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Foreword

Shaping the Future of News Publishing

By Lori Tavoularis, VP of Programmatic
and Platforms, Tribune Publishing, USA
Tavoularis is a veteran in the digital advertising marketplace
and has spent her career working to create sales solutions
and revenue opportunities through local, national, and indirect sales channels. Previously she was with Clear Channel
Interactive and Orbitz, managing internal and external sales
relationships and leading digital revenue initiatives. During
the past seven years, she has held several positions throughout Tribune’s digital organisation. Currently she heads the
Programmatic and Platform Sales team for Tribune Publishing in the USA.

I

’ve been bullish about programmatic advertising ever since my company began monetising inventory programmatically in 2008. At
the time, it was just a tiny, almost insignificant
channel. Sure, it allowed us to monetise some
unsold inventory at very low CPMs, but that was
about it.
Flash forward to the present. Programmatic
advertising is now an important factor in the
portfolio of solutions we offer to marketers trying
to reach our coveted audiences. Over the past
several years, we have evolved from a newspaper
company into a 360-degree media company and
programmatic advertising was one factor that
helped us close that circle.
Our success integrating programmatic advertising solutions into Tribune Publishing’s revenuegeneration strategy didn’t happen overnight. It
was a gradual process that took place over the
years. We were fortunate to work with advertisers
willing to experiment (and launch more targeted
campaigns) as well as technology partners like
Rubicon Project, a forward-thinking company
specialising in the automated buying and selling
of advertising.
Programmatic advertising has been embraced
throughout the media world because it creates
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dramatic efficiencies for both seller and buyer.
The technology has evolved to allow buyers and
sellers to connect through the platforms, which
eliminates some of the layers in the process.
Because this process is more streamlined, inventory is connected without having to traffic line
items in the ad server. It removes the need for
insertion orders and the blizzard of paperwork
they unleash (no one at my shop will mourn this
development). It provides more flexibility to make
on-the-fly modifications to existing campaigns
and optimise campaigns to client’s needs.
There are other advantages as well. Programmatic has enabled us to have deeper relationships
with our advertising partners, especially digitalonly clients. It’s allowed us to capture advertising dollars from new advertisers and marketers.
That’s a huge plus. And it’s allowed us to take a
more holistic approach with yield. We are no longer just monetising unsold inventory. It’s a viable
sales channel that we count on to make meaningful contributions to our company’s bottom line.
The industry can take steps to ensure that programmatic advertising remains a dependable
revenue source. The language of programmatic
needs to be more precise and should avoid using
terms interchangeably so that communication is
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more understandable both internally and externally. More technical standards need to be created especially to facilitate interoperability between
platforms. And all stakeholders need to educate
and motivate their staffs in programmatic advertising because it raises issues pertaining to
incentives, commissions and training.
That last point is critical to any sales manager
overseeing staff involved with programmatic
advertising. I know from first-hand experience
because I oversee the small Tribune Publishing programmatic advertising team. It’s where I
spend a good chunk of my week. Team members
are responsible for advertiser partnerships and
they really get in the weeds with advertisers and
agencies. They function as sellers because there’s
always a need to talk to agency trading desks.
Our yield strategists work on adjusting the mini-

mum bids on unsold inventory. Going forward,
we’re concentrating on training our national digital sales team to sell programmatically. Our goal
is to have programmatic efforts more integrated
with the overall sales department.
One firm, eMarketer, estimates that programmatic advertising in the United States increased
more than 100 percent in 2014 to US$ 10 billion.
While there is debate regarding exact figures, it’s
obvious that programmatic advertising is only
going to grow. Even more significantly, other
types of media are on the same path of being able
to be purchased programmatically. It’s not just an
online trend. This change is real. It’s happening
now. And Tribune Publishing is proud to be part
of these efforts that are transforming the advertising landscape.

Report supported by technology partner
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I remember discussing with
a colleague on the eve of our
Digitial Media Europe conference last April in London that
we should consider publishing
a report about programmatic
advertising and that the panel
discussion during the conference could serve as a springboard for the report.

I thought I was fairly up to
speed on the topic before that session began,
but quickly realised once it got started that the
momentum and speed behind programmatic
had accelerated, seemingly in the time it takes to
make an RTB (real-time bidding) transaction –
that would be faster than the blink of an eye.
It was also very obvious that programmatic – basically, an automated way to buy and sell advertising more efficiently and effectively – had moved
way beyond the perception of programmatic
equating with just RTB.
But I get ahead of myself, which is the danger for
anyone pondering programmatic.
“As an industry, we are pretty guilty of using way
too much jargon on you,” said Janneke Niessen, Co-Founder and Chief Information Officer
for Improve Digital and a board member of IAB
(Interactive Advertising Bureau) Europe in the
Netherlands, as she opened that programmatic
session at Digital Media Europe.
“We tend to use 10 different words for one thing,
but don’t be confused – in the end, programmatic
is really about automation and making things
more efficient and effective. Just try to always
look past the jargon. Programmatic also is a good
way to attract easy money. If you keep that in
mind, it’s not that complicated.”
After diving into the topic, I can attest – that is
great advice. And that is precisely why we wanted
to produce this report to, yes, clearly explain what
programmatic advertising is and how it works but
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more importantly, why it makes sense for publishers – and advertisers.
We have spoken to numerous programmatic
specialists and pioneers, many of whom have
worked on both the publisher and advertiser
sides, to address the key issues, trends, challenges
and opportunities facing publishers. Most have
told us that while this new layer of technology can
deliver a more efficient and effective data-driven
approach to the entire digital advertising value
chain, the market will decide when and where
programmatic makes sense for publishers to offer
this to their clients.
In other words, despite the fact that programmatic has been around in some form or fashion
for a few years, it is still a relatively new practise
within the industry, particularly as a potential
revenue source for premium inventory.
And that is reflected in our report, which will
mean different things to different people in a publisher’s organisation. For top executives, it serves
as a good introduction and overview of why
programmatic will increase a company’s ad sales
efficiencies and revenues. Advertising executives
can benchmark their programmatic efforts with
some of the leading publishers who shared their
strategies and issues with us. Sales staff can see
how programmatic may impact their roles and organisation. Business development executives can
learn where investment is heading. IT can follow
the programmatic transaction trail in detail.
As we learned while working on this report,
there seems to be something new developing
daily around programmatic. Therefore, we will
continue to follow and report on the topic intensively, diving more deeply into the technology and
key vendors in the market. And we welcome your
feedback and input on your company’s efforts.
Last but not least, we would like to extend a great
deal of gratitude to the numerous professionals
and organisations we worked with on this report,
particularly the Interactive Advertising Bureau
(IAB), and our technology partner, RadiumOne.
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Chapter 1 – Introduction: Programmatic primer

Overview:
Demystifying programmatic
If you are not involved in the everyday advertising value chain, odds
are that programmatic is the most important advertising trend that
you may not fully understand.
The scary part: even some who are involved in
the advertising world admittedly don’t grasp programmatic and all its tentacles. And who could
blame them if that is the case?
There are, literally, daily stories on tech, advertising, marketing and media websites, blogs and
social media explaining “What is programmatic,”
why it matters and the confusion surrounding
it. Digital advertising is loaded with different
players, platforms, terminology and overused acronyms, and programmatic has definitely added
to that mix. For a primer on all this see our extensive glossary on page 13, thanks in large part to
IAB (Interactive Advertising Bureau) and Media
Crossing, a media trading firm.

more data-driven approach, giving both publishers and advertisers the ability to leverage firstand third-party data, delivering more targeted
audiences – and ultimately better pricing for
premium inventory. It also drastically minimises
labour-intensive tasks to create quick and seamless ad bidding, buying, selling and serving.
The inevitable result is a complex number of
transactions, tasks and players taking part in this
process. Take this explanation from Media Crossing, which comes closer to the larger context of
programmatic.

“Fully automated buying and selling of digi-

But the key selling point for publishers today is
that programmatic is no longer just about unloading remnant inventory; it clearly gives publishers
the potential to more efficiently and effectively
deliver targeted audiences and higher ROI to advertisers and ultimately reap higher yields.

tal media using disparate data and typically

This report delves into the major issues and opportunities for publishers working with programmatic or considering it as part of their overall
advertising strategy. We interviewed numerous
publishers, experts and consultants working with
programmatic to help present a clearer picture of
a seemingly complex puzzle. Again, we would like
to extend a big thank you to IAB for their support, input, and more.

based electronic marketplaces, sellers and

The essence of programmatic
Programmatic buying clearly means very different things to different people. The simplest
definition one expert gave us was: “Basically, it’s
using machines to buy and sell ads.”
And that’s true. But more importantly, programmatic adds a layer of technology that enables a

8

algorithmically driven trading systems with
direct access to publisher ad servers, ad exchanges, supply side platforms, demand side
platforms, trading desks and other auctionbuyers. Programmatic trading can be realtime or forward sold.”

Technologists like to tout programmatic as the
inevitable future of advertising (see article on the
scale of the issue on page 20) while some ad sales
staff are more likely to associate “automated advertising” with an imminent threat to their jobs.

Evolution of programmatic
Early on, some publishers working with real-time
bidding (RTB) saw it as proof of a relentless race
to the bottom that devalued their display inventory. Today, programmatic is much more than
RTB (see IAB’s four types of transactions in the

© 2015 WAN-IFRA

WAN-IFRA
REPORT

Chapter 1 – Introduction: Programmatic primer

The impact of
programmatic
advertising
on news
publishers

Shaping the Future of News Publishing

FOUR TYPES OF PROGRAMMATIC TRANSACTIONS

Chart courtesy of IAB
1. Reserved inventory is advertising space on a publisher’s site that is put aside for a specific advertiser for an agreed price
2. Fixed price is any arrangement where the buyer and seller agree on a flat price that the buyer pays rather than the highest
bidder in an auction environment

chart). Others, including IAB, point out that it is
a more subtle evolution of a range of techniques
under the programmatic umbrella, including
Deal ID and setting price floors. Most recently
publishers are increasingly offering “programmatic direct” as an effective way to buy and sell
premium inventory. Programmatic direct allows
advertisers to buy direct/premium inventory with
some of the same up-front guarantees they are
accustomed to getting from direct sales teams but
in an automated fashion.

private marketplaces to sell their premium inventory programmatically as well. Private marketplaces allow brands and publishers to work with
the partners they choose. It is an invite-only
exchange that allows brands more control to
customise their campaigns and publishers to set
higher price floors. Models vary, but typically
inventory is not reserved.
“Private deals represent the biggest opportunity
to migrate brand dollars to programmatic plat-

“Publishers should consider
reducing inventory to protect premium programmatic pricing,” says Ben Shaw,
Director of Global Advisory
for WAN-IFRA and former
Chief Digital Officer for
Shaw Media in the US.
“Although there may be a
short-term hit, in the long
term you can maintain
floor prices and build a
more viable business.”
Also, publishers are using

© 2015 WAN-IFRA
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forms,” Wade Rifkin, VP, Programmatic Platforms for DigitasLBi, told AdAge recently.
And 2015 is being touted as the year of video programmatic. Digital video offers perhaps the most
premium inventory around today and programmatic video buyers have high expectations, according to a new eMarketer Report on the topic.
“They want the rich, precise audience insights of
digital with all the comforts of TV buying: inventory guarantees, premium ad placements and
brand-safe environments,” the report says. (See
our story on page 54)

Why you can’t ignore it
Clearly programmatic is having an impact on
marketing spend and the figures bear it out:
Nearly US$ 15 billion worth of digital advertising budgets will be spent using programmatic
technology in 2015, according to an eMarketer
forecast. That represents 55 percent of all the
money spent on digital display ads in the U.S.
Alanna Gombert is considered a leading pioneer
in the programmatic space. She is CEO of her

new full-service digital media consulting agency,
Gombert Consulting. She is also co-chair for the
IAB Programmatic Council and the former Head
of Digital Sales and Strategy at Condé Nast where
she headed up the company’s programmatic
development.
When we asked her about some general advice
for publishers starting to work with programmatic, she recommended: “Keep an open mind.
Embrace the trends. Stay informed. You have to
be knowledgeable to make the right decisions
for your business and in your particular market.
Critically, though, you cannot ignore it because
if you miss out on such a trend like this, it is very
difficult to pivot and catch up down the road.”

The human factor
Gombert and everyone we spoke with for this
report seemed to put to rest the fears of sales
staff being made obsolete by programmatic. By
stripping out much of the paperwork, emails, and
admin associated with buying and selling digital
advertising, most argue that programmatic actually frees up staff to cultivate client relations,

Question for programmatic pioneer
Alanna Gombert:
Is there still some fear on the publisher side
of embracing programmatic?
“Most publishers are already dealing with programmatic in
some form so I don’t think it’s a question of fear. It’s more a question of – especially when you look around the world – is the market ready? Every market
or region has totally different structures, whether it be agencies, advertisers,
publishers, and different pricing. So it’s more about figuring out how and when
to take this technology and use it intelligently in your market so it benefits
your business.”
Alanna Gombert is CEO of Gombert Consulting, co-chair of the IAB Programmatic Council, and the former Head of
Digital Sales and Strategy at Condé Nast.
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optimize, target and create campaigns and, yes,
add their intelligence to the programmatic sale.
“It definitely requires a new skill set,” Gombert
says. “It’s new terminology and technology. So it
requires education and training. But at the end of
the day, you’re still selling. … I don’t think people
are losing jobs. Yes, publishers are hiring, but everybody is hiring in the digital space. Like I said,
training is indeed important and there is a lot of
that going on. IAB has a really good certification
training, for example.”

■■ As Lori Tavoularis, VP of Programmatic and

And this doesn’t appear to be an either/or situation – both digital direct sales and programmatic
teams can learn from each other delivering a better result vs. going it alone. It would appear more
of the issues centre on ad ops reorg, and how you
configure your sales force: do you separate programmatic sales teams from direct sales teams?
Integrate them? Do you have a good incentive
plan ready? See IAB’s advice on page 28.

■■ Both publishers and advertisers say that fraud

There has been a lot of development for the supporting technologies in programmatic (more
standards are indeed needed), and it seems that
much of the focus is turning to business processes and organisational structures associated with
programmatic. And don’t forget that advertisers
and agencies face the same, if not bigger, learning
curve than publishers on a number of fronts.

Challenges to overcome
Despite programmatic’s momentum, there are
other issues that need to be resolved for many
publishers and advertisers to take the next leap,
including:
■■ According to IAB, and the work we conducted

during our research, there is significant confusion over terminology regarding programmatic, RTB, programmatic direct, programmatic premium, and other terms being used
interchangeably. “Every time someone says the
word ‘programmatic,’ make sure you ask what
exactly they mean,” says Carl Kalapesi, who
oversees the work and output of IAB Committees and Councils (see his story on page 16).

© 2015 WAN-IFRA

Platforms for Tribune Publishing in the USA,
told us, there is a lack of clear technical
standards to ensure interoperability across
different platforms.

■■ IAB says buyers and sellers are concerned with

the limited transparency (over fees, net
CPMs, deals not clearing, particularly in open
auctions) and proliferation of vendors involved
in the programmatic transaction.

(see story on page 34) and brand safety issues, such as ads unintentionally appearing
in awkward contexts or alongside low-quality
content, are inhibiting their adoption of programmatic tools, according to a survey by the
Winterberry Group and IAB.

■■ Generally, there is still some legitimate con-

cern from publishers that programmatic may drive down pricing as their own
audience can be bought via other platforms.
“With any new way of buying, everybody will
be concerned,” says Gombert. “After all, it is
not a traditional way of buying and selling. It’s
just a different way of buying and selling in the
market. But we are all moving toward a more
audience-based buy, which is great for everybody involved.”

Brand safety and transparency concerns are one
of the drivers of the trend toward programmatic
direct where up-front guarantees can alleviate
much of these problems. On the latter issue of
transparency, it is clear that all parties involved
need to come together to agree on common standards and practices.
Regardless of any of these issues, no publisher
can afford not to stay up to speed with developments. And it is no longer relegated to digital:
Time Inc. appears to be the first US publisher
to sell its print advertising programmatically
(see story on page 52). Let’s see if programmatic
might give a boost to those shrinking print dollars.
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While programmatic covers a whole ecosystem of technologies and skills related to
advertising automation (see glossary), the
principal focus is on the real-time transacting for adverts which takes place in the
time it takes to load a web page, and with a
result that is tailored to the individual looking at that page.
Different implementations vary in their sophistication, but the idea is that the user clicks on a link
or types in a URL and sees their content start
to load. That involves the publisher’s site replying to the request with HTML code that tells the
browser what content to show and how to format
it. Along with that code there is also a link called
an ad tag. So far, so normal – that’s the process
of any visit to a web page. As it does all this, the
publisher’s system identifies the user and checks
with its own Data Management Platform (DMP)
to see if there is an advert it wants to serve to that
individual.

12

Enter the SSP
Where the difference comes in with programmatic is that if there is no advert that the ad
server is expecting to deliver to that user then the
publisher ad server tag will direct the requests to
a Server Side Platform (SSP) which is Real Time
Bidding (RTB)-enabled. That tag is usually in the
form of dynamic JavaScript that identifies the
site, the content, the size of the ad slot, and a host
of other details.
It’s often assumed that this then triggers an allcomers open auction but in fact programmatic
can be configured with a hierarchy of possibilities. The top line is what’s called Automated
Guaranteed, which is basically a direct deal
done between the publisher and the brand on a
reserved basis of pricing and inventory.
Then there’s Unreserved Fixed Rate (or “preferred”), which doesn’t imply a done direct deal
but does impose a fixed rate or allows a certain
client a first right of refusal. Next in the hierarchy
comes the idea of invitation-only bidding where
an auction is opened but only to a pre-set list of

© 2015 WAN-IFRA
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Glossary
Terms appear in association with logical steps in
the programmatic process.
Programmatic advertising Fully automated
buying and selling of digital media using disparate
data and typically algorithmically driven trading
systems with direct access to publisher ad servers,
ad exchanges, supply-side platforms, demand-side
platforms, trading desks and other auction-based
electronic marketplaces, sellers and buyers. Programmatic trading can be real-time or forward sold.
1st Party Data Information compiled about visitors’ relationships with a site, which can be shared
explicitly (i.e., signing up for an email list, filling out
a form or survey, etc.) or implicitly (i.e., information
about past web surfing habits, site visits, etc.).
2nd Party Data Provided by advertisers or digital
media companies, 2nd party data refers to the information previously aggregated (either by permission or anonymously) from both online and offline
sources. This data is then segmented into targetable
audience groups based on certain characteristics.
3rd Party Data Highly descriptive data that can be
collected by an outside vendor to create broad sets of
segments. Ultimately, 1st party data can be enriched
by 2nd party data from advertisers, which in turn
can be even more enriched by data aggregators or
data management platforms.
Automated Guaranteed One of the four types of
different programmatic processes identified by the
IAB. Automated Guaranteed (also often called programmatic premium, guaranteed, direct or reserved)
means that the deal is done directly between buyer
and seller with “reserved” or “guaranteed” pricing
and inventory. Thus while it is an automated version
of the old direct sale and so counts as programmatic,
it does not involve an auction.

inventory is a type of inventory that is unreserved,
has auction-based pricing and incorporates a one
seller-to-few buyers type of participation. Other
terms used in the market are: Private Marketplace,
Private Auction, Closed Auction and Private Access.
Prioritisation in the ad server, the Deal ID, Data
usage, Transparency to buyer and pricing floors are
other things to consider as an impact to InvitationOnly Auction Digital Media Inventory.
Open Auction This is a type of inventory that is
unreserved, has auction based pricing and incorporates a one seller-to-all buyers type of participation.
Other terms used in the market to describe Open
Auction Digital Media Inventory are: Real-time Bidding (RTB), Open Exchange and Open Marketplace.
Ad Exchange An intermediary that connects buyers and sellers of ad inventory in an auction-based
setting. It provides a technology platform that functions in real-time – as the user loads the webpage,
the publishers’ unsold inventory becomes available
for purchase to advertisers on a single impression
basis. The highest bidder wins the impression, at
which point the advertiser’s creative is displayed on
the web page to the user.
Ad Network An intermediary that sells publisher
inventory to advertisers on a pre-sale basis. On
behalf of multiple independent websites, the Ad
Network relies on 3rd party data to package the
websites’ inventory based on certain characteristics.
The packaged inventory, which is typically remnant
rather than premium, is then sold to advertisers at a
price determined by the network and/or negotiated
between the buyer and seller.

Unreserved Fixed Rate Also called “preferred”
deals, this means that there is a fixed rate to the
inventory, allowing for an established deal or a first
right of refusal.

Private Ad Exchange An ad exchange through
which a publisher can directly auction and sell its ad
inventory retaining more control over bid selection,
setting dynamic reserves, and limiting potential
buyers including by invitation only auctions. By
using their own proprietary data sets, publishers can
obtain better bids and therefore improve revenues
and yield using programmatic media channels.

Invitation Only Not all auctions are open. This

Continued on next page...
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clients expected to be interested in that particular inventory. Finally there is the full-blown open
auction.
Prices aren’t random, nor are they necessarily
entirely flexible. As we’ve seen, there are at least
four different transaction types and the first few
of these allow for publishers to set a floor for pricing for some inventory.
It’s also important to understand that programmatic doesn’t mean leaping directly to auction if
it doesn’t immediately find an ad to serve from
the publisher’s ad server. Instead a typical system
would progress on a set route usually passing
first via private ad exchanges before bouncing to
an open exchange in search of a buyer for what
would otherwise be remaindered inventory.

Let the bidding begin …
Once the auction is opened there are more important factors than the nature of the publisher’s
site. Key to the value of the transaction is the
amount and type of data that can be found on the
user through such factors as cookies, IP address,
etc. Where a user’s behaviour, demographics,
location, and interests can be found the price
will necessarily be higher than for unidentifiable
users.
If the SSP server finds that the user in question is
a likely car buyer who has recently been viewing
car comparison pages, and lives in a neighbourhood associated with luxury car purchases then
that will raise the value of that inventory in the
auction. Because the value is assigned to indi-

Glossary 2/2
Deal ID Is simply the unique identifier of a specific
transaction of an automated buy. For a publisher,
the interesting aspect is that while RTB is largely
about auctions, the existence of Deal IDs makes it
possible to distinguish individual customers so that
they can be treated differently. In theory, it means
that a publisher could hide certain inventory from
general bidding while still offering it to select clients.
This has been referred to as the automated form of
the Insertion Order.
DMP – Data Management Platform This is a
database especially built to take in relevant details
about inventory/campaigns/users as they become
available and then make them available to queries
from the RTB process, so as to help both sides reach
agreement on a price and an advert to display. The
difference between a DMP and a DSP really comes
down to the fact that DMPs do the aggregation and
analysis of information, while DSPs take care of the
buying and selling side.
DSP – Demand Side Platform DSPs are the
trading platforms that marketers use to buy ad impressions from exchanges. As such, they are geared
towards buying ads as cheaply as possible. As pub-

14

lishers release inventory to exchanges via their SSPs,
the DSPs go to work analysing the offerings and the
data (demographics, location, user behaviour, etc.),
which are matched with the campaigns and targets
of the marketer. The better the match between
inventory on offer and campaign targets, the higher
the price bid. In practice, however, there has been a
feeling that DSPs serve to drive prices down, leading
to the developments of SSPs.
SSP – Supply Side Platform SSPs are the
trading platforms that publishers use to sell their impressions and make the most from them. These are
usually designed to help publishers impose a “floor”
on pricing, to protect their yields from the downward
pressure of DSP bidding. Companies that provide
SSPs include Google, OpenX, PubMatic, Rubicon
Project, AppNexus, Right Media, and AOL.
Yield Optimisation Platforms Alternative term
for SSPs, reflecting their role in ensuring maximum
return for publishers.
Yield The percentage of clicks vs. impressions on
an ad within a specific page.
Sources: IAB and Media Crossing
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viduals and their behaviour, it doesn’t matter if
the page being viewed is about Aston Martins or
stamp-collecting – the value of the visit remains
the same. It is that fact that opens possibilities
for publishers, and means that RTB transactions
don’t have to be fire-sales in a desperate attempt
to fill pages at all cost.
Of course, if there is no such information the auction can still take place, but we are much more
likely to be looking at the bargain-basement.
That cookie information isn’t just visible to SSPs.
Demand Side Platforms (DSPs) level the playing
field by allowing publishers’ systems to use realtime access to the same information to help assign value and set prices. Both sides of the equation can set their own rules and it’s not just about
pricing. For example, it is no more than common
sense to see that publishers may not want certain
products appearing in inappropriate sections.
Similarly, there are some brands that do not want
to appear next to certain stories no matter how
high-brow the site – for example oil companies’
branding appearing next to news about conflicts
or protests related to their activities.
When the dust has settled from the rule-making
and haggling, the winning bid is sent by the ad
exchange to the publisher’s ad server, along with
the URL of the advert. The publisher’s ad server
then directs the user’s browser to the right content to display and the user sees the page complete with the auction-winning ad.

© 2015 WAN-IFRA

Faster than the blink of an eye
Astonishingly, this entire cycle of requests, information, auctions, and delivery is expected to take
place in around 200 milliseconds – that’s about
half the time it takes you to blink.
Even then the process is not over as the SSP will
duly note the user’s interaction with that advert,
in the context of that publisher’s content; information that will then come into play in the course
of the next auction.
Complex? Perhaps, but this is not science fiction;
it is a scenario being played out millions of times
a minute right now, and one that is only going
to grow. It is far from perfect (see the article on
fraud) but the cost-efficiencies it brings with it
mean that it is set to increasingly dominate the
buying landscape.
Naturally there are implications for publishers,
and not just for their technical divisions or their
partner ad exchanges. This is an approach that
affects sales, strategy, and content. Nor is it just
about display ads for web pages – although that
is the dominant inventory affected today, there is
little doubt that mobile and video are increasingly
the primary hunting grounds.
Programmatic may have started with a reputation as a computerised clearing-house for
remainders, but it is set to become the way that
even high-quality, high-price inventory is traded
across every platform you can think of.
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Top 10 things you need to know about
programmatic but were afraid to ask
In October 2014, thinkLA and IAB (Inter
active Advertising Bureau) hosted the
Programmatic Summit in Los Angeles,
USA, in association with eMarketer. The
event focused on the rising tide of programmatic within digital media. Carl Kalapesi,
Vice President, Industry Initiatives for
IAB, provided 10 takeaways from the event
about programmatic in an article originally posted on IAB’s website on 4 November 2014. While many of these takeaways
pertain to specific players in the advertising value chain, publishers can draw some
valuable lessons from these insights.

1

Programmatic is more than RTB.
There is a lot of confusion over the term
“programmatic,” which many people mistakenly
believe is the same as real-time bidding (RTB),
or is used only for remnant inventory. Ultimately,
programmatic is the process of buying and selling media in an automated fashion. This includes
four main types of transactions: open auctions,
invitation-only/private auctions, unreserved fixed
rate/preferred deals, and automated guaranteed/
programmatic guaranteed deals. Every time
someone says the word “programmatic,” make
sure you ask what exactly they mean.

2

There are lots of hurdles to enabling
programmatic to work. Concerns that
were addressed throughout the event included
transparency, fraud, and trust; limited understanding and knowledge; confusion over terminology; moving from direct response to branding
dollars; moving from mostly standard banners to
native, video, rising stars, and audio ad formats;
internal organisational challenges for brands
and publishers; and delivering different creative
through programmatic.

3

Carl Kalapesi
Vice President,
Industry Initiatives for IAB
Carl Kalapesi oversees the work
and output of IAB Committees
and Councils including Native,
Programmatic, Digital Video/Connected TV, Social Media, Games,
Data and more helping to solve
operational inefficiencies and
define the future of the digital advertising industry. He
leads IAB work on Publisher Transformation, programmatic marketing and the quality assurance guidelines
compliance program.
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Programmatic is big and getting bigger. The programmatic market (including
auction and direct deals) is expected to top US$
10 billion in 2014 and grow to $20 billion by
2016. For now, RTB remains the dominant part of
programmatic spending (92 percent in 2014) but
is expected to drop to under 60 percent of total
programmatic spend by 2016 as programmatic
direct increases. Within RTB, open auctions account for 88 percent of total RTB spend, although
that is changing, with private marketplaces growing significantly more quickly. While display is
still dominant, mobile and video programmatic
are growing rapidly.

4

Fraud and trust are big issues, but are
being tackled by the industry. Bots and
fraud have become a big issue mainly because of
the large sums of money involved. The IAB and
the industry are building a trust stack to tackle
fraud, malware, piracy and transparency, and
include these in a joint cross-industry account-
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ability program building on the existing quality
assurance guidelines. Advertisers and buyers
should make sure they know their supply sources,
choose their vendors carefully, and always remember: “If it’s too good to be true, it probably
is!” Publishers need to be sure that sales, marketing, operations, and analytics departments
are cooperating to identify any strange traffic
patterns and remember that if they are doing
audience extension, they need to apply the same
controls as buyers should.

5

Publishers can hit a home run with
programmatic video. The concern that
programmatic has been perceived as a “race to
the bottom” for rates and yield has not applied to
video because of restricted supply. Publishers can
use programmatic to fund the creation of quality
video content, particularly by helping monetise
traffic spikes. Ultimately, efficiency doesn’t have
to mean lower CPMs; it can also mean more effective engagement.

6

Measurement matters even more in a
programmatic world. Brand marketers
are looking for transparency, inventory quality,
and technology simplicity. Buyers should ensure
they are reaching the right audience; use a consistent, comparable metric to plan, buy, and sell
audiences; use brand data to ensure that advertising resonates; and ultimately ensure that the
campaign drives the desired action.

7

Attribution is essential to effective
programmatic spend. Last touch attribution is outdated and is like giving all the credit in
a relay race to the last runner. Attribution models
should incorporate the “first site visit” separating
the funnel into prospecting and retargeting, and
set the right incentives to each part.

© 2015 WAN-IFRA

8

Automotive brands are leveraging
programmatic. Leading brands are looking beyond the simple retargeting of ads, and embracing programmatic across the consumer path,
from “unaware” to “loyal purchasers.” The agency
automation “stack” includes four layers: unified
data platform, open access to media inventory,
single metrics regime, and dynamic ad creation/
production/serving platform. Brands are finally
learning from programmatic media to employ
new tactics in automated creative – not creating
by machines, but optimising ad variables based
on real-time, impression-level data.

9

Publishers need to reorganise in order to capture the value of programmatic. Publishers are adopting programmatic as
a core part of their monetisation strategy – but
this can pose internal challenges. The top five
ways to build a successful programmatic publisher organisation are the following: align incentives
and compensation; educate direct sellers and
have them attend basic programmatic training;
focus the programmatic team on supporting direct sales (agencies) and covering programmatic
buying entities (DSPs, trading desks, retargeters);
establish a programmatic rate card; and have
internal and external quarterly budget reviews.

10

Creativity and programmatic are
not enemies. Every ad should be
dynamic and leverage the same audience signals
used in programmatic media buying to make the
creative relevant. This can be done by infusing
first- or third-party data on demographics, location, and previous website behaviour to alter the
headline call to action, image, or assets of the ad
unit to ensure that the message resonates with
the user. Doing that can double yield on interaction rates and increase engagement by up to 50
percent.
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Predictions point to dramatic
programmatic growth
The technology business is known for brash
predictions of growth and the advertising
business is not famous for being shy. The
predictions for the growth of programmatic
are nothing short of breathtaking and the
news that the 2015 Super Bowl was the first
to see adverts bought programmatically
only added to the general frenzy. It might
even be tempting to dismiss the frenzy as
the self-promotion of an industry built on
hype and hyperbole.
Except, that is, for the hard facts emerging from
major customers about their expectations of moving their budgets to programmatic and the data
from industry observers that shows it is already
happening.

Big brands buy in
The announcement (via Ad Age) that Proctor &
Gamble set a target of 70 percent of its US digital
media purchases to be programmatic is one of
the most commonly touted examples of the sector’s growth. That follows from an announcement
by American Express that it is considering a shift
to 100 percent of its digital-buying being programmatic. At our time of writing, both of these
represent theoretical approaches rather than
hard and fast buying plans.
More concrete are the announcements from the
likes of Mondelez International (Cadbury’s, Oreo)
and Heineken that they are creating programmatic programs with TubeMogul. Bonin Bough,
VP of global media and consumer engagement
at Mondelez International, further fuelled the
excitement when he reportedly said he could see
no reason not to go 100 percent programmatic.

Ready and raring to go?
The proponents of programmatic tend to sit back
once these kind of figures are brandished as if

20

their point is made – the big brands are going
programmatic so the debate is over. But if big
brands are expressing enthusiasm for programmatic buying it is clear that there is a reluctance
on the part of marketers and publishers.
A 2014 survey by the Association of National
Advertisers and Forrester in the U.K. found
that fewer than a quarter of those polled were
confident about programmatic’s workings and
plus points. Twenty-three percent of the clientside marketers said they understood and used
programmatic. Twenty-nine percent said they
had heard of it but didn’t fully understand it and
26 percent said they understood it but needed
to know more before applying it. Twelve percent
owned up to never having heard of it.
The sample size was not large – it was in one
country only (the U.K.) and involved 153 individuals but once you’ve allowed for the fact that few
of us are honest enough to admit we don’t understand something, even in surveys, the suggestion
is that a lot of professionals remain unconvinced
or uninformed.

The view from the industry:
USA, U.K., global …
In the U.K., research by MTM for the Internet
Advertising Bureau (IAB) shows programmatic
accounting for 28 percent of display advertising
already – and predicted it would reach nearly half
(47 percent) by the end of 2014. The survey (“Media Owner Sales Techniques” study) reveals that
of the £ 1.86 billion spent on display ads across
the Internet and mobile in 2013, 28 percent (about
£ 500 million) was traded programmatically. By
comparison, direct sales between publishers and
agencies or advertisers accounted for just over half
the ad sales (51 percent) with a further 22 percent
going through ad networks.
Perhaps more important than the 28 percent
figure for general display is that the figure for
mobile is already at 38 percent. Video stands
at only 16 percent – but all indications recently
point to a quick upward trajectory as the quality
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Infographic courtesy of Yieldr, a provider of programmatic
solutions and technology for advertisers.
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inventory associated with video is attracting a lot
of attention.

In the U.K., 60-75 percent of digital display ads are expected to be
sold programmatically by 2017.
Tim Elkington, Director of Research & Strategy
at the U.K.’s IAB, comments, “Programmatic is
more dominant on mobile due to various factors;
it’s a more fragmented ecosystem and, being
relatively harder to monetise, has enabled a wide
range of intermediaries to develop more quickly,
particularly having learned lessons from serving
ads programmatically on PCs.”
The study concludes that the market share for
programmatic could reach 60-75 percent of total
digital display advertising by 2017.
Such is the growth of programmatic that estimates have had to be revised upwards only
months after publication. In the USA, a study by
Magna Global predicted that American programmatic transactions would reach US$ 7.4 billion in
2014 with $ 3.9 billion of that going through RTB.
The same study predicts that to rise to $ 17 billion
by 2017 of which $ 10.5 billion will be RTB.

In 2015, nearly US$ 15 billion
worth of digital ad budgets will be
spent programmatically.
By the end of 2014, the same company was
releasing estimates suggesting programmatic
buying was to account for $ 21 billion worth of
spending on digital media in 2014, up 52 percent
from the previous year, and with the U.S. stake
representing $ 10.9 billion.
eMarketer is reporting that nearly US$ 15 billion
worth of digital advertising budgets will be spent
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using programmatic technology in 2015. That
represents 55 percent of all the money spent on
digital display ads in the USA.
In terms of the percentage of transactions that
RTB programmatic represents, the figures for the
USA and U.K. are remarkably similar at present – 28 percent of all transactions in 2014 were
programmatic; a figure expected to rise to
52 percent by 2017. Business Intelligence added
its own take on that prediction in November 2014
with the prediction that RTB will account for over
$ 18.2 billion or 33 percent of U.S. digital ad sales
in 2018, up from just $ 3.1 billion in 2013. Which
translates to a compound annual growth rate
(CAGR) of 42 percent It also predicts programmatic in the USA will be 50 percent in 2018.

By 2017, Magna expects the U.K.
to be supplanted as global number two by China and Japan.
By the end of 2014, Magna Global seemed to have
had to up its estimates; it announced that the
USA had already reached the point where
62 percent of 2014 digital display sales were carried out programmatically.
Magna Global acknowledges that with the prediction that while the US dominates for programmatic, certain European countries, notably France,
the U.K., and the Netherlands are growing fast.
In 2013, the U.K. was the second largest programmatic market with around 10 percent global
spend. In European terms, the U.K. dominates
with a market more than 20 percent larger than
that of France and Germany combined although
that gap will close. By 2017, the U.K. programmatic market is predicted to be 9 percent larger
than Germany and France combined.
In 2012, IPG Mediabrands’ Global CEO, Matt
Seiler, caused ripples by declaring that 50 percent
of all media buying at IPG would be automated
within three years. The surveys suggest that for

© 2015 WAN-IFRA

WAN-IFRA
REPORT

Chapter 2 – The global scope of programmatic

The impact of
programmatic
advertising
on news
publishers

  $30    

  27,7    

  $25    

Ad  Spend  In  Billions  

Shaping the Future of News Publishing

FORECAST: PROGRAMMATIC
AD SPEND
FORECAST:  Programma:c  Ad  Spend  
(U.S.)  

  23,2    

  $20    

  17,9    

  $15    
  12,1    
  $10    

  8,3    
  6,0    

  $5    

  $-‐    
2013  

2014E  

2015E  

2016E  

2017E  

2018E  

Source:  BI  Intelligence  Es2mates,  Magna  Global,  IDC  

the more developed markets this was a fairly
accurate prediction of what is now the general
industry trend.

Market leaders and fast-growth areas
For all its strong growth, Europe is set to be
eclipsed by developments in Asia. By 2017, Magna
expects the U.K. to be supplanted as global number two by both China and Japan.
For fans of big figures, Magna Global forecasts
that the growth in the nine leading markets
(USA, U.K., Germany, France, The Netherlands,
Australia, Japan, China, and Spain) will grow
from $ 7.5 billion in 2012 to $ 32.5 billion in 2017.
ZenithOptimedia also tips programmatic to
be a key factor in the growth of the advertising
market in India where it observes that “agencies
are swiftly adopting programmatic buying, which
allows them to target display ads accurately and
efficiently. This has provided a sharp boost to
‘traditional’ digital display, as well as video and
social. Growth in traditional display leapt from
14 percent in 2012 to 18 percent in 2013, and we
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estimate it at 26 percent in 2014, its fastest rate
of growth since 2007.” Overall, ZenithOptimedia
points to programmatic as one of the key levers
that will push a predicted 12 percent growth in ad
spend in India in 2015.
Outside of those current leaders some notable
growth markets include Brazil, Mexico, and Argentina in Latin America where RTB is currently
believed to represent some 35 percent of display
spend; a figure forecast to rise to as much as 61
percent by 2018.
In the developing Asian markets, Korea currently
shows the highest level of programmatic purchasing but Malaysia and Singapore are growing fast
and if programmatic across these countries was
around 25 percent in 2014 it is predicted to rise
steadily, if less spectacularly than in the leading
global markets.

Publishers and their policies
in the face of this shift
In 2013, ESPN, USA Today and Hulu were just a
few of the publishers who declined to sell inven-
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tory through programmatic. By 2014, all of them
had changed their minds.
In July 2014, AOL, publisher of The Huffington
Post, Engadget, TechCrunch, Parentdish and
MyDaily, announced that 100 percent of its inventory was now available programmatically.
Noel Penzer, Managing Director, AOL UK, commented that: “Making all of our inventory and
premium formats available through our DSP is
a major milestone for AOL UK and the industry
as a whole. It re-affirms our investment in and
commitment to automation and our belief that
programmatic will be the main driver of digital
advertising budgets going forward. We believe all
of our inventory can be bought in an automated
fashion, giving agencies and advertisers more
time to spend on bigger creative integrations,
sponsorships and tailored solutions.”
Advertising agencies seem quicker to embrace
programmatic than publishers. WPP chief executive Martin Sorrell described programmatic as
“American capitalism at work.” The New York
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Times and Yahoo, both in their way models of
American capitalism over the years, have previously pointed to programmatic as a cause of
declining ad revenues.
The New York Times hired a programmatic advertising director in the spring of 2013, only to eliminate the position this past February. Yet during its
earnings call in October, the company said it plans
to continue building its programmatic advertising business as a major part of its overall digital
advertising strategy. USA Today has reversed a
policy of working with third parties and made its
inventory available to ad exchanges.
In Europe, TMG in the Netherlands is so progressive that 53 percent of its total online ad sales
already come from programmatic, compared to
just 31 percent for the Dutch market.
The tide has already turned – if fewer than a
quarter of us are confident about programmatic’s
workings and weak points, it is high time to catch
up.
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Advice from a programmatic vet:
Martin van der Meij of TMG
For ages, advertising has been sold in a

Martin van der Meij
Head of Revenue Development
Telegraaf Media Group (TMG)

very traditional, labour-consuming way.
Even today, most online advertising is
being sold via classic “Martini lunches”
and orders are processed using faxes and
emails. A few years ago, the low-margin ad
networks figured out that they could save
a lot of money and increase the ROI for advertisers if they were able to solve two main

Martin van der Meij founded Publisher Market, TMG’s automated
trading consultancy service, after
having years of experience in the
development and implementation
of automated trading within TMG.
Prior to joining TMG, he worked
for more than 10 years in the online sector, launching
one of the first local online newspapers in 1995 and
one of the most controversial social networks in the
Netherlands in 2002.

problems. The first one is the way online
advertising space is being sold and bought.
Instead of buying advertising space in bulk,
wouldn’t it be much better if advertisers
could make the decision whether they want
to serve an ad on a per-impression basis?
And doesn’t it make sense if buyer and seller
just focus on the sales part and we automate the rest of the process?

With the rise of yield management systems such
as Rubicon, Admeld and Pubmatic, that scenario
became most likely. While people are still not
sure who “invented” this, it’s clear that the small
inner circle of influences in the online advertising
space all contributed to the success of programmatic trading.
For TMG, already more than 50 percent of the
online advertising revenue has moved into the
programmatic space. As predictions go, this
might increase to as much as 90 percent before
2020.

TMG’s position
TMG’S POSITION
% Programmatic Trading
TMG vs market

Programmatic Trading TMG
Programmatic Trading market
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The assertive
approach in 2009
means that TMG
is further with
programmatic
than the rest of
the Dutch market.
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What are the top three steps publishers should
take to increase this opportunity?

It’s all about channels
If money is shifting into the programmatic space,
it means you should focus on your current direct
sales effort and make sure you are getting access
to money from programmatic. Two different
teams seem to make sense. It’s easier to gain traction with new people (for programmatic) and it
will ensure the direct sales team focus on the existing revenue streams. Within TMG, this meant
a shift in products. Direct sales focus much more
on native, sponsorships and content integration and less on bulk products like standard IAB
display. The programmatic team has full focus
on products you want to sell but at a lower cost of
sale.
The biggest shift in sales strategy is that in the
old days it was a buyer’s market, i.e. we were
waiting for the phone to ring. Online is a different
situation and much more outside focused. One
of the biggest shifts we see is that we don’t sell
products we have, but build products advertisers need. This is mainly a mindset. And for that
reason, it has a huge impact.
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“The biggest shift in sales strategy is that in the
old days it was a buyer’s market, i.e. we were
waiting for the phone to ring. Online is a different
situation and much more outside focused. One
of the biggest shifts we see is that we don’t sell
products we have, but build products advertisers
need. This is mainly a mindset. And for that
reason, it has a huge impact.”

It’s all about people
People tend to think that programmatic is the
invasion of machines. Well, that’s true, but
not entirely true. You still need people to sell
programmatic. You still need people to handle
programmatic orders and optimise revenue. It
just requires different skills. That means an investment in people and knowledge is key. Within
TMG, we have a clear difference in people who
operate direct sales and programmatic. Programmatic is much more about data and analytics
than order processing. We did a lot of training
in-house. It’s hard to get training outside the organisation. Vendors can teach you to learn a tool
but that’s it. We just make sure the programmatic
people are getting enough market knowledge by
sending them to summits about this topic.

It’s not about technology
Since we started with programmatic, we have
changed technology more than 10 times. Not because we wanted to, but because this industry is
in development. What might seem to be the right
technology today can be obsolete in 12 months.
We made sure our organisation can handle these
changes. Our backend is completely adjusted to
this which makes it easy for us to adapt quickly.
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SUMMARY

Programmatic buying and selling of advertising is growing rapidly. While some

Building your
programmatic sales teams
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publishers have embraced this new trend, others are only beginning to dip their toes in
the water. A lot of publishers have existing direct sales forces in place – many of whom
are worried about becoming obsolete, losing their jobs to machines. How publishers
build their programmatic sales capability, compensate sales people, and set budgets is

Shaping the Future of News Publishing

important not only for them but to the ecosystem as a whole.

For a publisher, there is no right way to build a programmatic capability – it depends on the type of
STAGES OF
The sheer numbers
(seeexisting
scale capabilities,
article) and
buzz around
programmatic
mean that
publisher,
currentthe
organizational
structures,
and many more factors.
BUILDING
However, most
publishers
seem to
go throughbegun
a similar implementing
process in building a programmatic
PROGRAMMATIC
most publishers reading
this
will have
already
their response,
capability. Publishers are at very different stages of building their programmatic capability split
CAPABILITY

of which the key across
step is
together
a sales team to make programmatic a profit
theputting
three stages
outlined below.
centre. The IAB has
identified three key stages in the evolution of internal
1. Build (or buy) the Ad Operations capabilities to create a programmatic offering.
programmatic sales teams, with a fourth stage being proposed by its own advisers.
2. Build an internal programmatic sales capability and a comp structure to avoid channel conflict.

So where is your organisation in this evolutionary chain?

3. The programmatic core becomes more like an internal consultant supporting other teams to
sell programmatically.

Stage 1
Operations Focused
• Build internal ops capability
to offer programmatic sales

Stage 2
Developing Internal
Sales Capabilities
• Start to build programmatic
sales capability & comp
structure

Stage 3
Internal Consultants
for Programmatic
• Programmatic team
becomes hub for all
programmatic sales with
multiple sales teams
generating leads
Source: Interactive Advertising Bureau 2013

1

Stage One: Build or buy
Typical stage one capabilities are defined by the
IAB as:
■■ Programmatic ops or business development
person rather than sales focused
■■ Internal focus to build (or buy) programmatic
offering
■■ Revenue/bonus target-based rather than compensated explicitly on sales
Essentially this means that where programmatic
ops was once all about data input into ad servers
the responsibility has changed for those involved.
Since the programmatic ops staff are the ones
with the greatest understanding of the available
inventory, they are now expected to take on yield
management and that means knowing the worth
of impressions, the different programmatic sales
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BUILDING A PROGRAMMATIC SALES CAPABILITY

options, and the best way of combining these
to maximise revenue for the publisher. Because
that is a steep learning curve, a lot of companies
choose to buy in that knowledge. One of the
points highlighted by IAB is that this often then
goes hand in hand with remuneration based on
specific targets. It works, it’s the most common
current approach, but it does keep programmatic
in a silo rather than fully integrating it with the
company’s overall ads strategy.

Stage Two: Building an internal programmatic sales capability and a structure to
avoid channel conflict
Typical Stage Two capabilities are defined by the
IAB as:
■■ Start to build programmatic sales capability;
often 1-2 separate programmatic sellers
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■■ More external sales-facing but mainly reactive
■■ Set up compensation structure to limit chan-

nel conflict – most publishers create some
degree of double compensation – ensuring both
programmatic seller and account executive are
appropriately incentivised
■■ Start to set internal budgets/goals for programmatic sales often at aggregate level rather than
by account
What this translates to is the slightly more advanced state in which the internal sales staff are
now pitching to programmatic buyers, and there
is recognition of the risk of internal conflicts
caused by the isolated sales target approach of
Stage One. Having programmatic sales count
toward overall quotas is one way of smoothing out the conflict between programmatic and
traditional sales teams, but this may mean a
more complex system of rewards for the sales
staff so that programmatic staff are incentivised
to achieve their goals while still counting towards
the general sales goals. This is a step up from the
initial stage, but still features a programmatic
sales approach in a silo, not fully integrated with
sales across the board.

Stage Three: Programmatic team becomes an internal consultant supporting other teams as they adapt to selling
programatically.
The IBA typifies Stage Three as:

■■ Programmatic team works as internal resource

for multiple sales teams generating leads

■■ Programmatic sellers may handle specific

accounts but also help close deals for others
sellers
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■■ Compensation structure may evolve to more

accurately reflect involvement of different
teams in a sale
■■ Formal targets for programmatic sales though
still not at the individual rep/team level
■■ Potentially negotiate programmatic targets to
contracts with buyers
Stage Three is where we start seeing the term
“Programmatic Czars” pop up with specialists
helping non-programmatic teams take on the
tasks themselves to expand revenues – for example, a re-targeting pitch for an existing premium
advertiser that aims to expand the campaign
beyond the boundaries imagined by the client or
the original sales pitch. That’s a perfect hunting
ground for a programmatic approach, but only
if the direct sales team can understand it and
implement it themselves. For that, the programmatic team has to be active as an internal consultancy, which in turn means there can be no more
questions of advertising in silos or inter-cultural
competition and jealousies – the whole sales approach needs to be much more unified.

Stage Four?
Although not specifically highlighted by the IAB
report, there is a logical development of Stage
Three in which the direct sales team takes on
the job of selling programmatically. It is a stage
championed by companies including Condé Nast
and The New York Times, and it is a big leap for
many companies since it means wiping away the
barriers between programmatic ops and sales
altogether. A brave step, but ultimately one that
eradicates sales channel conflict and brings in a
more joined-up thinking to sales for the publisher.
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How programmatic
can foster creativity
Aside from the major benefit of helping
publishers regularly sell more of their
advertising inventories, programmatic has
some less obvious, yet important, perks as
well. Some of these were highlighted in an
article by Will Mumford and published on
the Australia-based The Newspaper Works
website shortly before this report went to
press. We are republishing it below with
permission.
The growth of programmatic trading will encourage ad sales reps from publishers to be more
creative and analytical, says the general manager
for international at Rubicon Project, Jay Stevens.
Stevens, whose company provides major publisher partners with a platform to automate the
buying and selling of ad space, said that the proliferation of real-time bidding and programmatic
platforms was causing media sales teams to form
into two camps.
“So you’ll have the programmatic trading unit,
or the automated trading unit, on one side, and
the direct sales team on the other side,” he said.
“What can happen now though is the direct sales
team can move into more holistic, 360 degree approach, where the product they’re selling is high
impact, high engagement, high value executions
that can’t be delivered programmatically.
“So the spots and dots are still sold, in an
automated way, but then the really interesting
formats and executions are done and sold – and
can only be sold – by people.”
By expediting some of the more rudimentary ad
sales procedures, sales executives now have much
more time to think about innovative, unique
ideas, said Stevens.
Rubicon Project announced a major deal with
News Corp last year to provide the publisher with
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a programmatic ad exchange platform across all
its global brands and properties.
In Australia, News Corp’s automated trading
platform for trading digital inventory is managed by Cameron King, who was appointed head
of commercial platforms and products in April
2014, and who said that the growth of programmatic within the company had created “a slight
shift in terms of focus.”
“As sales people are less focused on delivering
an IO (input-output), or shifting and shuffling
paper from one person to the next, of crossing
‘t’s and dotting ‘i’s, an opportunity exists to focus
on more creative solutions and to focus on more
client analysis,” he said.
Rubicon Project also provides a platform for APN
News and Media’s Australian Regional Media
(ARM) division, which was launched in July
2014.
Jennifer Stokes, who manages ARM’s programmatic trading across desktop, mobile and video,
said at the time that “programmatic will have a
positive effect because it frees the sales people
up to move away from possibly labour intensive
booking processes and work on more bespoke,
innovative ideas with the client.”
The Australian newspaper industry launched a
private exchange for the buying of print ads in
November 2014, which will allow agencies to “bid
and book a print advertisement with a click of
the mouse,” according to CEO of The Newspaper
Works, Mark Hollands.
The platform, Bid on Print, was created by The
Newspaper Works and Publisher’s Internationalé.
During publisher trials before its release, more
than AUS$ 350,000 was transacted on the Bid on
Print website.
Stevens said that some of the most innovative programmatic ads he has seen were developed in Australia and credited the development by News and
Fairfax of their own performance marketplaces.

© 2015 WAN-IFRA

WAN-IFRA
REPORT

Chapter 3 – Organisational & sales impact

“Premium publishers face a big challenge, in that
Google and Facebook continue to take a larger and
larger share of the digital media pie and the digital
media budgets...”
Jay Stevens
General Manager for International at Rubicon

He said that from his observations, the Australian media landscape was strong but noted the
challenges all publishers have in capitalising on
earnings from their digital content.

Rubicon Project partners with news publishers
from around the world, but also has deals with
Google and Apple to provide them with automated trading services.

“Premium publishers face a big challenge, in that
Google and Facebook continue to take a larger
and larger share of the digital media pie and the
digital media budgets and that’s probably the biggest challenge that major publishers have around
the world.”

“Ultimately our job is to maximise the yield for
the premium sellers and major publishers around
the world that we work with,” said Stevens.
“Today there are somewhere in the neighbourhood of 700 major premium sellers and publishers on the platform from about 30 countries.”

Related links:
■■ Video interview with Jay Stevens, General Manager for International at Rubicon Project:

http://www.thenewspaperworks.com.au/how-programmatic-can-fostercreativity/

■■ http://newscorp.com/2013/08/21/news-corp-to-launch-global-programmatic-

advertising-exchange/

■■ http://www.thenewspaperworks.com.au/appointment-puts-focus-on-automated-

ad-sales/

■■ http://www.thenewspaperworks.com.au/arm-rolls-out-automated-trading-

platform/

■■ http://www.thenewspaperworks.com.au/new-private-exchange-launched-

for-print/

■■ http://www.bidonprint.com.au/
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Early in 2014, the Financial Times published the finding that out of a sample
of 365,000 ad impressions brokered for
Mercedes-Benz during a three-week period,
57 percent were “viewed” by automated
computer programs (“bots”) rather than
real people.
“Ad fraud is real,” says Kevin Rettig, Senior
Manager, Global Media Management at Accenture. “We see bot problems at major publishers
at 5 percent to 25 percent. Twenty-five percent
to 60 percent we see as unviewable in any given
campaign.” Nor does he feel this is exaggeration
or scaremongering – very much the opposite in
fact, saying of fraud figures that “I think they
have been under-reported, quite frankly.”

How big is the problem?
Figures for the percentage of fraud vary hugely
– industry bodies and analysts have estimated
anywhere from 15 to more than 70 percent, which
would be a terrifying incitement of programmatic
trading if true. On inspection, it is clear that a lot
of companies offering the more spectacular esti-
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mations are themselves in the business of providing auditing services and fraud prevention, which
means it is in their interest to overstate the scale.
“There are a number of different frameworks for
publishers to minimise fraud, and a number of
solutions each essentially using their own technology and each determining and defining fraud
in slightly different ways, which means different
figures,” says Steve Chester, Head of Data and
Industry Programmes at the Interactive Advertising Bureau in the UK. “Comscore gives a figure
of 36 percent [of transactions that are fraudulent] and Solve Media in the US says 28 percent.
Integra gives a figure of 15 percent, and there is
no hard definition of fraud, not least because it
keeps evolving.”

How does fraud happen?
In the case of Mercedes-Benz, the non-human
traffic was discovered in an investigation by
Telemetry, a U.K. company specialising in detecting ad fraud. When they analysed the traffic they
found that nearly all of the suspect traffic came
from just five ISPs, and the computers viewing
the ads all used Linux (not common on desktops)
that had been disguised by simulating more
common desktop browsers. In the end, Telemetry
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traced the bot network to U.K. websites that were
making money from the ad sales.
“What we do is analysis of the individual buying
and selling in a transaction,” says Geo Carncross,
Head of Engineering at Telemetry. “In this case, it
was a robot with a well-defined signature, and we
have since found out that the company involved
in perpetuating the non-human traffic was also
doing direct deals as well.” In short, somebody
who was doing legitimate deals with the brand
and its media buyer got greedy and artificially
inflated their viewer figures.
There are a number of ways fraudsters can do
this [see box on Types of Fraud], but the essential approach is that technology is used to create
artificially high traffic figures or create media
space that can not, in reality, host the adverts
that media buyers are paying to show.

So why does fraud happen?
There are a number of reasons why fraud is being
allowed to happen. First, there is the technological element. The galloping growth of programmatic makes for a ripe new landscape of opportunities for the technologically savvy and morally
unscrupulous. Ingenious new techniques such as
squeezing adverts into a single pixel are providing new challenges for media auditors.
The technology itself is only part of the story
however; it comes hand in hand with the very
human problem that many of those in the marketing and publishing sectors are running to
catch up with the growth of programmatic. Poor
understanding of the approach makes it easier
for fraudsters to operate. Some would say that the
industry of RTB and programmatic is part of that
problem; clouding the issue with acronyms and a
lack of transparency.
Probably the biggest single problem however is that
too many of us do too well out of fraud. It is not just
the fraudsters who benefit by making money from
ads that are never seen. Inflated traffic and click
figures make publishers look good. Huge rates of
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click-throughs and conversions make the marketers look good, and media buyers who put those two
sides together appear to have done a perfect job.
Everybody, apart from the brand itself, seems to
benefit from the big numbers, even if the big numbers are being boosted by bots.

What can the industry do about it?
Gradually, as more examples of fraud surface,
and as the practices of buying and auditing mature, the brands themselves will be increasingly
demanding about exactly where their advertising
dollars go. This is good news for the booming
fraud detection market, and also good news for
quality publishers.
“What publishers can do is take measures like
employing fraud identifying companies,” says
Steve Chester of IAB. “There are many fraud
solutions in all the major markets, and I certainly advise publishers to have conversations
with these players to get an understanding of
whether their traffic is, or could be perceived to
be, fraudulent.”
In the USA and U.K., IAB is issuing market wide
guidance best practice. “We are looking at how
to safely extend audience and what measure to
take,” says Chester, and the process is constantly
evolving. “With viewable ads, for example, it is
about 18 months since companies popped up to
measure viewability and the pace of innovation
means many companies are employing their
own specialists to detect previously undetectable
fraud,” he says.
While fighting technological fraud with technology is part of the answer, it will only work if
there is also a change in the way we measure and
reward online ad campaigns.
Says Telemetry VP Matt Augliera: “Media buyers get their bonus based on good numbers, so
they choose the tool that measures how good
their numbers are, then go back [to the brand]
and say ‘Hey, we got this number of clicks – high
fives all round.’ You could say agencies are grad-
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ing their own homework. Brands need to take
control directly and mandate a watchful eye on
the media and fully understand what fraud is and
appoint a company to do that because agencies
have historically managed that vetting process
themselves.”
Nor are there simple answers, such as moving
purely to private exchanges, since the MercedesBenz case shows the fraudulent traffic came
from a “publisher” who was already dealing
directly with the brand. That said, however, those
publishers who are keen to show a clean pair of
hands will do well from private exchanges if they
monitor their own traffic and have the transparency to show their scrupulousness. Companies

such as Condé Nast and Future publishing in the
U.K. have already taken that step.
Overall then, the good news for quality publishers is that awareness of fraud should help drive
ad dollars to trusted traffic. Or as IAB’s Chester
concludes: “Fraud could ultimately prove to be
of benefit to premium publishers since those
demonstrating a genuine site with genuine traffic
can offer less fraud and premium pricing, which
is what we’ve seen with private marketplaces like
The Guardian, which curates the buying process
and manages the price and the brand safety. This
makes programmatic not about mass aggregation
but rather high-value quality media in a smart
way and that is where premium brands are going.”

Types of fraud
One of the problems in combating fraud is that where “publishers” have set out to fake
their traffic or inventory, they often use a combination of different techniques to do so.
Among the more popular are:
Bot impressions A server or network of servers (“botnet”) is directed to “view” a page registering false impressions that greatly inflate the traffic figures for that page.
Cookie catchers Computer controlled browsers visit a legitimate site where they collect the
cookie from an advertiser. They then “visit” their own target site, which is tracked by means of
the cookie, making the fake site seem to be a honey pot for the advertiser’s target audience.
Redirection A tactic whereby real users are bounced between multiple sites to inflate the impression counts of each.
Cookie stuffing/dropping Cookies are placed on a real user’s browser regardless of whether
that user actually viewed or clicked on the advert in question.
Ad stuffing A fairly recent development, this involves ads being shown as a single pixel enabling
thousands to be “shown” on media inventory despite that none are visible to a human. Steve
Chester, Head of Data and Industry Programmes at IAB UK, explains this as follows: “imagine
the pixel as a window with the ad as a picture behind it. The picture is still there [and visible to a
browser], but with such a small window a person can’t see it.”
Bought traffic The temptation to buy traffic to bump up the numbers for a site often leads to
dubious tactics including real humans who are paid to click on ads and drive numbers but who
clearly have no interest in the brand and will never convert to sales.
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For The Economist, programmatic
is ‘simple’ – focus on premium
While some publishers still associate programmatic with cut-price remnant inventory, The Economist is coming from a very
different angle. For The Economist, programmatic does not rhyme with remnant
simply because The Economist doesn’t have
any remnant inventory.
“Frankly, we are a little unusual at The Economist,” observes Ashwin Sridhar, VP of online
advertising at The Economist Group. “For four
months out of 12, we have to tell clients that we
are sold out and have nothing to offer – so we
have never been part of a network other than
our own publisher network, and have never had
remnant inventory to [make available] on a network. That means we never had a programmatic
programme before about April 2014.”
In some ways, however, that makes the prestigious news group a remarkable case study, since
its interest in programmatic is solely in programmatic premium – in itself an indicator of how far

Ashwin Sridhar, VP Online
Advertising & Head of Ideas
People Media, The Economist
From a technology / operations
background at CBS Interactive,
Ashwin Sridhar has taken over
as VP Online Advertising & Head
of Ideas People Media at The
Economist, where he is reponsible
for display advertising from the
website as well as The Economist’s publisher ad network
and the programmatic strategy and revenue stream.

the technology has come since its early beginnings as a “robotic bargain basement.”
“From our point of view, this is about a drive to
efficiency from the client side, and that is the
space we are going after,” says Sridhar. “That
doesn’t mean we need to drop rates; instead we
are trying to give advertisers access to the same
inventory, and to enable that, we have brought
in programmatic specialists. I have a director of
programmatic in the U.K. and one in the USA.”

Winning over the salesforce
Given the suspicion with which sales people tend
to view programmatic, this might sound like a
recipe for trouble – appointing two advocates for
such a strategy could easily sound like trying to
hammer an unpopular policy through. Sridhar is
keen to point out that this is not the case and the
key to making it happen is the conversation/education process within the company.
“We still compensate the sales team for programmatic sales and that goes a long way towards
taking the fear away. To be honest, it annoys me
to see sales people going back and forth [in conventional sales procedures] when they should be
closing a deal and moving on to the next one and
that is how we have presented programmatic.”
Sridhar does acknowledge, however, that there
are some problems. “Of course there are a couple
of things. The lack of knowledge is one; if you go
around the sales floor in any publishing company
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and ask what programmatic is then nine out of 10
sales staff will tell you that it is RTB and there is
no role for a sales person there.”
In reality, programmatic is much more than RTB
and Sridhar offers an easy counter to the above
assumption. “I would argue that there is more
need for a sales person in programmatic than
anywhere else. What we need is the sales narrative; the reason to buy in one publication rather
than another is what it is all about, and we need
integrated solutions to help brand advertisers
solve the complex challenges they now have. For
that you need a sales person who understands the
marketing challenges and can put together a programme of solutions. I would argue that this is
impossible if you are solely reliant on machines.”

Revolution, yes, but from within
So firmly does Sridhar believe that the key is
making the most of the existing skills and knowledge of the sales team that he has opted not to
flood the sales floor with external consultants in
a bid to usher in the new practices. Whilst the appointments on both sides of the Atlantic show the
importance of programmatic to the publisher, it
is still clear that to a large extent The Economist
has opted for change from within rather than
importing talent.
“We can’t do programmatic without the platform
itself, so we used Google’s to start off, and at that
point Google seemed to be the best option. In
terms of helping with strategy, we did not bring
in a consultancy firm because we are very different. We live in a world where we often say we
won’t take your money as we don’t have inventory to sell and absolutely nobody understands
our proposition better than we do. So we started
talking to a number of other publishers in the UK
to try to understand what they are doing and took
a look at whether that made sense to us, and from
there we crafted our current strategy.”
The company told DigiDay (http://digiday.com/
publishers/economist-uses-programmaticdrive-subscriptions/) in a report this January
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that six months ago it “began running its own
ad retargeting program in-house by having a
dedicated member of its marketing team execute
campaigns via a DSP – DoubleClick Bid Manager.
... this approach leans heavily on The Economist’s
own data. It utilises data sets collected through a
data-management platform (DMP), supplied by
BlueKai.” That said, it hasn’t fully moved away
from agencies entirely. “We’re trying to straddle
both [agency and in-house] approaches,” said
Mark Beard, VP, digital media and content strategy and circulation and marketing director, U.K.,
The Economist to Digiday.

Hurdles to clear
All of which sounds quite straightforward – yet
even a special case like The Economist must
surely be confronted with obstacles on the path
to efficiencies. “Certainly,” concurs Sridhar, “not
least a mismatch in expectations and understanding between the premium offering and the
buyer side. We might agree a number of impressions with Agency X, but the agency side continues to see it as an RTB opportunity and behaves
accordingly. So we agree on a million impressions
and send that to the agency, which then wants to
only take a fraction of the total because they are
buying across multiple publishers with an RTB
mindset. It’s sufficiently new to buyers and publishers alike that there is a mismatch in expectations about what is being delivered.”
For all the education process however, Sridhar is
insistent that the future of programmatic for The
Economist has nothing to do with RTB or with
replacing sales staff; “You can’t do away with the
sales team and any organisation that thinks this
is a technological means of lowering headcount is
only thinking short-term. Initially, I had no interest in programmatic back when it was all about
remnants, but its evolution has meant that it has
become more interesting. Now that I’m looking
at it and seeing how we can maximise our sales
force, I think that moving everything to programmatic could mean we free 40 percent of our sales
force’s time to get out there and prospect new
clients.”
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Martin van der Meij, Head of Revenue Development, Telegraaf Media Groep (TMG) in the Netherlands,
speaking at WAN-IFRA’s Digital Media Europe 2014 conference in London.

It’s well-known within the news media
industry that Telegraaf Media Groep in
the Netherlands is ahead of the curve when
it comes to programmatic. Just this past
December, the company even established
a wholly-owned subsidiary of TMG, called
Publisher Market, as an automated trading
consultancy for other publishers.
Already, more than 50 percent of TMG’s online
B2B display ad revenue has moved into the programmatic space. “And our figures for mobile and
video are quite similar to those,” says Martin van
der Meij, Head of Revenue Development at TMG,
and the mastermind behind TMG’s programmatic strategy. As predictions go, he says this might
increase to up to 90 percent before 2020.
Never one to be bashful about TMG’s advanced
programmatic know-how, van der Meij is indeed
a go-to guy on the topic. “TMG is one of the
largest RTB publishers worldwide (single domain) and considered a leading publisher in the
automated display space,” says van der Meij. “I’m
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responsible for all of the automated developments
since we started out back in 2008. We created
one of the first Publisher Trading Desks (AdAudience), and we were the first publisher worldwide who added their own demand side to their
supply-side platform.”
Indeed, TMG is unique in the market and with its
new Publisher Market consultancy service, the
company shows its bold intentions for programmatic. “Programmatic is not becoming more
important in the future: It is already there,” van
der Meij says. “People who are thinking of it as
a future thing should realise that the future has
started already.”

Doing more with less
Fittingly for a team dedicated to automation,
TMG’s own programmatic team is small but the
creation of Publisher Market with its remit to
offer programmatic expertise to other publishers
means that the overall number of dedicated programmatic experts is growing fast. “The internal
team is not that big. The headcount for our own
business is two or three, however, within TMG,
we have the new division – Publisher Market –
and if you include the team working on that, we
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are into the double digits numbers right now for
programmatic staff.”
TMG is in the unusual position of seeing its early
hires leave and then return as the company’s efforts built momentum. Van der Meij says one key
was hiring Marcel Udo as Director of Automated
Trading, who started the online sales department within the company before leaving in 2007.
“As of December 2013, he’s now back on board.
So we have someone with a sales background,
inside knowledge of our company, but who has
also spent enough time outside of the company to
know what the outside world looks like.”
When van der Meij spoke during a programmatic
session at Digital Media Europe in April 2014,
he touted how TMG was doing more with less.
“Good thing is, we didn’t fire people. The number
of people working in online advertising within
our group has declined since 2010 by roughly
40 percent. But what’s interesting is our revenue
has almost doubled, meaning we’re doing more
revenue per FTE (full-time employee). That’s
the whole idea of programmatic trading is how
can we make sure that a sales guy can sell more
without having all the hustle of driving to the
other side of the country and executing an order,”
he continues. “This is the best argument when
you’re talking about programmatic and efficiency:
Doing more revenue with less people or with the
current people you have on your payroll.”

Tools of the trade
In such a rapidlyPREMIUM
developingREVENUE
field, van der
   Meij

says publishers pondering programmatic can get
accustomed to changing technology constantly.
TMG has changed its technology numerous times
since it started with programmatic, gaining valuable in-house knowledge along the way.
“But our technology is really quite simple,” he
says. “We just use our own, Platform 161, to buy
technology. We use Rubicon to sell our advertising space, and we use LiveRail because it can
do both. It’s not that complicated.” Still, as an
old hand at the game, van der Meij is careful in
his choice of platform and reluctant to commit
to a single vendor owning to the shape-shifting
nature of the business and the changing roles of
individual players, he says.
And the competitive advantage that TMG has
gained from its advanced knowledge and experimentation on the tech side can’t be underestimated. “Because we have some more experience in the field, it means we already built some
solutions,” van der Meij said. “We created as an
example a self-service solution for small advertisers. When I’m talking about small advertisers,
it means that a small restaurant can actually log
into a website, create a banner, and say, ‘Show my
ads on the biggest news website in the Netherlands, but only for people who are within a 10mile radius of my restaurant.’ That’s something
we built already, and it’s fully automated. Another thing we did is build a re-targeting product
because we believe that throwing red shoes in a
woman’s face for the rest of her life after visiting
Zalando is not the best approach. Of course, we
already have our own buying platform.”

Result: 500% above market growth

58% display sold through
automated trading in 2013

180%  
160%  

Tradedesk  

140%  
120%  

10%   9%  

+13%  

+67%  

100%  

Automated  
revenue  

33%  
49%  

2010  
2013  

80%  
60%  

Direct  sales  

40%  
20%  

Na5ve  adver5sing  

0%  

Dutch  display  revenue  growth     TMG  display  revenue  growth  
Source:  TMG  results  and  IAB  reports/forecasts
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Schibsted: ‘Programmatic
will be a part of our DNA’
“I believe in the future everything we will do
will somehow be connected to programmatic, and it really does not matter if it is pure
RTB or programmatic direct; programmatic will be a part of our DNA.”
That sums up Robert Johansson’s take on the
importance of programmatic for Schibsted, the
well-known digitally innovative darling of northern Europe, which claims it can reach 8 out of 10
people in Sweden and garners about 40 percent
of all online traffic in the country. He manages
the daily operations of Schibsted’s AdMarket with
a goal of making advertising more data-driven.
When asked about how much of Schibsted’s
online advertising revenue is derived programmatically, he said:
“We started our operations two years ago, but on
a small scale. Since our business is so big, with a
lot of different areas, it is a bit different depending on how you see it. But if you look into our
programmatic product, that is about 20 percent
of the revenue. Then we have a premium product
as well, which is smaller (we just started that.)”

Market shift
For Johansson, the proof of his belief in programmatic can be seen in the way agencies are
developing and clients are jumping on board –
something he sees all around him in Sweden.
“There is a shift in the digital market right now
with media agencies building up their business
and direct clients being more involved. It is like
the business is preparing to be able to transact
media programmatically. The benefits of it are
clear. Now we all together need to determine the
business rules and decide how to make this happen. I believe that is what is going on in Sweden
right now. That said, I think there will be a lot of
interesting things that will happen in the Swedish market in the next 24 months and a lot of
exciting things that will take place in Schibsted.”
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Robert Johansson, Head of RTB and Programmatic for
Schibsted in Sweden, speaks during a programmatic session
at Digital Media Europe in 2014. Schibsted Media Group
has become synonymous with innovation in news media.

Johansson says Schibsted sees, from the tech
point of view, programmatic as two distinctive
groups: the first one is the group that “wants to
make the buying process more effective” (programmatic direct); the second group is the one
“that brings intelligence into the buy process”
(comprising RTB, programmatic premium, and
premium guaranteed). Specifically for Schibsted,
programmatic means four offers (see chart opposite page):
Open RTB: for selling remnant inventory, with
second bid auctions, no guarantees, and buying
audiences. “Here we attract mostly performance
campaigns, optimising towards a CPA (cost per
action) or CPC (cost per click) goal,” he says.
Premium Programmatic: “Basically, we
are building this up with Deal ID functionality.
You can target specific sites, specific placement,
and you can target our premium spaces. You
can choose whatever site you want to be on, and
whatever format you want to use. We also package these deals with data to be able to increase
our CPMs. We see a lot of demand for this in Sweden, so this is going really well at the moment.
We’re attracting most with our own campaigns,
but also branding campaigns. So we can see
that branding money is also now shifting over to
programmatic, therefore we need to be ready to
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handle this money. Even if we’re so dominant,
we need to adapt because if we do not offer it,
someone else will.
Premium Guaranteed: Similar to programmatic premium, the only difference here, he says,
is that “we guarantee them a certain amount of
impressions if they invest up front with us, for
example, a year. Then they still can use the intelligence from the DSP, from the technology, but
still get a lot of inventory from us.”
Programmatic Direct: Again, this is all about
making it easier to buy and access inventory.
“We are not live with Premium Guaranteed
or Programmatic Direct in the sense that we
guarantee inventory,” Johansson says. “But we
have yearly agreements with clients where they
promise us an investment if we guarantee to send
them, e.g., X number of bid requests per month.
We do not guarantee a fixed price so it can be
from time to time that they choose not to spend.”

The data effect
For Johansson, a major key to programmatic is
also moving beyond just the idea of an auction
and instead seeing that it is about the data and

who owns it. “What is actually the publisher’s
data? What is the advertiser’s data? What about
third-party data? Who validates that data? How
can we make sure that the data we’re working
with is the correct data?” This focus on where the
data is going is part and parcel of an approach
that strives at all times to retain the relationship
with the client. “We love the tech companies, but
we don’t want to find an agreement with them.
We don’t want to negotiate prices with them. We
say we can work closely with you, but we want to
talk to the client because it’s really important to
keep that direct relationship with the client.”
That extends directly to the question of data, not
just of the voice at the other end of the phone.
“Since within Schibsted we have a lot of rich data,
we have server data, we have client data and we
have log-in data. We feel we have to protect our
data, so we don’t let anyone put pixels on the site
to steal the data from us. We’re protecting the
data, but we’re giving the data away with Deal
IDs or you can book it with your own campaign.
We’re optimising our data in our inventories to
have better campaigns on our end, but we’re not
giving the data away for free.”
Another big topic in Sweden is limited transparency with programmatic, meaning pricing,

SCHIBSTED PROGRAMMATIC
Open RTB

1

Second bid auction	

Non guaranteed	

Audience buying

Mainly performance campaigns

Remnant inventory

Premium Programmatic Deal ID	


2
Transparent URL

Second bid auction	

Speciﬁc placement	

Non guaranteed

Always on campaigns	

Branding campaigns

Speciﬁc placement	

Guaranteed inventory

Always on campaigns	

Branding campaigns

Integrated with the adserver	

Guaranteed inventory	

Audience buying

Branding campaigns

Premium Guaranteed

3
Transparent URL

Programmatic Direct

4
Transparent
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conditions, guarantees and delivery, says Johansson. “Since the market is pretty new, and a lot
of people are a bit unsure how to handle this,
the market needs to be 100 percent transparent, meaning companies have to be really clear
about what they are selling, and what they’re
not selling. We feel that this could be a problem
since there are a lot of new companies coming up,
and they want to make money, and they are not
always fully transparent.”

Keeping pace with partners
While Schibsted is an early adopter of programmatic, Johansson stresses that the technology is
addressing a complex market with a number of
partners, and publishers should be careful not
to charge blindly ahead and risk alienating their
partners in the publishing ecosystem. “We have
been preparing for this a while. But it is important to understand that we as a media house need
to follow our buyers. We cannot move before the
market. That’s why it is important for us to do
things together with the agencies. There is no
point creating new products if the market for
them is not there yet. But we feel the market is
going in this direction and we are ready.”
In line with this approach, Johansson and
Schibsted have been carefully negotiating with
partners in the same space. “We have a tight collaboration with a lot of the agencies in Sweden
regarding this. We strongly believe that we need
to work together with the media agencies to be
able to make the best of it. This is new for the
whole business, so to avoid misunderstandings
we need to have a tight dialogue.”

Hiring and education
Johansson says Schibsted is ramping up its staffing for programmatic, “hiring a lot of people. It
is a combination of programmatic recruitment
and other positions. But since the whole group
needs to understand programmatic and how that
influences the everyday business, we are focusing on a lot of internal training at the moment:
workshops, training sessions and presentations

44

for both sales reps, sales managers and programmatic people.
So far, he says Schibsted has mixed external
hires with internal promotions to help smooth its
path to programmatic. “In my team, we also have
two new roles that will grow and expand in the
upcoming years,” he says. “We have one person
responsible for making sure the business is working. He was an external hiring with a background
from OMD and Netric sales (selling the Rubicon
platform in the Nordics). He makes sure the
media agencies are aware of our offering and
helps to train them on how to buy media from us
programmatically. So it is not a typical sales role,
it is more of an adviser/trainer who helps them to
transact media. He is also a resource for our sales
reps who can use him for internal education,
and also to bring to meetings to explain how this
works and how to make this effective.
“The other role is more of a back-end role to control and make sure all the connections between
SSP/DSP/DMP/Adserver, etc. are working. This
was an internal resource that we reallocated to
my team. We have so far only made two external
hirings.”
How Schibsted’s ad ops and sales team will look
and function in the future is an ever-evolving
exercise, he says.
“How it will be in the future is hard to know since
things tend to shift in different directions. But
we are really comfortable with our staff today.
Within Schibsted, we have a lot of bright people.
Therefore, the main focus will be to re-educate
staff. But we do not see this as science, meaning
you do not need to be an astronaut to understand
this. Programmatic will be a different way of
transacting media, a faster and smoother way. A
lot of the staff are really starting to pick this up
and understand the benefits. But, of course, there
will be a lot of internal presentations and internal
discussions during the next 24 months to make
sure that everyone is on track.”
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Rick Welch is the Head of Programmatic
Sales at CatalystDesk, Condé Nast, and if
his message on the subject had to be boiled
down to one point it’s that ‘programmatic’
can and does mean ‘premium’ – a point that
is key to the company and its stable of titles.
“What does programmatic mean to us?” Welch
asked during a programmatic panel session at
Digital Media Europe last April. “I guess our approach is to participate carefully, intelligently. We
have a lot of these brands that have been around
for a long time. The audience is influential, affluent. We don’t want to dilute that in the market.
We don’t want programmatic to damage that.”

Improving programmatic’s image
Welch acknowledges that traditionally, programmatic has not been associated with premium –
rather the opposite – and that moving away from
that is a matter of education as well as action;
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“In the USA, specifically, programmatic has
been seen as strictly RTB, strictly below the fold,
remnant inventory – leftovers. How do we change
that image of programmatic? How do we redefine that term? That’s what someone like Condé,
and ideally, Time Inc. and Hearst and all the
premium publishers, are hoping to do – to show
that programmatic is not just for low-quality
inventory. It can be premium.” And premium
programmatic for a company like Condé Nast and

Rick Welch
Head of Programmatic Sales
CatalystDesk, Condé Nast
Welch has 10 years of experience in digital media covering the
client, publisher, agency & data
sides of the industry. He now leads
the programmatic sales efforts for
Condé Nast. With such industryleading print and digital media
brands as Vogue, Vanity Fair, Glamour, Brides, Self, GQ,
The New Yorker, Condé Nast Traveler, Details, Allure,
Wired and more, the company attracts more than 164
million consumers each month.
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its well-known brands gives it not only the ability
to protect its pricing, but also extend its audience and create more segmented offers. But it’s
worth noting that for Condé and other premium
publishers, if you have deep data and the right
technology (particularly robust APIs) to deliver
that data to advertisers, you can go a long way
towards naming your price.
Welch’s CatalystDesk is Condé Nast’s new consultative division responsible for: programmatic, audience extension, data application, management
of media partnership relationships and advisory
for strategic investments.

Audience extension
So what will premium programmatic look like
for Condé, its well-known titles and their sales
teams? “A lot of these [luxury] properties sell out.
Vanity Fair, Vogue, a lot of these guys sell out all
their inventory. What would they want to do in
programmatic? We do audience extension for
them.”
Audience extension can mean that Welch and his
team can set up cross-selling deals across different titles sold together on the basis of comparable
quality rather than subject, or it can mean analysing data to come up with entirely new business
proposals.
“We handle all first-party data applications, so if
a client has CRM data that they want to apply to
our inventory, we handle that. We handle all of
the partner relationships, we also handle advisory on strategic investments.”
Welch also notes that programmatic is not a onesize-fits-all approach and that of the different
flavours of programmatic, Condé Nast picks and
chooses. Specifically, it offers Unreserved Fixed
Rate sales with a fixed CPM and no reserved
inventory, it offers Automated Guaranteed (programmatic guaranteed) in which reserved inventory is sold at a fixed rate, and it offers private
auction to pre-approved advertisers.
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What it does not dabble in is open auction –
which is most commonly associated with remnant inventory disposal, and Welch explains that
he is happy to steer clear of potential pitfalls for
the brand.
“We do not participate in open auction right
now. That doesn’t mean that that’s not a solution for some publishers. It’s just not a solution
for us right now. The reason we don’t participate
in open auction is that we don’t want the tech
platforms to try and take control of our relationship with our clients. We still want to maintain
that direct relationship with all of our customers,
with our clients, with our agencies. Then the tech
platform is a conduit. It’s for executional purposes. We have that relationship, we negotiate those
rates, we negotiate those terms, and we execute
through the platform.”

What clients want
What are clients asking for in the programmatic
range? Welch says they have different demands
and so the programmatic offering has to be available in a number of different combinations.
“We can sell it either as an individual publication, a categorical breakdown, where you take
all of our publications and you cut them up in
packages, or we sell complete run of network. We
see those used for different tactics. We see a lot
of the luxury buyers want full transparency into
our websites. That’s more of a booking efficiency.
Programmatic there is being used simply as a different way to book the same premium inventory
on the same premium sites.”
Other approaches, however, include categorical buys where instead of selling ads against the
content from one title, the system matches up
content across the stable – offering possibilities
of extending sales even on titles that traditionally
sell out of their own inventory.
“Categorical is where they want to select maybe
three or four sites. In the USA, [some buyers]
they’re using purchase-based targeting, they’re
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using a lot of data application. They don’t care which
Condé site it runs on, they
just care that it runs on a
high-quality site. They’re
going to apply data to that,
and then they get a discount
because it is kind of labelled
as Condé 1, Condé 2, Condé
3, etc.”

Protecting brands,
audiences

CUSTOM
“LIGHTBOX” UNIT
•

Unit can run on any of
Condé Nast titles –
homepages or section
headers

•

Provide video content to
be viewed within unit

•

If no content can be
provided from client,
Condé Studio team can
work with you to create
needed video

With such prestigious
Here is an example of a premium execution done programmatically.
brands in its stable, Welch
says Condé Nast, and any
premium publisher, must
set as a No. 1 priority to protect those titles in the
“Step one for us was to build a consultative team,
ever-shifting landscape of digital and programwhich included subject matter experts from difmatic.
ferent areas in the industry, and then we chose
the different vendors we wanted to work with.
“We’re navigating this space. The market is obviIdeally, we want to advise our other global diviously very complicated. It can be confusing, and
sions about what programmatic is and how they
again, if not handled properly, you can partner
can use it in a systematic, intelligent fashion.”
with the wrong technology companies and that
Building the programmatic sales team
can potentially damage your brands. The brands
that we have, we protect our audiences. We proFinally, while Condé has clearly selected its
tect our image and market. How do you navigate
(seven-strong) core team of programmatic
this correctly while still protecting those brands
experts, it has taken the decision to merge direct
is crucial for all of us.”
sales and programmatic teams, reducing conflict
between the two channels. Welch’s emphasis on
Welch stresses that while programmatic involves
the premium aspect of the trades, and the need
automation, this is not an exercise in disintermeto maintain the relationship sit logically with his
diation: “We’re going to try and have the relationstress for the need to educate rather than replace
ship with, let’s say l’Oreal, hypothetically, which
the sales staff.
then gets executed through the trading desk. We
don’t want to disintermediate ourselves. We don’t
“Our recommendation to others is to build that
want to be removed from the equation or from
programmatic team, educate your existing sales
the conversation with the client.”
force so that you can work together so there’s no
conflict. In the USA, we’re trying to avoid the
Perhaps unsurprisingly given the relatively early
channel conflict. That’s what we’re trying to do.
state of development of the market, this means
We pitched together. I pitched with my existing
that Welch’s team is more active in the area of
sales force.”
consultation than actual sales – a logical extension of the need to educate internally and avoid
the brand damage he refers to.
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Q&A with Dilem Guler,
Business Manager of Expressen
Expressen in Sweden moved into
programmatic in November 2013 and has
slowly progressed to have a significant
part of its digital advertising being handled
programmatically. Dilem Guler has headed
up Expressen’s efforts with this change.
WAN-IFRA: What was the impetus behind
moving moving into programmatic?
Duler: We recognised early on that we needed
a strategy to handle this shift. It was clear that
the market was moving towards programmatic
buying. Although it was a small share of the
total digital spend, it was important for us to get
started with tests to learn early on more about
the process, how our inventory is behaving and
also what competence we needed for this new
development, to make sure that when the market
was mature Expressen would be a strong and
experienced player. Which we are now!
Where would you say your programmatic
efforts stand since launching them in
2013?
Expressen has really proven itself to be a strong
digital player on the Swedish market. Since 2013,
Expressen has made programmatic a part of our
“normal” sales structure. When talking to advertisers or agencies, it is important for us to talk
about campaign effects and target groups. How
can we help our clients to reach the right results?
If the answer is programmatic, we can offer this
on all platforms.
The major questions for us this year is not the issue of whether we do programmatic or not, rather
how can we work with our first-party data to offer
the right target, how can we offer larger rich media formats, in-banner video and other creative
solutions through the programmatic space? This
will be our main focus this year.
You have one integrated sales team to sell
across all platforms?
At Expressen our sales teams sell all media
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Dilem Guler
Business Manager
Expressen in Sweden
Expressen is part of the Bonnier Group and a classical liberal
newspaper with a national edition
(Expressen) as well as local newspapers, such as GT in Gothenburg
and Kvällsposten in Malmo. With
about 3 million weekly unique visitors, Expressen is one of Sweden’s largest publishers.

across all platforms. Programmatic is integrated
in daily sales and plays an important role when
talking to our larger customers. Expressen is part
of the Bonnier media group, one of Sweden’s largest media groups; a part of having our own programmatic sales at Expressen had an important
role in building the Bonnier ad network, which
is enabling agencies and advertisers to access all
Bonnier inventory and audience products in the
programmatic space.
When Expressen decided to move more
into automated selling, did you hire more
knowledgeable staff? Has your staff size
reduced at all?
We figured out early that this shift requires a
different kind of organisation and mindset, so
we have really focused on recruiting new competence and training our existing team. In general,
our staff has not been reduced but instead it has
actually grown.
How much training has taken place and
how crucial is that?
Training has been very important, but we can’t
forget communication. This shift can be scary for
a lot of people, so from the beginning, we have
included and informed ad ops and sales in what
this shift actually means. That has really been a
big key. Weekly reports from the start with information about buyers from the SSP, rates, reports
with international trends have really helped our
sales team to feel a part of this change, and information combined with training have given them
the confidence to have meaningful discussions
with the buyers.
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“Be more hands-on: have the right competence,
make sure that your sales force feels included
and not threatened.”
What have been some of the challenges
dealing with agencies’ and advertisers
lack of programmatic knowledge… can
you describe that situation?
The agencies have really needed the time to
organise, and find the models that work for them.
This has been an interesting journey to follow,
and I think that this year we will be starting to
see the fruits of this work.
Also here, do you as a publisher reach out
to the agencies to help them in this regard, and if so, how?
It has been really important for us to have the
right knowledge so we can support agencies with
questions that are more technical. We really need
to understand how the systems work from both
a buy and sell side. The agencies have, as always,
tight deadlines and need to get everything in
place fast. And, as always, it is our task to make
sure that all is working as it should be. For example, we have put in a lot of hours to solve DSPrelated issues. The programmatic world is still
very technical and not as automated as it should
be, so we need to do a lot of trouble shooting.
Can you quantify how much of your sales
is done via RTB/programmatic?
Not public figures.
Is there a goal of how much of your sales
will ultimately come from programmatic?
No, we follow and adjust to the market.
Too early to talk about revenues as well?
Yes :)
Have you had any issues with fraud?
No, not that much.
Are you looking into selling remnant
video inventory programmatically? What
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sort of potential do you see for that in a
market Expressen’s size?
We expect to sell a lot of our video inventory
through our SSP, but not on a remnant level,
rather on private marketplaces. Because there
is a large shift in media spend from traditional
broadcasters to online video, the demand for
our inventory has grown rapidly during the last
six months. Which means that we do not see a
need to open up for auction, rather we expect to
sell our entire inventory without any problem
through private marketplaces on rate-card levels.
And what about mobile?
Mobile is really going slow. Our audience is there,
but not the advertisers. Hopefully demand for
mobile will grow this year. I think one reason for
that will be that more and more publishers will
offer first-party data, and that is something we
will be doing as well.
What advice would you have for a traditional publisher like Expressen that is
starting programmatic initiatives?
My advice would be: Have a strategy early on.
Make sure that you keep contact with your most
important advertisers. Do not lose this relationship even if they are moving towards programmatic buying. Make sure that you fully understand what you are offering, and remember that
this is not a race, but a marathon. There are a lot
of miles left to run, so there is no need to hurry.
Most importantly, recognise that this development will not just stop, instead focus on how you
can use this to increase your revenues and help
your clients to optimise their campaigns.
Also, be more hands-on: have the right competence, make sure that your sales force feels
included and not threatened. Make sure to have
commission models in place. Start optimising
your site; yield management is the key.
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Q&A with Lotta Karlsson,
Chief Digital Officer at Metro US
After offering programmatic on a small
scale for about six months, Metro US, the
most widely-read free daily newspaper
in the USA, launched a full-fledged offer
of programmatic solutions to its clients in
February 2015.
Called MetroX, it is operated in partnership with
Centro, a provider of enterprise software for
digital advertising. “As a local medium reaching
nearly 4 million adults in print and online every
month, Metro US is in a unique position to capitalise on this trend and offer print, digital and
outdoor integrated campaigns to its large base of
local clients,” according to the press release.
The launch is part of Metro US’s ongoing strategy
to expand its digital offerings. Last year, Metro
re-launched its news website, metro.us; introduced its new app; acquired citypaper.net; and
launched several websites, such as Club Metro
and ZipTrials.us.
We interviewed Lotta Karlsson, Chief Digital
Officer, Metro US, about MetroX by email.
WAN-IFRA: Is this Metro US’s first step
into programmatic? If not, could you
summarise what exactly you are offering
programmatically?
Karlsson: We did a soft launch of MetroX in September last year, so we’ve been working programmatically at a low scale for some time now. We’ve
also recently started selling remnant inventory
programmatically, through an SPP.
What was the impetus behind this more
concerted effort?
More and more print and online clients asked for
it. That’s why we were convinced that we needed
to add programmatic buying to our integrated
media solutions. After a certain point of size, I’d
say that it’s natural to get some sort of automated
technology infrastructure.
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Lotta Karlsson
Chief Digital Offcier
Metro US
Lotta Karlsson joined Metro US in
February 2014 to build the online
business. The role includes leading
the editorial and sales team in online efforts, developing and/or acquiring new sites and partnerships
as well as commercializing Metro’s
online products. Metro is published in more than 100
major cities across Europe, North & South America and
Asia. Before joining Metro, she held a number of senior
positions, including: Executive VP of WebGuide Partner,
responsible for overseeing the Swedish company’s
expansion into the US; CEO of Relevant Traffic, a search
marketing agency; and senior positions at Modern Times
Group in Sweden.

What sort of inventory will you offer
– primarily remnant? Will you push
premium/direct?
We will always offer our direct clients more
premium inventory on Metro.us that will not be
available in open exchanges. It’s important that
we keep an “extra” level for our direct clients by
letting them access specific content sections and
higher-impact ad units. MetroX will, however, offer premium units to clients, which can be bought
programmatically.
What exactly will Centro provide, or what
is its role?
Centro provides the infrastructure, technical know-how and training, while Metro has
the direct relationship with the client and the
understanding of their media needs. The partnership allows us to extend our audience, address
more of our clients’ needs and reach our clients’
clients regardless of who they are. With MetroX,
we can reach the right user, in the right place and
at scale, whereas our own site and platforms are
perfect to reach a local (New York/Boston/Philadelphia), younger urban audience.
MetroX extends our in-house offerings to include
solutions such as search marketing, Facebook
and YouTube advertising.
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“During 2015 we’ll invest significantly
in both mobile and video, since that’s
where the eyeballs are.”
Will you feature two sales teams? One for
programmatic and one for direct sales?
How will that work?
We have the same sales team for print and online
(direct and programmatic). We want our clients
to regard us as a one-stop-shop for their marketing needs.
Will you hire special staff for programmatic?
Not at the moment. We will work with partners,
combined with in-house competence.
Do you have specific plans for mobile and
video that you can share?
During 2015 we’ll invest significantly in both
mobile and video, since that’s where the eyeballs
are. We have a separate tactic for content creation and ad sales for mobile and desktop, since
people are consuming it differently, depending
on device. When it comes to video, we know that
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the segment is growing, and we’ll feed that need
both through third-party production as well as
in-house.
How do you think programmatic will
improve your digital sales?
According to eMarketer, programmatic stands
for 55 percent of total digital display advertising,
with a growth rate of 48 percent year-over-year.
We need to be able to offer our clients programmatic along with video, mobile, native advertising
and other digital solutions. We’re planning for an
overall high digital growth this year. It supports
our overall business as we sell integrated solutions.
How do you think programmatic can help
your top brand advertisers?
Programmatic will help all advertisers to tap into
their specific audiences in an efficient manner, no
matter which site/network they may be at.
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Programmatic comes to print
Time Inc., the largest magazine publisher in the USA,
surprised the industry earlier in 2015
when it announced
that it was going to
sell print adverts by
means of the same automated marketplaces
used for digital. With a stable including premium print properties such as People, Time,
Sports Illustrated and InStyle, this seemed
to some observers to be the definitive rebuttal of the argument that programmatic was
all about low-value remaindered inventory.
The approach is to divide up inventory into audience segments across brands, rather than try to
sell purely on Time or People, for example. The
segments announced to date are women, men,
lifestyle, luxury, business, and what the group
calls Rapid Scale, which is a collection of the
weekly content from Time, People, and Sports
Illustrated.
The company hasn’t yet released any details
about minimum purchases though there is likely
to be a floor limit, and it seems that advertisers
can’t yet import their own data for targeting print
buys, nor can they specify single titles instead of
audience segments. The approach uses a private
marketplace and trades will be by programmatic
direct as befits the premium content and audience involved. The interface will work alongside
Time Inc.’s existing Global Exchange, which is
based on the Google DoubleClick Ad Exchange.
Time Inc. says the idea is about simplicity for
buyers; “With this process, print is now as easy
to buy as digital,” said Andy Blau, Senior VP of
Ad Sales and Marketing for Time Inc. Branded
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Solutions. Blau also noted that the programmatic
rates are set to be little different from audiencebased rates, a comment aimed at quelling any
suggestion that this will result in rates slipping
with the move to programmatic.
The move raises the possibility that other publishers will do the same, and if buyers become
used to the simplicity and time-saving of programmatic then the pressure will grow on print
publishers to accommodate them. It is also
argued that by opening the door to programmatic, Time is making its paper more attractive
to brands and buyers who might normally only
look at digital advertising. Since the approach is
to keep traditional direct selling for individual
titles, it seems like a win-win for the company
(provided rates don’t get driven down) since it
continues to play to traditional brand strengths
while offering a more flexible way for advertisers
to connect with its audience.
The downside, of course, is that while the move
is a new approach to selling, it does nothing to
address the limitations of print. Ads can be sold
across the stable by audience group but there
is no automatic way to measure their impact
or popularity. It is reported that there will be a
degree of post-campaign measurement through
a partnership with AdMeasure, but clearly this
can’t include real-time monitoring of clicks or
engagement.
Print remains as opaque as ever in that respect
and the advertisers who prefer to do business
programmatically are precisely those most likely
to be used to performance-based metrics in
return for their dollars.
Time Inc.’s move doesn’t put print on a par with
digital because the after-sales experience – the
measure of reader interaction – is simply not
as rich, but it simplifies the purchasing process
and catches the eye of a new generation of media
buyers. Which means it could prove popular even
if initially those buyers are acting as much out of
curiosity as pragmatism.
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Mobile is exploding. In particular, mobile
video adspend is growing at a rate that is
eclipsing more established advertising formats and that publishers cannot afford to
ignore – particularly within programmatic.
In the U.K. (a bellwether for digital advertising
trends), the IAB published a report in October
in which it concluded that mobile video adspend
has tripled year-on-year to ₤ 63.9 million. This
makes it the single-fastest growing digital ad
format. And brands are ready to pounce on the
opportunity to work with mobile and video programmatically.
Although mobile is indeed exploding, interestingly, most publishers and experts we spoke to
said video, especially mobile video, will drive the
programmatic market this year.

The year of video
“Video is very important this year,” says Alanna
Gombert, CEO of Gombert Consulting, Co-chair
of the IAB Programmatic Council and the former
Head of Digital Sales and Strategy at Condé Nast.
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“Mobile is still slow. But video is hot. Video really
mimics TV in that buyers will expect the great
audience insights of digital with the potential
inventory guarantees, premium placement and
more that they get from TV. There is a lot of investment going this way.”
Digital video is the fastest-growing area of programmatic investment in the USA – it will grow
204.3 percent in 2015 – but overall, programmatically traded dollars will account for just
28 percent of all U.S. digital video ad spend, according to a new eMarketer report, “Digital Display Advertising: Nine Things to Know for 2015.”
Video’s premium nature attracts advertisers to
possibilities of working with the medium programmatically, which would appear to be a winwin situation for publishers of premium content.
Combine that with the ubiquitous nature of mobile, and it would seem programmatic might help
break some of the ice that is holding back mobile
dollars for publishers.

So why aren’t we rich yet?
Yet despite this, Bram Smits, Chief Commercial
Officer of MADS, hit the nail on the head for many
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publishers at last year’s World Publishing Expo in
Amsterdam when he said, “Any publisher looking
at the numbers now: mobile usage figures, mobile
ad budgets, and Facebook’s profits, can only be
asking one question: ‘Why do we earn so little?’
”MADS is one of the leading independent ad serving solution providers in Europe. The company
was founded on the premise that “everything
would become mobile,” and when it comes to
video advertising it appears to be correct.
A joint study of the U.S. market by BrightRoll (the
programmatic video advertising specialists) and
Nielsen shows that mobile is now second in importance only to TV. It also points out that where
in 2012 the U.S. TV ad spend was around
US$ 3.88 billion and digital video at $ 890 million, in 2014 that digital video figure was expected to more than double to $ 1.76 billion, while TV
spending would fall to $ 2.19 billion. Digital video
is clawing ever larger chunks of the ad spend, and
mobile video is the fastest growing sector.
It would be expected that programmatic buying on mobiles had kept pace with this rise. The
figures suggest that, in fact, it has done a lot more
than that, and is now disproportionately important for mobile ad sales. The UK IAB observes
that while programmatic accounts for 28 percent
of all digital display ads, this rises to 37 percent
on mobile. In comparison, only 16 percent of
Internet video ads (excluding mobile video) are
traded programmatically. Mobile is the fastest
growing area for ad spend, including video ad
spend, and programmatic is the predominant
means of trading in that market.

is devouring ad budgets, then why are so few
publishers seeing the benefits of this new wave of
spending? It’s certainly not that they are in a bad
position to profit from the platform. Publishers
internationally are working hard to expand their
mobile video offerings.
Smits’ argument is that many publishers are
missing out because they have not embraced key
steps to increased profitability. The first is an ageold one, which is cut out the middle man and take
control of their own ad sales. “Inventory traded
through private marketplaces earns CPMs 250 to
300 percent higher compared to open exchanges,” he observes, which is a compelling argument
for those who champion private markets and
direct (usually premium) programmatic.
But most of all, he suggests that publishers may
be suffering from a focus on desktop banners
rather than putting their energies into new
formats. At Expo, he advised the attending
publishers to put the same energy if not more into
programmatic for mobile as they have for desktop, even for those who are still in the early days
of programmatic.

“Programmatic is more dominant on mobile due
to various factors,” says Tim Elkington, Director
of Research & Strategy at the U.K.’s IAB. “It’s a
more fragmented ecosystem and, being relatively
harder to monetise, has enabled a wide range of
intermediaries to develop more quickly, particularly having learned lessons from serving ads
programmatically on PCs.”
Back to Bram Smits’ point: If mobile advertising, and in particular mobile video advertising,
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Are native and programmatic
a good marriage?
Programmatic buying and native advertising are the two topics that have dominated the
advertising landscape for the past year. They are the outstanding growth areas, and since
they both involve a steep learning curve, they have created an enormous amount of buzz as
advertisers and publishers alike have had to learn about their potential and methodology.
Both have seen entire companies, even sub-industries, spring up as quick-witted entrepreneurs have jumped into the knowledge gap and offered their expertise to both sides of the
advertising equation.

It was inevitable that the advertising industry
would start to ask itself if it was not possible
to combine the two and start to propose programmatic selling of native advertising content.
Equally inevitably in this fast-evolving arena
there are those who have said they are already
working on it. Others, however, have been just as
quick to point out that as tempting as it is to see
the two stars brought together as one, the result
would be a shotgun marriage of entirely different,
even entirely opposed approaches.
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To begin with, it is important to note that the two
techniques are neither mutually beneficial or mutually exclusive but simply different, since they
address separate aspects of the ad generation and
trading process.
Programmatic is all about streamlining the
process of matching up buyer and seller, of seamlessly fitting content to inventory. As it has broken away from its lowly origins clearing remnant
stock and moved into carefully brokered quality
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content, the question has arisen about whether
the approach could equally ease the process of
matching native advertising to its targets.
Native advertising is just one aspect of content
marketing but one that has justified its buzz since
it lends itself so naturally to the viral factor of
social networking. Native advertising could be a
sponsored tweet, a sponsored Facebook post, or
an article amongst the others (correctly identified
as such, of course). The key difference is that if it
is well done and pleases the audience, then it can
be liked and shared just as any other content can
be – not something that is ever likely to happen
to formats such as banners.
The argument goes that since truly good native
advertising works because it is tailored to match
one specific editorial format and tone, it is a natural for direct sale and not automated brokering.
Which leaves some industry commentators saying that native will go programmatic (along with
everything else), while other equally respected
analysts say that native can’t be sold programmatically because it is a bespoke product.
The reality is most likely somewhere between the
two, with the different conclusions attributable to
the definition of “native” itself. Where some companies refer to native meaning content marketing
in general, others reserve the term for messaging
that sits so naturally within the platform that it is
all but indistinguishable from that platform’s own
content. It’s the difference between sponsored
stories that might play equally well across a number of news stories, and a sponsored BuzzFeed
story tailored to that site’s precise style, subjects,
and format.
Or as Martin van der Meij, VP Automated
Trading at the Telegraaf Media Groep in the
Netherlands, said about the future of programmatic native, “Programmatic will go all the way.
Everything than can be automated will. So how
about native? Parts of them will but true native
can’t. Native should be a combination of content
and marketing. That’s always a form of sponsorship and high customisations and therefore not
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scalable. When people talk about native programmatic they are talking about advertorials. Might
work for tier-two or tier-three publishers. But for
premium publishers this is a different challenge.”
The same point was made by Andrew Gorenstein,
Chief Revenue Officer at Gawker Media, when
he said of programmatic native, “The notion
that you could potentially automate that process
goes against what native is at its core. A piece of
content that is native to Gawker, by definition,
cannot be native to another site, even if it has a
similar audience or editorial content.”
Again, however, this seems to be a question of
definitions and the divide between those who understand “native” to mean bespoke versus those
to take it to mean content marketing. Publicis, for
example, is one agency that opts for the latter and
its specialist ad trading division, VivaKi, is introducing Audience On Demand Native specifically
to buy and sell native ads in a more automated
manner.
Roy Chung, VivaKi’s Director of Research and
Development, points out that programmatic buying makes sense of native without driving down
prices. “Instead of cheapening native, it makes it
a more valuable solution, because you get scale
without losing a lot of the key elements.” VivaKi’s
partnership with Nativo (a native advertising specialist) brings programmatic native to publishers
such as Reader’s Digest and Kiplinger and Hearst
Newspaper sites.
Nativo promises that native ad content is automatically reformatted to appear native across different sites and applications, which makes native
content scalable. How well it does this will have
to be judged on a case-by-case basis, and purists
will continue to question whether this is truly native advertising. The acid test is whether readers
like the results. If they do, and if it means that
publishers benefit from easier and more numerous transactions, then the argument is likely to
be consigned to the opinion columns of advertising magazines.
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