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Definitions




Programmatic advertising includes any ad
that is transacted or fulfilled via automation.




DIGITAL DISPLAY
INCLUDES ...

DIGITAL VIDEO DIGITAL AUDIO

&)

CONNECTED TV (CTV) PODCASTS
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Spending by
Format




US Programmatic Ad Spending Share, by Format, 2019-2024
% of total programmatic digital display ad spending
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Spending by
Device




US Programmatic Ad Spending Share, by Device, 2019-2024
% of total programmatic digital display ad spending
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US Programmatic Ad Spending Share, by Device, 2019-2024

% of total programmatic ad spending
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Spending by
Transaction Type




US Programmatic Ad Spending Share, by Transaction Method, 2019-2024
% of total programmatic digital display ad spending
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Why PMPs?

(Perceived) Benefits

Preservation of buyer-seller relationships

QO
S

o
4

Inventory quality assurance

¥,
s

Protection against ad fraud

<@

l‘ Insulation against brand safety risks

Growth in CTV

c

Most programmatic ad spending in CTV
occurs via programmatic direct and
private marketplace (PMP) deals.
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Emerging Channels




Connected TV Programmatic Display Ad Spending, 2019-2024
billions, % change, and % of total CTV ad spending

$22.43
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53.5%

$3.44
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Programmatic Linear TV Ad Spending, 2019-2024

billions, % change, and % of total linear TV ad spending

57.9%
$8.42
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mmm billions =@= % change =@= % of total linear TV ad spending
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Programmatic Digital Out-of-Home Ad Spending, 2019-2024

138.9% millions, % change, and % of total DOOH ad spending
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Programmatic Podcast Ad Spending, 2019-2024

millions, % change, and % of total podcast ad spending

126,69 130.3% $237.9
. o
102.6%
$65.8
$28.6
$12.6 4.9%
1.8%

2019 2020 2021 2022 2023 2024

mmm millions =@= 9% change =@= % of total podcast ad spending
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Major Trends &
Questions
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Google postponed its
plans, but ...

The cookieless future is already
here. Chrome is the last holdout
among major browsers
supporting third-party cookies.
Firefox and Safari have blocked
third-party cookies since 2019
and 2020, respectively.

How prepared is the
industry?

Research suggests there’s a
growing sense of preparedness
among data leaders at brands,
agencies, publishers, and ad tech
companies,! but a lot of confusion
and uncertainty remains.

Privacy and Identity Resolution

So,
what’s next?

Industry players will continue
building new targeting and
measurement infrastructures that
don’t require deterministic data.

CTA: don’t wait to test and
adopt!
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Today

What capabilities exist today in
the programmatic marketplace?

@ Targeting

-,©..-l'| Measurement

@ Quiality Assurance

& Emerging Channels

‘y
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"I L\

¢

"

Tomorrow

How are capabilities evolving to
keep up with privacy compliance?

@ Targeting

-,©..-l'| Measurement

F,C:) Data Access

& Governance

Yprd

l"'

Together

What value is (or would be)
added by this partnership?

:-& Proof of Differentiators

-
% Cost Transparency

€ Adaptability

7o\ -
® @ |[nteroperability
\eo’
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