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What is Programmatic

Why Programmatic Matters

Executing Programmatic
Media




Programmatic is King

US Programmatic Digital Display Ad Spending,

2015-2019, in billions $45.94
$39.46
$32.56
$25.48
$17.50 I
2015 2016 2017 2018 2019

eMarketer, April 2017



What is Programmatic?

A user enters a site

|
User data are sent
to Advertisers

The process
occurs in less than

50ms

The winning ad
is shown to
theuser

Each ad's price
depends on the
marketing goals



Who Manages This?

Sharing Data /
Social Tools
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Why it Matters

Traditional
Advertising

The New Consumer Journey
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Version
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PURCHASE & GEOLOCATION DATA
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Test and Learn with




Programmatic for Small
Average CPM (Cost [BTPpéaﬁlﬁsgy creative type

-

=
Display Mobile Video
Traditional: $1.90 Traditional: $3.00 Traditional: $24.60

Premium: $9.30 Premium: $10.40 Premium: $32.80
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Who Owns Execution

Hybrid Models




comScore research has shown that clicks don’t reflect sales impact

A negative pattern exists between Sales
Lift per Household and Click Through

Rate (i.e., as CTR increases, sales
decrease)

Rz=-0.039

Sales Lift/tHH in $
2

A regression analysis shows there is no ~
: . e e e
statistically significant relationship ‘f " :
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Click-through Rate
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Next Steps — Closed Loop Attribution

4. Analysis for Future
Optimization

1. Campaign runs

3. Exposed Purchase
Tracked

2. Campaign Exposure
Tracked
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Questions?
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