GMT+8) Taipei

©LY Corp.

After creating the campaign, create a new ad group and first configure

the delivery target.

X The ad group must be configured within 14 days before ad

delivery begins. | tageting
Country [l Taiwan

Gender LN Male Female

age OB set
0s LUl Android  i0S

Advanced targeting Al
| Ednt

Audience Al Audience

[[€t ] [ New audience |

[Example]

* Frequency: 2 times

* Frequency interval: 15 days
» Delivery Period: 40 days

40 days
Sarpeion
Period
Reach
Settings

2times/15days  2times/15days 2times/10 days

= A user may see the ad up to 6 times during
the 40-day campaign period.
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Automatic Ad Delivery Optimization — Optimize for

Clicks

In addition to setting bid amounts manually, you can use automatic bidding to maximize clicks.

Ad group Ad

+ New ad group

O 3@ % Ad group name

- - 1items

O ﬂoup 202604292014

Open the campaign you wish to configure and click
“New ad group.” You can also click “Edit” to modify
an existing ad group.

Campaign objectives that support click optimization
include Website Visits, Website Conversions, and
App Installs.

Ad format

In-stream video © (0 Enable

Ad placement

Target ® Aut (2]

O Edit target placement

Optimization and bidding

Bidding amount Configure automatically to maximize clicks =
configuration @

Payment method @ Cost per click (CPC)

Bidding strategy @ Set an event costcap -

Optimize to achieve target events without going over your event cost cap. However, the system
may exceed your target cost cap depending on the level of competition for ad placement. Use
C#p| 1his setting 1o expend your dally budget while producing events. Note that if your event cost
caps are set 100 law, your budget may nat be fully expended.

Cost

Max CPC @ NTS per click

Enter NT$8.00 or more.

Budget

Daily budget @ NT$ per day

Enter NT$0.01 or more.

Save & create ads Cancel

Under Optimization and Bidding, select “Configure automatically to
maximize clicks” as the bidding amount setting method configuration.
The system will automatically optimize bidding and ad delivery based
on the CPC target you specify.



Automatic Ad Delivery Optimization — Optimize for
Conversions/Installs

The system optimizes delivery based on the CPA cap you specify to maximize conversions/installs.

[When the Campaign Objective Is “Website Conversions”]

Optimization and bidding

Campaign objective contguraion ©

Website visits
Increase traffic to your website.

Website conversions Payment method ©  Cost
Increase conversions on your website.

App installs
&

rease number of app installs

@ App engagement
Inc aft

rease app engagement after users install the app.

When creating an ad group, select “Configure automatically to maximize

conversions” as the bidding amount configuration.

@ Videoviews Optimize for: Select “Conversion,” “Standard event,” or “Custom Conversion.” 3
netease number of vdeo views For Custom Conversion optimization settings, see P.54.

Payment method: CPM only.

Bidding strategy: Select the appropriate strategy based on your needs. For

details, see P.29.

When creating a new campaign, select “Website Conversions” This feature requires LINE Tag. If LINE Tag is inactive, the settings cannot be
or “App Installs” as the campaign objective based on your configured and the system will display an error message. If this occurs, check
needs. the LINE Tag installation status.

[When the Campaign Objective Is “App Installs”]

Optimization and bidding

Bidding amount Configure automatically 1o maximize installs =
configuration ©

Optimize for@  Instal

Payment method & Cost per click (CPC) =

Bidding strategy & Set an event cost cap

Max CPA &

Enter NTS50,00 o1 more.

When creating an ad group, select “Configure automatically to maximize
installs” as the bidding amount configuration.

Payment method: CPC or CPM.

Bidding strategy: Select the appropriate strategy based on your needs. For
details, see P.29.



Custom Conversion Optimization

Advertisers can use Custom Conversions as optimization targets for automatic optimization.

Campaign objective

Website visits

Increase traffic to your website.

App installs
L

rease number of app installs

@ App engagement

Increase app engagement after users install the app.

Y Video views

Increase number of video views.

2% Reach
@B increase your reach

When creating a new campaign, select “Website
Conversions” as the campaign objective.

©LY Corp.

Optimization and bidding

%1
Bidding amount Configure automatically to maximize conversions ~
3 configuration @
X2

Optimize for@ O Conversion &
@® Custom conversion @

O Standard event

‘ Select ‘ | New custom conversion (' ‘

Payment method @ Cost per impression (CPM)

% 1: Bidding amount configuration: Select “Configure automatically to
maximize conversions.”
(Payment method: CPM)
2%2: Optimize for: Select “Custom Conversion,” then select or create a
Custom Conversion based on your needs.
Restrictions:
1. The lookback period for “Custom Conversion” event data must be
30 days or less.
2. The Custom Conversion event must have occurred at least once
in the ad account.

54



05 Other Features



Permission Management

Management permissions can be configured separately for each group and ad account.

Manage permis

© Create, edit, and manage your campaigns, ad groups, and ads. Users & Dawnlaad pamissians kst

Users. Role Action

Open the group/ad account for which you wish to configure . ) ) )
management permissions. Click MENU in the upper-left comer to Click “Add user,” enter the email address of the user you wish to

expand the management menu, then click “Manage permissions.” add, and select the permission level to grant.

Add user x

Email address

Role

C— Spu— TS An account management invitation will be
Moo e sent to the email address you entered. The
i 2 user will be added once the recipient opens
Admanager v . the email and confirms the invitation.

Reports

Click “Send invitation email.”
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Performance Reports

You can manage, create, and download reports here.

)

Click MENU in the upper-left corner to expand the management menu, then
click “Performance Report” to open the settings page (Figure ).

Reports

Here you can manage, create, and download reports. Reports are valid for one week after being creatad

Click “+ New report” in the upper-left corner to create a new report.

2 Once created, the report will appear on the Report Management page and
remain available for one week from its creation date. It can be viewed at any
time during this period and will be automatically deleted after it expires.

m Report Fields (Only commonly used performance fields are listed below. For the complete list, see the LAP system.)

Item Item
Adaccount name E SRR Cost
Adaccount id ESIRSRID Reach (Estimated)
Impression 88 Frequency
Viewable impression B BRI R 3-second video views
CPM BRBIAA Video watches at 25%
Clicks RHEER Video watches at 50%
CTR EhEER Video watches at 75%
CPC BREEAK Video watches at 95%
cv EERAL Video completions
CVR FEIER Cost per 3-second playback
CPA BRI Cost per complete video view
rL:nsI:)lmpression L oy IR (SAR) Lost Impression share (by budget)

m Impression Definitions

¥ Impression: At least 1 pixel of an image/video is displayed.
¥ Viewable impression:
Image/Video — 100% of the creative is within the viewable
area for 0 seconds or longer.

Item
EEER Install R ZERY
Bk (F'fh) Open FEFIRE U RIEIR
EEEE View home BBEE
¥ RIBHBT U ERH View category bl b3l
%2 RIE25%RE View item BEEm
52 RIEI50 %R E Search =)
FRIBMT5%RE Add to cart MEFEYE
2 RIE95 %R E Purchase BE
FRTTEENRE Level achieved EREN
BRE R BB LRI AR Tutorial complete SR FHE
BRFE R 100%FE AR A Impression Share Bt E
BYORKREGFEE) Recommend daily budget BREEEE

m Data Update Frequency

When an item other than “Total” is selected under
“Breakdown” (Operating System, Location, Gender, Age,
Interests, or User Behavior), data is updated once daily.
Therefore, the most recent data available for download is
from the previous day. All other data is updated
approximately every 10 minutes.



Custom Reports
You can create, edit, and download reports here.

Custom reports

Hera you can edit, create, and download custom reports.
Diata from maore than 5 years ago cannot be included in the report.

Ad manager

M Manage / Settings
+ Admanager g + Meda + Manage permisions
- Bukupioad . + Audence + Ad sccount settings
+ Change istory + Product catalogs
+ Custom conversions + Resubmit anding page for review + Create
* Creative Lab ™
© Creste, ed, and manage your campaigas, d groups,ind o

Click “+ Create” in the upper-left corner to create a new custom report.
Click MENU in the upper-left corner to expand the management menu, then

click “Custom Report” to open the settings page (Figure ). % Once created, the report will appear on the Report Management page and
remain available for one week from its creation date. It can be viewed at any
time during this period and will be automatically deleted after it expires.

You can customize the fields to be included in the Performance Report. The selected settings can be “Saved” for direct download in the future.
2 Custom Conversion fields are not supported.

Custom reparts

Create custom report

Last saved: -
Report & Downlozd -
eport name anze Data refreshed about § hours ago m

| (CEERED 9/9/2026 - 9/15/2026 (hsinrTapst = | T Filter = x Edit
Data from more than 5 years aga cannot be included in the report
Report items *
Row Column
Gampaign name CampigniD  Compwgndeiverystotus  Campaign objective Start date End dote Carmpaign budget - Cast Reah (estimated)  Sipressions 2 Glicks . Row Row Galumn

Carmpsign rame
No data found Carmpaign ID P Lavd

Ad sccount [0
Ad sccount name
2 campaign 1D
B campaign name
Ad group D
Ad group name
AdID
Column Ad name
Carousel card
Cormpsign delvery stotus

Raport interval
Carmpaign chiective

Manth
Week
Day

Startdate
Enddate

Carmpsign budget
Regort unit size
Cost
Age
Genger
o0s
Interests
Behavior
Demographics
Purchaseintent

Region (residence)
Level 1 (prefecture]
Level 2 (city/ward)

Specific target placement

Region (workplace)



Bulk Edit/Delete

You can select multiple campaigns and edit their delivery settings or change their statuses at once.

m Bulk Edit/Delete m Change Delivery Status

Campaign Ad group Ad
ARER A (ae205 450
+ Mew campaign | + Mew Al campaign (beta) | @ g | W | @ [ou
T * Status + Campaign name
128 items
B A B 20260824163
Edit Paused © Ilﬂ!};..?-.zh-ﬁtig L]
ieazh
21 by Al
Edit Paused @ Ad A Agent it
Dweenshen_ 260701
gL st -
Edit Mot delivering & Resch: 202606151239 .
asvii g iinery sz fedulad Ca Risizh
o
Edit Mot delivering & B M -0 202606151233 B
g Sivery sehesuled Ca ViSon Wk e —
Edit Paused © !.'II.'ril_ﬁ‘O 202605221542
Walming coneersions

Select the campaigns you wish to edit at once, then click “Edit”
Select the campaigns you wish to edit at once, then use to expand the settings and make changes.

the drop-down menu next to “Edit” to change their delivery
status directly.

> Bulk edit/delete is also available for ad groups and ads.

> Bulk editing applies the same settings to all selected campaigns. Different settings cannot be applied individually.
(Example: The delivery status of all selected campaigns can only be changed to “Paused,” or the same delivery
schedule can be applied to all selected campaigns.)

2% Campaigns that have already begun delivery will still incur charges even if they are deleted. Select “Deleted items”
in the upper-right corner to view deleted campaigns.

©LY Corp.
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Bulk Upload

The Bulk Upload feature allows you to create or update the settings of multiple “Campaigns,” “Ad Groups,” a
nd “Ads” at once.

@ Create the “Ad Account,” “Images,” “Videos,” “Apps,” and “Audiences” you wish to use in LAP.
(@ Export an existing Bulk Sheet.

(3 Edit the Bulk Sheet.

@ Import the edited Bulk Sheet.

(® Review the error report.

* Ad Campaigns
* Ad Groups
* Ads

» Ad Accounts
» Ad creatives: “Images,” “Videos,” and “Apps”
* Audiences
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Bulk Upload — Bulk Sheet

A Bulk Sheet is a .csv file used with Bulk Upload to create or update settings for “Campaigns,” “Ad Groups,”
and “Ads.”

m A Bulk Sheet consists of the following two sections:

(@ Header Row
Contains the names of the fields required for ad settings (cannot be edited).

@ Settings
Contains the ad settings. Enter the details row by row, with each row representing an individual “Ad.”

Ad account |D Campaign ID Campaign name Campaign statu Campaign objec Start date End date Campaign spen Budget type  Monthly budget Lifetime budget Ad group ID Ad group name Ad group status Bidding amount Payment me
s ats s o e e e Ty PO " e e s e e
A3TB14129192 C1333013419603% 1_New cam Active Visit my website 2018-10-12T16:18:24 Off RE1333013419€39 1 New adG Active Configure autor Cost per ¢lic
A37814129192 C1333013419613%_11_New_car Active Visit my websit: 2018-10-12T16:18:24 0ff RE1433013419€39 11 _New_ad( Active Configure autor Cost per clic

R4502201349157_15_MNew_adG Active
R4511201346343 3 New_adGreActive

A3TE14129192 C5022013491557 15 Mew_cam Active Visit my websits 2018-10-12T15 2018-09-01T01 Off Configure autor Cost per clic

A3T8141291%2 C5112013463413_3 New_camp Active

Visit my websits 2018-10-12T14:50:41 Off

Configure autor Cost per clic

A378141291%2 (5132013466474 13 MNew cam Paused Visit my websits2018-10-12714:54:32 Off

A37B14129192 C5132013492577_12_New_cam Active Visit my websit:2018-10-12T15/2019-10-01T13 Off R4513201349257_12_New_adG Active Configure autor Cost per clic
A3TB14129192 534201349058 7 9 Mew camp Active Visit my websits 2018-10-12T15 2019-09-01T01 Off R4534201349027 9 New adGri Active Configure autor Cost per clic
A3T7814129192 5622013460434 4 Mew camp Paused Visit my websitt 2018-10-12T14:51:56 Off

AITR14129132 C58320134905¢ 7_3_New_camp Active Visit my websit: 2018-10-12T15 2019-09-01T01 Off R4583201349057_9_New_adGri Active Configure autor Cost per clic
A3TB14129192 CH5BT2013488527 14 _New cam Active Visit my websit: 2018-10-12T15 2018-03-01T01 Off R2537201348957_14 New adG Active Configure autor Cost per ¢lic
A3TE14129192 CB0230134145¢ 16 2 New_cam Active Visit my websit: 2018-10-12T16:15:51 Off R27123013414216 2 New adG Active Configure mani Cost per clic

> Bulk Sheet Format
- File format: .csv

- File encoding: UTF-16 Little-Endian

- Tab-delimited

- First save the file in “UTF-16 Unicode Text (.txt)” format, then change the file extension to .csv.

©LY Corp.

61



Bulk Upload — @ Create the Required “Ad Account,” “Images,” “Videos,” “Apps,” and
“Audiences” in LAP

Items that have not yet been created, including “Ad Accounts,” “Images,” “Videos,” “Apps,” and “Audiences,”
cannot be used in a Bulk Sheet. Therefore, any such items you wish to use must first be created in LAP. The
IDs generated when these items are created will be used when editing the Bulk Sheet.

See P.20 of this User Manual for instructions on creating an ad account.
After the ad account is created, an Ad Account ID will be generated. When entering the ID in the Bulk Sheet,
use the format “A + number,” e.g., A12345678901.

An ID will be generated after each ad creative is created. When entering IDs in the Bulk Sheet, use the
following formats:

Images: “l +ID,” e.g., |

Videos: “V + 1D, e.g., V

App: ‘P +1D,”e.qg., P

See Chapter 6 (Conversions and Remarketing) of this User Manual for instructions on creating an
“Audience.”
After the audience is created, an ID will be generated. When entering the ID in the Bulk Sheet, use the

following format:
Audience: “U + 1D,” e.g., U



Bulk Upload — @ Export an Existing Bulk Sheet

If you have previously configured campaigns, ad groups, or ads, open the relevant “Ad Account” and follow the steps
below to export a Bulk Sheet.

If no settings have previously been configured, click MENU in the upper-left corner to expand the management menu,
then select “Bulk Upload” to download a Bulk Sheet template.

Usertop © Group®RRIEEE © GroupFHI{EMER » Group:API sub-group 1 © [0 Calumns - & Dupribead eyl & Dowrikasd settings file -
Ad account: RBEEER N\BEH(AB6295154502) ) )
All settings (campaigns)
* Cost 3
W Cost- W CV{LINETagelicks)~ M MNane- @ Mone- | Daiy~ All settings (campaigns and ad groups)
0 All settings (campaigns, ad groups, and ads)
NT31.00
- " Selected settings [campaigns)
B wmaso Selected settings (campaigna and ad groups)
NT§0:25 Selected settings (campaigns, ad groups, and ads)
WT&0.00 i
971042026
Bulk uploads

Campaign Ad group Ad

Click “Download settings file” and select the content you wish to
Select the tab for the ad level you wish to create or update. download from the drop-down menu.

The downloaded Bulk Sheet (CSV file) will contain your existing

ad settings.

7 If there are no existing ad settings: You can download a Bulk Sheet template from the “Bulk Upload” page.

Ad sccount REMER /\AEH

Bulk upload
e farmat 1o st emce. et started with bulk shests
~ 1. Download the bulk cheet templte
il
I Manage Reports and figures @ Upload o New: Download a bulk sheet templateJBulk sheet template (CSV format)
» Ad manage « Performance report o Bownload data from
Bulk upload = Custom report page.
2 Edit your bulk shast using Excsl or another spreadshest sdtor
+URange Metery « Tracking (LINE Tag)

3. Upload a bulk shest from this page.
= Custom conversions

Upload history
No upload history found.



Bulk Upload — (3 Edit the Bulk Sheet

Edit the “Campaigns,” “Ad Groups,” and “Ads” you wish to create or update in the Bulk Sheet.
Detailed instructions are provided below:

©LY Corp.

For fields that use a selection menu in the system, values must be entered in English. See Appendices @©—®
for the required values.

Create: When creating a “Campaign,” “Ad Group,” or “Ad,” all required fields must be completed. See
Appendices @—®@).

Update: Except for the fields you wish to update, do not modify or edit fields that are to remain unchanged.

Delete: To delete a “Campaign,” “Ad Group,” or “Ad,” enter “Deleted” in the Status field at the corresponding
level.
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Bulk Upload — @ Import the Edited Bulk Sheet

After editing the “Campaigns,” “Ad Groups,” and “Ads” you wish to create or update in the Bulk Sheet,
upload the file back to the system.

LG Bulk upload

41 Reports and figures

«  Performance report
« Custom repart Upload a bulk sheat in .csv format to edit multiple campaigne at
»  Tracking (LINE Tag)

* Custom conversions

Click MENU in the upper-left comer to expand the management ® ||
menu, then click “Bulk Upload.”

Click “Choose a csv file,” select the Bulk Sheet you wish to
import (the file must be in .csv format), then click “Upload.”

¥ Maximum upload file size: 200 KB.

Results

Please select the content below to be changed and click “Apply Changes.”
After applying, you will not be able to cancel the changes.
Please make sure to prepare the ad-related materials for the selected changes in advance.

New Update s skip In the “Results” section at the bottom of the page,
Ad Campaigns g 1 3 confirm that there are no issues with the import
Ad Groups results, then click “Apply changes” to update the
Ads ad settings.
©LY Corp.
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Bulk Upload — 5) Review the Error Report

If the Bulk Sheet contains errors, the system will generate a Bulk Sheet containing error information for
download. Review the error report, correct the issues based on the reasons provided, and upload the file
again.

Bulk upload
AK AL AM AN A0 AP AQ AR

1 |Tite Description  Call 1o action Final URL  Click URL \Error

Upload a bulk sheet in .csv format to edit multiple campaigns at once. 2 |Title Description  Learn More  hup:/line. me/
3 |Title Description  Learn More "Final URL , SR A[R{%E
4 |Title Description | Learn More  aaa "Final URL , fWfYS{f i3
5

L3 template_AB6205154502 csv Upload 3
7
8
9
10
&\ Error(s) wers found in your uploaded file. The cause of each error will be shown in the “Error” field in
& Download the rightmost column of the downloaded Bulk Sheet.

Click “Download.” (This button appears only when an error occurs.)



Bulk Upload — Appendix @ Instructions for Completing the Bulk Sheet (Ad
Account and Campaign)

®: Required O: Conditionally required a: Optional

Description Can be Create Update
changed?
o o
Ad account ID Identifier for the ad account. New ad accounts must be created through the standard application process and
carmplbe created using a Bulk Sheet. Therefore, the Bulk Sheet can only be used to update settings for No ° ° ° ° ° °
existing ad accounts.
Entry format: A + number
Campaign ID Identifier for the campaign. Leave this ID field blank when creating a new campaign.
Entry format: C + number No [ ] [ (]
Campaign name Enter the name of each campaign. The same name may be used for multiple campaigns. Up to 120 characters
can be entered. v ° °
Entry format: Text &8
Campaign status The campaign delivery status. Enter “Active,” “Paused,” or ‘D eleted.”
Entry format: Fixed text (English) Yes o o
Campaign objective The campaign objective. Enter “Visit my website,” “App installs,” “App engagements,” “Website conversions,”
“Gain friends,” or “Reach and frequency.” % 1
Entry format: Fixed text (English) No 'Y ('Y
Start date Enter the start date and time for the ad delivery schedule. For example, for December 1, 2012 at 13:05, enter
“2012/12/1 13:05.” Use half-width characters for numbers and punctuation. If no start date needs to be
specified, leave this field blank. Yes A A
Entry format: yyyy/mm/dd hh:mm
End date Enter the end date and time for the ad delivery schedule. For example, for December 1, 2012 at 13:05, enter
“2012/12/1 13:05.” Use half-width characters for numbers and punctuation. If no start date needs to be
specified, leave this field blank. Yes a a
Entry format: yyyy/mm/dd hh:mm
Campaign spend Limit Specifies whether a campaign spend limitis set. Enter “On” or “Off.”
Entry format: Fixed text (English) Yes [ o
Budget type The time period applicable to the campaign spend limit. Enter “Per month” or “In total.”
Entry format: Fixed text (English) Yes O O
X2 X2
Monthly budget If “Per month” is selected for the campaign spend limit, enter the monthly budget in this field. Enter numbers
using half-width characters. For example, to seta budget of 10,000, enter “10000.” @) @)
Entry format: Number Yes %3 %3
Lifetime budget If “In total” is selected for the campaign spend limit, enter the total budget for the entire campaign period in this
field. Enter numbers using half-width characters. For example, to seta budget of 10,000, enter “10000.” v O O
Entry format: Number 3 ¥4 X4

%1 Available only for ad accounts with the “Reach and frequency” feature enabled.
%2 Required when “Campaign spend limit” is set to “On.”

%3 Required when “Budget type” is set to “Per month.”

¥4 Required when “Budget type” is set to “In total.”
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Bulk Upload — Appendix @ Instructions for Completing the Bulk Sheet
(Ad Group —1)

Description

@®: Required O: Conditionally required A: Optional

Can be
changed?

Create

Ad group ID Identifier for the ad group. Leave this ID field blank when creating a new ad group.
Entry format: R + number No [ ] [ ]
Ad group name Enter the name of each ad group. The same name may be used for multiple ad groups. Up to 120 characters can
be entered. Yes Y o
Entry format: Text
Ad group status The ad group delivery status. Enter “Active,” “Paused,” or “Deleted.”
Entry format: Fixed text (English) Yes Y o
Bidding amount The bid amount setting method for the ad group. Enter one of the following:
configuration - Manual setting: “Configure manually”

- Automatically set to maximize clicks: “Configure automatically to maximize clicks”

- Automatically setto maximize conversions: “Configure automatically to maximize conversions”

- Automatically set to maximize installs: “Configure automatically to maximize installs” Yes ® o
- Automatically set to maximize friend adds: “Configure automatically to maximize friends”

- Entry format: Fixed text (English)

Entry format: Fixed text (English)

Optimize for The optimization target for ad delivery. |If “Configure automatically to maximize conversions” or “Configure
automatically to maximize installs” is selected under Bidding amount configuration, enter “Conversion,” “Custom

conversion,” or “Install” in this field. No O O

Entry format: Fixed text (English) *1 *1
Custom conversion ID Enter the Custom Conversion ID configured for the ad group. Enter numbers using half-width characters.

Entry format: N + number No O o

X2 X2

Payment method The billing method for the ad group. Enter “Cost per click (CPC),” “Cost per impression (CPM),” or “Cost per

friend.”

Entry format: Fixed text (English) No ( ] [}
Bidding strategy The bidding strategy. Enter “Seta bid amount cap,” “Setan event costcap,” or “No limit; expend daily budgetas

aggressively as possible.” @) O

Entry format: Fixed text (English) Yes X3 X3
Bid amount The bid amount for the ad group. This field is required if “Configure manually” is selected as the bid amount

setting method. Enter numbers using half-width characters. For example, to setan amount of 1,000, enter “1000.” O O

Entry format: Number Yes x4 X4

%1 Required when “Bidding amount configuration” is set to “Configure automatically to maximize conversions” or “Configure automatically to maximize installs.”
%2 Required when “Optimize for” is set to “Custom conversion.”

%3 Required when “Bidding amount configuration” is set to an option other than “Configure manually.”

4 Required when “Bidding amount configuration” is set to “Configure manually.”
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Bulk Upload — Appendix @3 Instructions for Completing the Bulk Sheet
(Ad Group - 2)

Description

@®: Required O: Conditionally required A: Optional

Can be
changed?

Create Update

o o )

Max CPC Maximum CPC. Required if “C onfigure automatically to maximize clicks” is selected as the bid amount
setting method for the ad group. Enter numbers using half-width characters. For example, to setan amount O @)
of 1,000, enter “1000.” Yes X4 X4
Entry format: Number
Max CPA Maximum CPA. Required if “Configure automatically to maximize conversions” or “Configure automatically to
maximize installs” is selected as the bid amount setting method for the ad group. Enter numbers using haff-
width characters. For example, to setan amount of 1,000, enter “1000.” Yes O O
Entry format: Number X5 X5
Max Cost Per Friend Maximum Cost Per Friend. Required if “Configure automatically to maximize friends” is selected as the bid
amount setting method for the ad group. Enter numbers using half-width characters. For example, to setan O @)
amount of 1,000, enter “1000.” Yes %6 X6
Entry format: Number
Daily budget The daily budget for the ad group. Enter numbers using half-width characters. For example, to setan
amount of 1,000, enter “1000.”
Entry format: Number Yes ° °
App ID The App ID. Enter numbers using half-width characters. 0 0O
Entry format: P + number No %7 %7
Frequency The frequency. Enter the number of times you wanteach user to see the ad. Yes o) 0
Entry format: Number from 2 to 10 (Depending on %8 X8
settings) )
Reach &frequency start date The startdate and time of the ad delivery schedule. Enter a date and time within two weeks from the current
date. For example, for December 1,2012 at 13:05, enter “2012/12/1 13:05.” Use half-width characters for Yes
numbers and punctuation. If no start date is specified, leave this field blank. Ad delivery will begin when (Depending on O O
setup is completed. setings) *8 x8
Entry format: yyyy/mm/dd hh:mm
Reach &frequency end date  The end date and time of the ad delivery schedule. Enter a date and time within 31 days from the current
date. For example, for December 1,2012 at 13:05, enter “2012/12/1 13:05.” Use half-width characters for Yes
numbers and punctuation. (Depending on O O
Entry format: yyyy/mm/dd hh:mm settings) %8 x8
Location The targetlocation for ad group delivery. For details and entry instructions, see P.71.
X9 To target all locations, leave this field blank. Ve . .

Entry format: Fixed text (English). Separate multiple locations with a semicolon (;).

24 Required when “Bidding amount configuration” is set to “Configure automatically to maximize clicks,” except when the bid strategy is “No limit; expend daily budget as aggressively as possible.”

%5 Required when “Bidding amount configuration” is set to “Configure automatically to maximize conversions” or “Configure automatically to maximize installs,” except when the bid strategy is “No limit; expend daily
budget as aggressively as possible.”

26 Required when “Bidding amount configuration” is set to “Configure automatically to maximize friends,” except when the bid strategy is “No limit; expend daily budget as aggressively as possible.”

7 Required when “Campaign objective” is set to “App installs” or “App engagements.”

28 Required when “Campaign objective” is set to “Reach and frequency.”

29 For detailed location options, see P.72—74. For Important Notes on entering locations, see P.74.
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Bulk Upload — Appendix @ Instructions for Completing the Bulk Sheet
(Ad Group — 3)

@®: Required O: Conditionally required A: Optional

Description Can be Create Update
changed?
o o

Gender The target gender for ad group delivery. Enter “Male” or “Female.” To targetall genders, leave this field blank.

Entry format: Fixed text (English)

Yes a a

Age min The minimum target age for ad group delivery. Enter one of the following minimum ages: “15,” “20,” “25,” “30,”

“35,”“40,” “45,” “50,” “55,” “60,” or “65.” If there is no minimum age restriction, leave this field blank.

Entry format: Fixed half-width number Yes A s
Age max The maximum target age for ad group delivery. Enter one of the following maximum ages: “14,” “19,” “24,” “29,”

“34,"“39,” “44. “49,” “54,” “50,” or “64.” If there is no maximum age restriction, leave this field blank.

Entry format: Fixed half-width number Yes A A
User os The target operating system for ad group delivery. Enter “iOS” or “Android.” If there is no operating system

restriction, leave this field blank.

Entry format: Fixed text (English) Yes 4 4
User os version min The minimum target operating system version for ad group delivery. Enter the minimum OS version in “X.X"

format. For example, to set the minimum version to 10.2, enter “10.2.” If there is no operating system version

restriction, leave this field blank.

Entry format: Number. For valid values, see the operating system drop-down menu on the “Add ad group” Yes A a
page in the system.

User os version max The maximum target operating system version for ad group delivery. Enter the maximum OS version in “X.X"
format. For example, to set the minimum version to 10.2, enter “10.2.” If there is no operating system version
restriction, leave this field blank.
Entry format: Number. For valid values, see the operating system drop-down menu on the “Add ad group” Yes a a
page in the system.

Interests The targetinterests for ad group delivery. To select multiple interests, separate them with a half-width comma
%10 (.)-
For example, to target Games and Sports, enter “Games,Sports.” Yes . N
To target all interests, leave this field blank.
Entry format: Fixed text (English)
User behavior The target user behaviors for ad group delivery. Enter each user behavior in the format “Main
11 category;Subcategory.” To select multiple user behaviors, separate them with a half-width comma (,).
For example, to target puzzle mobile gamers, racing mobile gamers, and hypermarket shoppers, enter: Yes . .

“Gamer,Gamer_puzzle”,“Gamer,Gamer_racing”,“Purchase Channel;Hypemarket lovers”
Entry format: Fixed text (English)

%10 For detailed interest options, see P.75.
%11 For detailed user behavior options, see P.75.
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Bulk Upload — Appendix ) Instructions for Completing the Bulk Sheet
(Ad)

@®: Required O: Conditionally required A: Optional

Can be
changed?

Description Create Update

reee reee

Ad ID Identifier for the ad. Do not change this ID when updating an existing ad. Leave this ID field blank when
creating a new ad. No [
Entry format: D + number
Ad name Enter the name of each ad. The name must not be the same as that of another ad. Up to 120 characters can
be entered.
Entry format: Text Ves © ©
Ad status The ad delivery status. Enter “Active,” “Paused,” or ‘Deleted.”
Entry format: Fixed text (English) Yes [ J [ ]
Ad format The ad format. Enter ‘Ilmage” or “Video.”
Entry format: Fixed text (English) No ® L]
Image ID Enter the ID of the image you wish to use for the ad. The Image ID can be found in the Media image list. o e
Entry format: | + number No %1 %1
Video ID Enter the ID of the video you wish to use for the ad. The Video ID can be found in the Media video list. No O O
Entry format: V + number X2 X2
Title Enter the ad title. Up to 20 characters can be entered.
Entry format: Text No L L4
Description Enter the ad description. Up to 75 characters can be entered.
Entry format: Text No L L
Call to action The ad’s Call to Action button. For valid text values, see the corresponding drop-down menu on the “Add ad”
X4 page in the system. No [ J [ ]
Entry format: Fixed text (English)
Landing Page The ad’s final URL. Enter the Landing Page URL or App Store URL.
Entry format: URL No L L4
Click URL The ad’s link URL. Enter the URL of the page to which you wish to direct users. If you use an analytics tool,
enter the URL provided by the tool in this field. No a a
Entry format: URL
Deep link The ad’s Deep Link URL. Enter the URL of the page within the app to which you wish to direct users who o o
already have the app installed. No %3 3
Entry format: URL : .

%1 Required when “Ad format” is set to “Image.”
%2 Required when “Ad format” is set to “Video.”
%3 Available only when “Campaign objective” is set to “App engagements.”
%4 For detailed Call to Action options, see P.76.
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Bulk Upload — Appendix (6§) How to Enter Locations (Location) 1
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Value to Enter

Beitou District
Daan District
Datong District

Nangang District

Neihu District
Shilin District

Songshan District

Wanhua District

Wenshan District

Xinyi District

Zhongshan District
Zhongzheng Distric

t

Bali District
Bangiao District

Gongliao District

Jinshan District
Linkou District
Luzhou District
Pinglin District
Pingxi District
Ruifang District

Sanchong District

Sanxia District
Sanzhi District

Shenkeng District

Shiding District

Shimen District

Shuangxi District
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Value to Enter

Shulin District
Taishan District
Tamsui District
Tucheng District
Wanli District
Wugu District
Waulai District
Xindian District
Xinzhuang District
Xizhi District
Yingge District
Yonghe District

Zhonghe District

Anle District
Nuannuan District
Qidu District
Renai District
Xinyi District
Zhongshan District
Zhongzheng District

Bade District
Daxi District
Dayuan District
Fuxing District
Guanyin District
Guishan District

Longtan District

Luzhu District
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Value to Enter

Pingzhen District
Taoyuan District
Xinwu District
Yangmei District
Zhongli District

E. District
N. District
Xiangshan District

Baoshan Township
Beipu Township

Emei Township

Guanxi Township
Hengshan Township
Hukou Township
Jianshi Township
Qionglin Township
Wufeng Township
Xinfeng Township
Xinpu Township
Zhubei City
Zhudong Township

Dahu Township
Gongguan Township
Houlong Township
Miaoli City
Nanzhuang Townshi

p
Sanwan Township
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Value to Enter

Sanyi Township
Shitan Township
Taian Township
Tongluo Township
Tongxiao Township
Toufen City
Touwu Township
Xihu Township
Yuanli Township
Zaogiao Township
Zhunan Township
Zhuolan Township

Beitun District
Central District
Daan District
Dadu District
Dajia District
Dali District
Daya District
Dongshi District
E. District
Fengyuan District
Heping District
Houli District
Longjing District
N. District

Nantun District
Qingshui District
S. District

¥ Read the table from left to right.
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Value to Enter

Shalu District
Shengang District
Shigang District
Taiping District
Tanzi District
W. District
Waipu District
Wufeng District
Wugqi District
Wuri District
Xinshe District
Xitun District

Beidou Township
Changhua City
Chutang Township
Dacheng Township
Dacun Township
Erlin Township
Ershui Township
Fangyuan Township
Fenyuan Township
Fuxing Township
Hemei Township
Huatan Township
Lukang Township
Pitou Township

Puxin Township
Puyan Township

Shengang Township
1 £
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Value to Enter

Shetou Township
Tianwei Township
Tianzhong Township
Xianxi Township
Xihu Township
Xiushui Township
Xizhou Township
Yongjing Township
Yuanlin City

Caotun Township
Chushang Township
Guoxing Township
Jhongliao Township
Jiji Township
Lugu Township
Mingjian Township
Nantou City
Puli Township
Renai Township
Shueili Township
Xinyi Township
Yuchih Township

Baozhong Township
Beigang Township
Cihtong Township

Dapi Township
Dongshi Township
Douliu City
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Value to Enter

Dounan Township
Erlun Township
Gukeng Township
Huwei Township
Kouhu Township
Linnei Township
Lunbei Township
Mailiao Township
Shuilin Township
Sihu Township
Silou Township
Taihsi Township
Tuku Township
Yuanchang Township

E. District
W. District

Alishan Township
Budai Township
Dalin Township
Dapu Township

Dongshi Township
Fanlu Township

Lioujiao Township
Lucao Township

Meishan Township

Minxiong Township
Puzi City
Shuishang Township
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Value to Enter

Sikou Township
Taibao City
Xingang Township
Yizhu Township
Zhongpu Township
Zhugi Township

Anding District
Annan District
Anping District
Baihe District
Beimen District
Cigu District
Danei District
Dongshan District
E. District
Guanmiao District
Guantian District
Gueiren District
Houbi District
Jiali District
Jiangjun District
Liujia District
Liuying District
Longqi District
Madou District
N. District
Nanhua District
Nanxi District
Rende District
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Value to Enter

S. District
Shanhua District
Shanshang District
Sigang District
Sinhua District
Sinshih District
Syuejia District
West Central District
Xiaying District
Xinying District
Yanshuei District
Yongkang District
Yujing District
Zuozhen District

Alian District
Cheting District
Cianjhen District
Cianjin District
Ciaotou District

Cijin District

Cishan District

Daliao District

Dashe District

Dashu District
Fongshan District

Gangshan District
Gushan District

Hunei District

Jiasian District

3 Read the table from left to right.
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Value to Enter
Lingya District
Linyuan District
Liouguei District
Lujhu District
Maolin District
Meinong District
Mituo District
Namasia District
Nanzih District
Neimen District
Niaosong District
Renwu District
Sanmin District
Shanlin District
Siaogang District
Sinsing District
Taoyuan District
Tianliao District
Yanchao District
Yancheng District
Yongan District
Zihguan District
Zuoying District

Changzhi Township
Chaozhou Township
Checheng Township
Chunri Township
Donggang Township
Fangliao Township
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Settings
5 LLI%D
=16 48
USE=S T

TIER 40
E3
yaR:ap:d
RIGH
REH
HEH
MIE A
e
BRERAD
BRA
o 22
4P
Rk
ALHAR
=R
=HhFI%
HIRE
HE2
40
ZRE A0
B4

Ea3r 40

RE4B
K148

©LY Corp.

Value to Enter

Fangshan Township

Gaoshu Township

Hengchuen
Township

Jhutian Township
Jiadong Township
Jiuru Township
Kanding Township
Laiyi Township
Ligang Township
Linbian Township
Linluo Township
Liugiu Township
Majia Township
Manjhou Township
Mudan Township
Nanjhou Township
Neipu Township
Pingtung City
Sandimen Township
Shinpi Township
Shinyuan Township
Shizi Township
Taiwu Township
Wandan Township
Wanluan Township
Wutai Township
Yanpu Township

Datong Township
Dongshan Township
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Value to Enter

Jhuangwei Township
Jiaosi Township

Luodong Township

Nanao Township
Sanshing Township
Suao Township
Toucheng Township
Woujie Township
Yilan City
Yuanshan Township

Fengbin Township
Fonglin Township
Fuli Township
Guangfu Township
Hualien City
Jian Township
Ruisui Township
Shoufeng Township
Sinchen Township
Siouli Township
Wanrong Township
Yuli Township
Zhuoxi Township

Beinan Township
Changbin Township

Chenggong Township

Chihshang Township

Daren Township
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Value to Enter

Dawu Township
Donghe Township

Guanshan Township

Haiduan Township
Jinfong Township
Lanyu Township
Luye Township
Lyudao Township
Taimali Township
Taitung City
Yanping Township

Baisha Township
Huxi Township
Magong City
Qimei Township
Wangan Township
Xiyu Township

Jincheng Township
Jinhu Township
Jinning Township
Jinsha Township
Lieyu Township
Wugiu Township

Beigan Township
Dongyin Township
Juguang Township

Nangan Township

% Read the table from left to right.

X Important Notes

Location options are divided into two levels:

* Level 1: Counties and cities (shownin
magenta in the table)

* Level 2: Townships, towns, county-
administered cities, and districts

How to Enter Locations:

» Enter each location in the format “Level
1,Level 2.” If no Level 2 location is
selected, enter only the Level 1 location.

» Separate multiple locations with a
semicolon (;).

Example 1:
Select “Da’an District, Taipei City”

— Taipei City,Daan District

Example 2:
Select “Da’an District, Taipei City; North
District and Central District, Taichung City”

— Taipei City,Daan District; Taichung City,N.
District; Taichung City,Central District

74



Bulk Upload — Appendix (6§) How to Enter Interests and User Behaviors

m Interests

Settings Value to Enter

e e er
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Games

Digital gadgets and appliances

Sports

Careers and business

Fashion
Home and garden
TV and movies

Music

Education and training

Finance

Health and fitness
Automotive
Books and comics
Food and drink
Beauty

Travel
Entertainment

Shopping

m User Behavior

Settings
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Value to Enter

Gamer_puzzle
Gamer_developing
Gamer_stimulation
Gamer_racing
Gamer_shooting
Gamer_sport
Gamer_music
Gamer_strategy
Gamer_social
Gamer_card
Gamer_board
Gamer_casino
Gamer_action

Gamer_RPG

Userswho frequently do in-app-
purchase

Users who frequently interact
with game ads

Settings
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Value to Enter

Online Shopping_Outdoor goods
Online Shopping_Cosmetics
Online Shopping_Food

Online Shopping_Life goods
Online Shopping_Electronics
Online Shopping_Clothing
Online Shopping_Appliance

Online Shopping users

Recent online shopping
buyers_Horizontal EC

Frequent online shopping
~ buyers_Horizontal EC

LINE POINTS heavy users
LINE POINTS light users

Interior design idea seeker
Beauty and cosmetics store lovers

Hypermarket lovers

Convenience store lovers

Purchase power_above average

Purchase power_high
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m Call to Action

Settings Value to Enter
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Learn More
Shop Now
Book Now
Sign Up
Watch More
Download
Play Game
Use App
Install Now
Listen Now
Watch Video
Contact Us
Add Friend
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Resubmit Landing Page for Review

If an ad’s Landing Page fails to pass review, you can use “Resubmit Landing Page for Review” after making
the necessary changes to submit the Landing Page for another review.

Resubmit landin view

Admanager (oo ]
W Manage / Settings. 1-212 (<>
2770 mangw. 2 Manege peyroiasions n Review status Reason for rejection Time of resubmission Affected ads
* Bulk upload * Ad account settings
== e BEES oo ‘

) . . Under the Landing Page you
Click MENU in the upper-left corner to expand the management menu, then click . 'ng ! g Y .
“ : . - s wish to resubmit, click “Resubmit
Resubmit Landing Page for Review” to open the page shown in Figure @. L . .
for review.” A confirmation page  Resubmit for review x

will appear. Click “OK” to submit
the request.

You are resubmitting “hitp:4linecorp.com/”

Any ads previously rejected due 10 issues submitted as part
of the review. All ads undergoing review wil it be able to

resubmit a landing page for review after its

You can also click “Leave
comment for reviewer (optional)”

to provide additional information. —

Leave comment for reviewer (Optional)

Resubmit landing page for review

T — bo s asrre
1-2/2 < >
2fems
D Landing page Review status Reason for rejection Time of resubmission Affected ads
268832637159 iitp: Hlinecorp.com/ URL may conflict with LY 1
Carporation guidelines (other) st by Al
. Paused @

Ad. 202607011402

Ad under review
Mot delivenng &

A i Ford ki A porasand Case

Ad pawsed After the Landing Page passes review, the ad delivery status will remain
Campaign paused “Paused.” To begin delivering the ad, manually change its status to “Active.”

After a Landing Page is resubmitted, its review status will be displayed as “Ad
under review,” and the system will automatically change the ad status to
“Paused.”



Copy Feature

You can copy campaigns, ad groups, or ads to save setup time.

Select the campaign/ad group/ad you wish to copy, open

When copying an ad, you can select the campaign and ad
the “Edit” drop-down menu, and click “Copy.”

group to which it will be copied.

Campaign Ad group Ad Duplicate ads x
+ Mew campaign | 4 Mew Al campaige (beta) TS The 1 duplicate ad(s) will be added as drafts under your selected ad group. &
@ Active Select a campaign and ad group. &
@ =Ca L
* Paused -l Select campaign -
o Delete 128 fems Select ad group ~
R WA B 02608 241658
i Copy Reach
=21 by Al
Edit Palsed B Ad Al Agert 31T

Quesnshop_ 260701
W el ‘A dlS

Cancel

> A copied ad will have a status of “Draft.” Change its status to “Active” or
“Paused” to submit the ad for review.

2 You can only select campaigns and ad groups that have the same campaign
objective and billing method as the ad being copied.

The following items can be edited after copying. If you need to change any other items, create a new campaign/ad
group/ad instead.

Ad Campaigns Ad Groups Ads
Campaign Name Ad Group Name Title
Schedule Targeting Description
Campaign Spend Limit Bid Amount Setting Method Button

(Manual/Automatic) Landing Page
Bid amount
Daily Budget

WLY LOrp. (8



Copy and Edit Ads

Ads can be copied and edited to save setup time.

Campaign Ad group Ad

@ Active
us
Pausad
X Delete
Copy
. P e i@
Copy and edit e
Edit Paused @

18 items

st by Al
Ad: 202607011402

a2t by Al
®%: 202603131551

Ad

Image ©

% 1200_628_test image..
A 1200 « 628

@ LINEGA - BLINE—TF

Make a more effective creative (7' @

Small image (optional) © b - g ‘
CLo‘g)'mc T DIST}NCE

No images found

f

Make a more effective creative (7' @

Title
MARAERAE 9720 KARSMMAL S
UINE SIESTRAOEN - BIBEME -
Description [
LINE SR RIVOEEN - BIEMATER - 21775
Button
MR -

Labels (optiona) ©

Select the ad you wish to copy, open the “Edit” drop-down menu, and click “Copy and edit.”
The Edit Ad page will open. Make the required changes, then click “Save ad.” The ad will then be submitted

for review.

X Ifan ad that has already passed review is copied without any changes, the copied ad can be used
immediately without another review.
% The delivery status is also copied. For example, if the original ad is “Active,” the copied ad will also be set

to “Active” by default.

©LY Corp.
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Change History

The system tracks changes made to your ad account. You can download a report to view details of these changes.

Ad manager

H REBEE \REY awn - | @ =
NOTICE
1l Manage . Ll Reports and figures sl Shared library # Settings
= Ad manager c' ICK + Performance report + Media * Manage permissions
»_Bulk upload + Custom report + Audience = Ad account settings
= Change history « Tracking (LINE Tag) = Product catalogs
« Custom conversions = Resubmit landing page for review

« Creative Lab ('

@ Create, edit, and manage your campaigns, ad groups, and ads.

Click MENU in the upper-left comer to expand the management menu, then click “Change History’
to open the settings page (Figure ).

Change history

Here you can manage, create, and download change history reports. Reports are valid for one week after being created.

+ Hew report

Click “+ New report’ in the upper-left comer to create a new report.
Once created, the report will appear on the Report Management page and remain available for one week from its creation
date. It can be viewed at any time during this period and will be automatically deleted after it expires.

* Reportlanguage: English
» History available: Changes made since January 1, 2019
» Update frequency: Within a few minutes



06 Conversions and Remarketing
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Tracking (LINE Tag)

Management permissions can be configured separately for each group and ad account.

©LY Corp.

Ad manager

1l Manage Ll Reports and figures sl Shared library
+ Ad manager + Performance report + Media
+ Bulk upload « Custom report + Audience
= Change history Tracking (LINE Tag) = Product catalogs
CUSTom conversio = Resubmit landing page for review

« Creative Lab ('

@ Create, edit, and manage your campaigns, ad groups, and ads.

a

B RKLRER /\REH adnin - @ NOTICE

# Settings

* Manage permissions
* Ad account settings

Click the icon in the upper-left comer to expand the management menu, then click “Tracking (LINE Tag)” to open the

LINE Tag page (Figure ©).

Ad account R R BER AR EE ¢

Tracking [LIME Tag) Businass Manager

Tracking (LINE Tag)

Add LINE tags to your website to measure your ads’ conversions and create audiences.

Status
Hame Status @ Last contact
Base code Inactive €
Conversion Inactive €%

Track with LINE tags

ou must insert the LIME tag's base code into your web page's header code to allow LIME Tag to messure your conversions.

Either insert the code in the <head=__«</head> section of your page yourself or use the tag manager. Base code manual [

Cross-domain tracking with first-party cookies

Install LINE Tag on your website according to the
instructions on the page.

Be sure to place LINE Tag within the
<head>...</head> section of your website.
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LINE Tag — Status

After installing LINE Tag, you can check its status on the LINE Tag page.

Tracking (LINE Tag)

Add LINE tags to your website to measure your ads’ conversions and create audiences.

Status
Hame Status @ Last contact
Base code Inactive €
Conversion Inactive €%

~—
P—
Tracking (LINE Tag)

Add LIME tags to your website to measure your ads’ conversions and create audiences.

Status
Hame Status Last contact
Base code Active 0/22/2026 14:51
Comversion Active 0/22/2026 14:40

©LY Corp.
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LINE Tag — Code Types

LINE Tag consists of four types of code. Each ad account has its own dedicated code. LINE Tag code

cannot be shared between different ad accounts.

@ Base Code

* Must be installed on all pages where user
actions need to be measured.

@ Conversion Code

* Must be installed on all pages where
conversions need to be measured.

» Example: Order confirmation page

<!-- LINE Tag Base Code -->

<!-- Do Not Modify -->

<script>

(function(g,d,0){

g._ltg=g._Itq||[1;9._lt=g._It| |function(){g._Itg.push(arguments)};

var h=location.protocol==="https:'?'https://d.line-scdn.net':'http://d.line-cdn.net

var s=d.createElement('script');s.async=1; s.src=o0||h+'/n/line_tag/public/releas
e/v1/It.js';
var t=d.getElementsByTagName('script')[0];t.parentNode.insertBefore(s,t);
})(window, document);
_le('init',
customerType: 'lap', tagld: '{tagld}'});
_lt(*send’, ‘pVv’, ['{123456}']);
</script>
<!-- End LINE Tag Base Code -->

<script>
_lt('send’, 'cv', {
type: 'Conversion’
1 [{123456}']);
</script>

> The code shown above is for illustrative purposes only. When implementing LINE Tag, use the

code provided in your ad account.

©LY Corp.
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LINE Tag — Code Types

LINE Tag consists of four types of code. Each ad account has its own dedicated code. LINE Tag code
cannot be shared between different ad accounts.

®) Standard Event Code

<script>
» Uses predefined LINE events. M(send', ‘o', {
type: ‘AddToCart
+ Example: Add to Cart ﬁ/['{1?3456}'])?
script>

Note: The “Purchase” standard event has two customizable parameters: value for the total purchase amount and currency for the currency.
These two parameters are used by LINE for ad optimization and cannot be displayed in reports or used for other purposes.

@ Custom Event Code

<script> <script> cé's“'t“
. U L J ' LN il ven
« Allows advertisers to define MtCsend, 'ev', { Mlsend’, 'cv', { e
their own events type: ‘CustomEvent type: ‘Login
. 1 [{123456}]); 1, [{123456}]);

. </script> </script>
+ Example: Member Login Button P

> The code shown above is for illustrative purposes only. When implementing LINE Tag, use the code
provided in your ad account.
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LINE Tag Applications

N )) Website Traffic
Audience
3
4+  Standard Event ))) Standard Event
Audience
4
+  Custom Event ))) Custom Event
Audience
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LINE Tag Applications — Website Traffic Audience

Follow the process below to create the website audience you need.

1. Place the “Base Code” within the <head>...</head> section of the webpage.

2. In LAP, go to “Audience” > click “+ New audience” > select “Website Traffic Audience,”
then specify the relevant URL to create the audience segment.

1. Example of code placement on a webpage

<html>
<head>

</head>

</html>

2% 1: The available URL conditions are

“Contains,” “Does not contain,” and
“Equal to.” Examples are provided
below.

©LY Corp.
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2. “Website Traffic Audience” Settings Page

Audiences
New Web Traffic Audience
General information

hudience name Web Traffic Audience: 202609221455 347120

LINE tags & LINE tag from this ad account

People who Peaple who visited specific page -

Data retention period © 30 days

See the explanation below.

URL reguirements

Set URL rules &

Cancel

URL condition — Equal to: The visited URL must exactly match the URL specified below.
«  Example: Specified URL: buy.line.me/hot
In this case, visitors to URL 3 meet the criteria.
URL condition — Contains: The visited URL must contain the complete URL string specified below.

« Example: Specified URL: https://buy.line.me/
In this case, visitors to URLs 1, 2, and 3 all meet the criteria.

URL condition — Doesn’t contain: Visited URLs containing the complete URL string specified below
are excluded.

»  Example: Specified URL.: https://buy.line.me/channel 87
In this case, visitors to URLs 1 and 3 meet the criteria.



LINE Tag Applications — Website Traffic Audience:

Business Manager

The Business Manager feature allows the LINE Tag to be shared across LAP and LINE Official Accounts. This enables cross-
product and cross-LAP-account trackina of website visits and the creation of Website Traffic Audiences.

Ad account R R MERE N\AEER
%1

Business Manager

LIME tags shared via Business Manager

'>:<2 Shared by

LINE Tag:20231123110429 (|CE] Intemal Test)

Custom conversions
New custom conversion
General information
Mame Custom comversion: 202609221458

Description (optional)

UNETeg @  (CIITZIITITI) LINE Tag-20231123110829 ([CE] Internal Test

Atrribution pericd & 30 days

Conversion rule

Matching method & @ URL

URL requirements

>¢1: Open the “Business Manager” tab under “Tracking
(LINE Tag).”
2%2: Check the LINE Tag shared via Business Manager.

You can select which LINE Tag provides the Custom

Conversion event you wish to use.

2 The available options are ad accounts linked to the same
Business Manager.



LINE Tag Applications — Standard Event Audience

Standard Events can be used to track performance for specific webpages/events/actions and can also be
used to create audiences.

m Standard Event — Example: Add to Cart Button on LINE Shopping Place the “Base Code” + “Standard Event Code” within
the <head>...</head> section of the webpage.
LINEFR##
<html>
LINE Points 428 <head>
RITLINERE MBS
e Sample Base + Standard Event
= (Add to Cart)
FRALNERR
BRI
</head>
: </htmi>
% LINE Tag can only be installed on webpages owned by
the advertiser. This example is for reference only. 2 Example of code placement on a webpage
On the “Tracking (LINE Tag)’ page, check whether the
“Standard Event” status is “Active.” (The audience size can e
only be detected correctly when the status is Active.) New Web Traffic Audience

Tracking (LINE Tag) General information

Set up a LINE Tag on your website to measure ad conversions and create custom audiences.

Audience name Web Traffic Audience: 202609221505
Status
LINEtags © () LINE tag from this ad account
Name Status Last Received: —
| Ear ‘
Base code Active 2018/8/14 19:10 =
Conversion Active 2018/8/14 19:10 People who People who visited event Standard
Outdoor Active 2018/8/1419:10
Event® | AddToCart - Event
Sport Active 2018/8/1419:10
outdoor Active 2018/8/1419:10 Data retention period © 30 days
shopping Active 2018/8/1419:10
I AddToCart Active 2018/8/14 18:02 I
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LINE Tag Applications — Custom Event Audience

Standard Events can be used to track performance for specific webpages/events/actions and can also be
used to create audiences. Custom Event Naming Rules: Only the characters A-Z, a—z, and 0-9 are
accepted. Symbols are not permitted.

m Custom Event — Example: Login Button on LINE Shopping Place the “Base Code” + “Custom Event Code” within the

<head>...</head> section of the webpage.

LINEM

<html>
LINE Points 1288 <head>
IRITLINER R
MALINEMST %
RRmE Sample Base + Custom Event
s (Login)
RALAR
wnn
</head>
b

2 LINE Tag can only be installed on webpages owned by the

advertiser. This example is for reference only. »¢ Example of code placement on a webpage

On the “Tracking (LINE Tag)” page, check whether the On the “Audience” page, select the corresponding Custom Event name.
“Custom Event’ status is “Active.” (The audience size can only
be detected correctly when the status is Active.)

Audiences

New Web Traffic Audience
Tracking (LINE Tag)

General information
Set up a LINE Tag on your website to measure ad conversions and create custom audiences.

Status Audience name Web Traffic Audience: 202609221505

Name Status Last Received:
LINEtags © (@) LINE tag from this ad a

Base code Active 2018/8/14 19:10 E

Conversion Active 2018/8/14 19:10

Outdoor Active 2018/8/14 19:10 People who People who visited

Sport Active 2018/8/14 19:10
Event © -Login -
outdoor Active 2018/8/1419:10

shopping Active 2018/8/14 19:10 Data retention period © 30 days

| Login Active 2018/8/14 18:02 |




LINE Tag Applications — Conversion

Conversions can be used to track the number of conversions on a webpage and can also be used to create

audiences.

m Conversion — Example:

Order Confirmation Page on LINE Pocket Store

Lo
LINERENSF - W02

BRE -

a fER

it $990

aimR N

e soso X LINE Tag can only be

installed on webpages owned
by the advertiser. This
example is for reference only.

Place the “Base Code” + “Conversion Code” within the
<head>...</head> section of the webpage. A conversion will
be detected whenever a user visits a webpage on which the

Conversion Code has been installed. (Example: Order
confirmation page)

<html>
<head>

Base + Conversion

2% Example of code placement

</head> on a webpage

</htmI>

R N e =

m Conversion — Example 2:
View Cart Button on LINE Pocket Store

LINE@O®RMEIE X

LIk bif 24

2 Conversion data can be viewed on the dashboard
or in Performance Reports.

8% (LINE Tag)

EMEPRMUNE Tog - BERGRANRZRIANER -

R

kL) ue Ll L
Base code aEm 2008/8/14 1910
Conversion s 2006/ 14 1970
Outdooe TEm 2018/8/14 19:10
Sport s 2018/8/14 1910
DUNCCr aEm 2018/814 1930
shoppng Bl ) 2018/814 1930
Logn W 2018/8/1418:02

2 Check the Custom Event status on the
“Tracking (LINE Tag)” page.



LINE Tag Applications — Standard Conversion

Standard Conversions can be used to track the number of standard conversions on a webpage and can also

be used to create audiences.

m Conversion — Example:

Order Confirmation Page on LINE Pocket Store

Lo
LINERENSF - W02

o Tola R AR L EVSARM
RCem m 1\

A vn ”

i1} fER
it $990
e 9 % X LINE Tag can only be installed

on webpages owned by the
advertiser. This example is for
reference only.

Place the “Base Code” + “Standard Conversion Code”
within the <head>...</head> section of the webpage. A
standard conversion will be detected whenever a user visits a
webpage on which the Standard Conversion Code has been
installed. (Example: Order confirmation page)

<htmI>
<head>

Base + Standard

Conversion

2% Example of code placement
</head> on a webpage

</htmI>

R N e

m Conversion — Example 2:
View Cart Button on LINE Pocket Store

LINE@O®RMEIE X

Standard

Conversion
W

3 Standard Conversion data can be viewed on the dashboard
or in Performance Reports.

On the “Tracking (LINE Tag)’ page, check whether the “Standard
Conversion” status is “Active.”
(Standard Conversions can only be detected comrectly when the status
is Active.)

Tracking (LINE Tag)

Set up a LINE Tag on your website to measure ad conversions and create custom audiences.

Status
Name Status Last Received:
Base code Active 2018/8/14 19:10
Conversion Active 2018/8/14 19:10
Outdoor Active 2018/8/14 19:10
Sport Active 2018/8/14 19:10
outdoor Active 2018/8/1419:10
shopping Active 2018/8/1419:10

2 Check the Custom Event status on the “Tracking (LINE Tag)” page.
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LINE Tag Applications — Custom Conversion

Custom Conversions can be used to track conversion performance for specific webpages/events/actions. The data can be
viewed in Performance Reports, but Custom Conversions cannot be used directly as audiences.

Place the “Base Code” and “Custom Event Code” on the

webpage.

A URL can be used as a Custom Conversion condition, and the

attribution window can be set from 1 to 90 days.

<html>
<head>

Base + Conversion

</head>

</html>

Create a “Custom Conversion” for the event to view its performance in Performance Reports.

Ad manager

({

Custom conversions

your URL and event rules.

le in your performance reports.

You can create up to 100 custom conversions.

To track your custom conversions, make sure they are set to Running. Set custom conversions to Paused to stop tracking them

<+ New custom conversion

Click “+ New Custom Conversion” to create a new
Custom Conversion.

©LY Corp.

New custom conversion

Click the icon in the upper-left comer to expand the management
menu, then click “Custom Conversion” to open the settings page.

2%1: The attribution window can be set from 1 to 90
days.

2. A“URL” or “Event” can be used as the
condition for a Custom Conversion.

2 Up to 100 Custom Conversions can be created
per ad account. Once created, they cannot be
deleted; only their name and description can be
changed. If you no longer need a Custom

Conversion, change its status to “Paused.”
3 After the status is changed to “Paused,” it may
take some time for the change to take effect.

2 Custom Conversion data can be viewed in
“Performance Reports.”
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App Conversion Tracking

To track app conversions, you must first integrate the app with an SDK. Once integrated, app conversions
can be tracked.

Click the icon in the upper-left comer to expand the management

menu, then click “Media” to open the Add Creative page (Figure Q). maas Ve e

Use your registerad app to deliver ads.

4+ Add app

Open the “Apps” page and click “+ Add app.”

Groups Ad accounts

% Editapp MAMIE_OS
=
G

App name M8 _0S 81120 @ Create, edt, nanage your campaigna, ad grol
m * Status % Ad account name 2 Ad account ID
Platform ‘Android
T - B tams %2 If a tracking URL is configured for an ad being delivered, the
HETHB6%BAXESLARATREBLBELB2 RESLANEBA/id949344041 '.' a !S Conversion erformance Can be Viewed in “ Performance
AppID 949344041 Active LRRER O AEE Advia Rpepports" p

Once the app has been added, it will appear in the app list.

Click the app name to view its App ID (¢ 1) and other settings.

Next, configure the Ad Account ID (3%2) and App ID (3%¢1) in the SDK
dashboard. Once setup is complete, a tracking URL can be generated.

2 When using Adjust or AppsFlyer, remember to modify the tracking URL.
For details, see P.43.

% The “Ad Account ID” can be found in the ad account list.
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Upload IDFA/AAID

You can upload IDFA/AAID data and use it for remarketing.

Click the icon in the upper-left comer to expand the On the “Audiences” page, click
management menu, then click “Audience” to open the page “+ New audience,” then select
shown in Figure @ “Upload IDFA/AAID” from the _ Web Traffic Audience
drop-down menu. Moile App Audience
— I Upload IDFA/AAID
Upload phone numbers
| Upload email addresses n

| LINE Official Account Audience  §
Lookalike Audience
1 Video view audience

. Image click audience

Upload the IDFA/AAID file on the “Upload IDFA/AAID and After creating the campaign, proceed to create an ad group.
Create Audience” page. Under Audience, click “Edit” and select the audience created
in Step (.
Upload IDFA/AAID and create audience
Targeting
General information Targetingmode @ ® Auto targeting

itbe able 1 upload the e # the

Region Al Region

Gender m Male Female
% The first line of the IDFA/AAID upload file should begin directly with an o [l e
actual IDFA/AAID. Do not include a header such as “AAID” or “IDFA.” pineed g
2% Use the following format for IDFA/AAID:
00000000-1111-2222-3333-444444 444444 " e
2 The audience validity status must be “Available” before the audience
can be used.

2 A minimum of 10 IDFA/AAID entries is required.
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Upload Phone Numbers

You can upload phone numbers and use them for remarketing.

Click the icon in the upper-left comer to expand the On the “Audiences” page, click “+ ;
management menu, then click “Audience” to open the page New audience,” then select
shown in Figure @. “Upload Phone Numbers” from the = #eb Traffic Audience

drop-down menu. Mobile App Audience

Ad manager

Upload IDFASAAID

Upload phone numbers

. Upload email addreszes

| LINE Official Account Audience  §
Lookalike Audience
' Wideo view audience

| Image click audience

Upload the file on the “Upload Phone Numbers” page. After the upload is complete, the “Estimated Size” displayed in the Audience List
represents the number of LINE users that LAP was able to match. If the audience
Upload phone numbers contains fewer than 100 users, there may be insufficient data for the system to properly

create the audience or generate a Lookalike Audience. If this occurs, increase the
audience size.

General information

Audience name PhoneNumberUpload: 202609221524 3120

Action  Add

Ad Manager Business Manager
0
>-< 1 Datatype @ @ Unhashed data
Hashed data
D& + Audience name % Audience type © ~ Estimated size © + Audience availability
Filenam 4792135624589 AP Rlid phone #3%_+886 Upload phone numbers 500 Active

Targeting

After creating the campaign, proceed

Tagetngmode © % Adtotargeting

. to create an ad group. Under
=] Audience, click “Edit’” and select the
31 If your file contains hashed data, select “Hashed data.” Only audience created in Step @.

SHA-256 is supported. Otherwise, select “Unhashed data,” and
the system will hash the file for you.

After the upload is complete, the audience validity status must be
“Available” before the audience can be used.
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Upload Email Addresses

You can upload email addresses and use them for remarketing.

Click the icon in the upper-left comer to expand the On the “Audiences” page, click “+ ;
management menu, then click “Audience” to open the page New audience,” then select
shown in Figure . “Upload Email Addresses” from Web Traffic Audience

the drop-down menu. Mobile App Audience |

Ad manager

Upload IDFASAAID

Upload phone numbers

I Upload email addreszes I

| LINE Official Account Audience  §
Lookalike Audience
' Wideo view audience

| Image click audience

Upload the file on the “Upload Email Addresses” page. After the upload is complete, the “Estimated Size” displayed in the Audience List
represents the number of LINE users that LAP was able to match. If the audience
contains fewer than 100 users, there may be insufficient data for the system to properly
create the audience or generate a Lookalike Audience. If this occurs, increase the

Audiences

Upload email addresses

General information audience size.
Audience name EmailAddsesslipload: 202609221529 321120 Ad Manager Business Manager
Action Add
- 1-1/1 | < | >
I>_< 1 Datatype @ @ Unhashed data
Hashed data i@ + Audience name % Audience type @ 4 Estimated size @ + Audience availability
1430363369520 HashedEmail100000active Upload email addresses 64,700 Active
e | & [ s | v

i e il i he

s (3, periods (] e at

Targeting

After creating the campaign, proceed R
to create an ad group. Under o
. - Audience, click “Edit” and select the
%1: If your file contains hashed data, select “Hashed data.” audience created in Step 3.

Only SHA-256 is supported. Otherwise, select “Unhashed
data,” and the system will hash the file for you.

After the upload is complete, the audience validity status must
be “Available” before the audience can be used.
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LINE Official Account Audience

Friends of the LINE Official Account linked to the ad account can be used as an audience. You can target either active friends

or friends who have blocked the account.

Click the icon in the upper-left comer to expand the
management menu, then click “Audience” to open the page
shown in Figure .

On the “New LINE Official Account Audience” page, open the

“Includes people who are” drop-down menu, select either

“Valid friends” or “Friends blocking the account,” then save.

Audiences
New LINE Official Account Audience
General information
Audience name Friends Audience: 202609221534 30/120

Includes people who are

Friends blocking the account
ave Cancel

On the “Audiences” page,
click “+ New audience,” -
then select “LINE Official Web Traffic Audience

Account Audience” from | Mdokike dpyps Amizrice

the drop-down menu.
Upload IDFASAAID

Upload phone numbers

| Upload email addresses n

| I LINE Official Account Audience IEI

Lookalike Audience
' Wideo view audience

| Image click audience

After creating the campaign, proceed to create an ad group.
Under Audience, click “Edit” and select the audience created

in Step .

Targeting

Tagetngmode © % Adtotargeting

Marusitargetng

Audience x

588079571049

O -
5880795710494: Friends Audience : 202112141229 Exclude




Lookalike Audience

The Lookalike Audience feature can be used to find LINE users similar to a source audience and deliver ads

to them.

Click the icon in the upper-left corner to expand the management
menu, then click “Audience” to open the page shown in Figure .

Ad manager

On the “New Lookalike Audience” page, configure the source
audience and audience size.

Audiences ©

New Lookalike Audience

. Lookalike Audiences have similar interests and characteristics as your best existing customers, allowing you to further expand
>< 1 your reach. To create a Lookalike Audience, first create a source audience:
¥ou can create up to 10 Lookalike Audiences. 1t can take up to 24 hours for your new Lookalike Audiences to be ready.

Mote: When creating Lookalike Audiences from a shared audience. you must have shared audiences enabled for your Loakalike
|Audiences 1o update properly.

General information

Source audience © Select your source audience.

Audience size © Auto -

Setting the audience size 1o Auta” will sutcmatically acjust the size of your sudience (1o 10 15%) ta maintan your ad

Ferfamance.

#%1: Up to 10 Lookalike Audiences can be created per ad account. Once
created, their settings cannot be changed. To change the settings,
delete the Lookalike Audience and create a new one.

It may take up to 24 hours for an audience to be created.

% The estimated size of a Lookalike Audience is based on LINE users.
3 The audience validity status must be “Available” before the audience can
be used.

“ H ” .
Onthe Aud_lence§ page, click -
“+ New audience,” then select
“Lookalike Audience” from the Web Traffic Audience
drop-down menu. Mobile App Audience |
Upload IDFASAAID
Upload phone numbers

| Upload email addresses n

| LINE Official Account Audience  §

| Lockalike Audience |
| E

' Wideo view audience

| Image click audience

After creating the campaign, proceed to create an ad group. Under
Audience, click “Edit” and select the audience created in Step Q.

Targeting
Targetingmode ® @ Auto targeting

Manual targeting

il cheabied when you use the e Esrgeting” e, ane yous wil cedy be shle o

ey,

el il anly be eliveres 10 sucbenses in your targeting setings udl dacovery s complete. Thisa

Country Ml Taivan

Region Al Region

Gender n Male Female
o Il
o0s n Android i0s
Advanced targeting  All

% If an audience was created more than 180 days ago and has generated no
impressions within the past 180 days, the audience will expire.



Video View Audience

The Video View Audience feature allows you to target LINE users who have viewed a video.

Click the icon in the upper-left comer to expand the
management menu, then click “Audience” to open the page
shown in Figure .

Ad manager

On the “Create Video View Audience” page, select the desired
viewing criteria from the conditions drop-down menu, then
save.

Audiences

Create video view audience

General information
Audience name Video View Audience: 202609221545 33/120

video

Validity period 30 day

People who clicked the video
Peaple who viewed the video

Cancel
Viewed more than 3 seconds
Viewed 25% of the video
Viewed 50% of the video
Viewed 75% of the viden
Viewed 95% of the videa

Viewed the video 1o the end

©LY Corp.

On the “Audiences” page,
click “+ New audience,”

+ Mew audience -

then select “Video View Web Trafhe Authence
Audience” from the drop- ] Mobile App Auierce .
down menu.
Upload IDFASAAID
Upload phone numbers
. Upload email addresses £

| LINE Official Account Audience  §

Lookalike Audience

I Video view audience I !

. Image click audience
)

After creating the campaign, proceed to create an ad group.
Under Audience, click “Edit” and select the audience created

in Step .

Targeting

Tagetngmode © % Adtotargeting

Manual targeng
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Image Click Audience

The Image Click Audience feature allows you to target LINE users who have clicked an image.

Click the icon in the upper-left comer to expand the On the “Audiences” page,
management menu, then click “Audience” to open the page click “+ New audience,”
shown in Figure . then select “Image Click Web Traffic Audience
Audience” from the drop- ] Mobile App Auierce .
down menu.
Upload IDFASAAID
Upload phone numbers
. Upload email addresses £
| LINE Official Account Audience  §
Lookalike Audience
: Video view audience
I Image click audience
On the “Create Image Click Audience” page, configure the After creating the campaign, proceed to create an ad group.
relevant criteria, then save. Under Audience, click “Edit” and select the audience created
Audiences in Step @.
Create image click audience S—

General information

Audience name Image click: 202600221551 25/120
[e—— — r—— I
Campaign ID Salect campaign 1D - e idel
Validity period 180 day
Includes people wha... People who clicked the image -

A usence
T | [ow wutorece 7
Save Cancel
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07 Cross Targeting



Cross-Product Audience Settings

Once Cross-Product Audience settings have been completed and the audience data has synchronized with
LAP, the audience will appear under “Audience” in LAP.

Click the icon in the upper-left corner to expand the management menu, then click
“Audience” to open the page shown in Figure .

Audiences @

] ——

Ad Manager

1-30/30 £ »

X2
] =ID@ » Audience name * Audience type & % Estimated size Audience availability

3127844414289 AT 202203281547 ‘Web Traffic Audience shared from - Mot ready
official account

AZ25T566A4900 ‘Web Traffic Audience: 202303281229 Welb Traffic Audience shared from ad . Mot ready £
account

1652540029677 Video View Auwdience: 202308111458 Video View Audience shared from ad . Mot ready
account

2002101680232 Share Tag iRITHNMSR SR ‘Web Traffic Audience shared from - Mot ready
Businass Manager

THISNIB1 02274 Phone_test_20230515 Phone Number Audience shared from 100 or fewer Active
ad account

2 1: Select “Business Manager” to display audiences.
%2: Click the name of a Cross-Product Audience to view its details, such as its expiration date.

LAP itself allows up to 500 audiences. Cross-Product Audiences do not count toward this limit. Therefore, even if your ad account has reached the
500-audience limit for LAP audiences, you can still use Cross-Product Audiences.



Cross-Product Audiences — Ad Delivery Status

If an ad group uses a “Cross-Product Audience” and that audience becomes invalid, the ad delivery status may change.

The following scenarios apply:

Cross-Product Audience
Used As

When the Audience Becomes

Invalid, the Ad Group Will:

One of the “Include” audiences Continue delivery

Pause delivery (delivery can

One of the “Exclude” audiences
subsequently be resumed)

The source audience for a . .
Continue delivery

“Lookalike Audience”

A “Cross-Product Audience” becomes invalid under any of the following circumstances:
@ The audience expires.

@ “Audience sharing settings” in the Official Account Manager is changed to “Private.”
(3® The Official Account ID linked to the LAP ad account is changed.
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Cross-Product Audiences — Important Notes @

“ LINE Official Account LINE POINTS Ads

Validity Period

Audience Data
Synchronization

Audience Size

Existing Audiences

Shared Audience
Name

©LY Corp.

180 days (from the date the audience is created in the
LINE Official Account Manager)

Audiences created in the LINE Official Account Manager
between 00:00 and 23:59 JST will be shared with LAP on
the following day.

The estimated audience size created in the LINE Official
Account Manager may differ slightly due to differences
between systems and synchronization timing.

Audiences created in the LINE Official Account Manager
can be shared with LAP even if they were created before
Cross Targeting was launched.

Can be freely specified in the LINE Official Account
Manager.

2 years (from the start date of the LINE POINTS Ads campaign)

 Initial synchronization:

* Gain Friends Campaign: Synchronized on the day after
the campaign.

* Post-Reward CPA Campaign: Synchronized on the day
after the advertiser first manually approves the awarding
of points.

» Other Campaign Types: Within 24 hours at the latest.

» Synchronization during the campaign period: LINE POINTS Ads
CV data generated up to 23:59 JST on the previous day will be
reflected in LAP on the following day. Data is updated once daily.

The total number of CVs from LINE POINTS Ads and the estimated
audience size displayed in LAP may differ slightly due to differences
between systems and synchronization timing.

Only points-recipient lists (CVs) from LINE POINTS Ads campaigns
conducted after the launch of Cross Targeting can be shared with
LAP.

Refer to the campaign name. LINE uses the following naming
convention for POINTS Ads campaigns:

@ Delivery OS / @) Country / 3 Product Name / @ Campaign Name /
(® Age Targeting / ® Gender Targeting / 7 Launch Date and Time

(JST)

Example: [20S][TW][CPV][TGT][AFA] LINE Campaign Name_20s-
30s_Female_1/2 11:00
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Cross-Product Audiences — Important Notes @

Validity Period 180 days (from the campaign start date)

The audience will be generated automatically in Business Manager within 36 hours after the MVP Ad

Audience Data Synchronization finishes delivery.

Audience Size The estimated audience size may differ slightly between systems.

Video: Interaction audiences from MVP Ad campaigns conducted after the feature launched on May
28, 2020 can be shared with LAP.

Static Image: Interaction audiences from MVP Ad campaigns conducted after the feature launched on
October 19, 2020 can be shared with LAP.

Existing Audiences

Identify the audience primarily by its audience type, ad start date, and advertiser name. Cross-Product

Shared Audience Name Audience names are automatically generated in LAP as follows:

Example: [MVP Ad_200101_Brown Coffee Shop_xxx]

¢ MVP Ad Cross-Product Audiences must be managed through LINE Business Manager. For details, see:
https:/tw.linebiz.com/service/account-solutions/line-business-manager/
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