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DATA CAN BE BEAUTIFUL…

DATA CAN BE MESSY…



EXECUT IVE SUMMARY:
PROGRAMMAT IC AL L OCAT ION



P RO G RAMMAT I C  S P E NDI NG …
I S  E X P E C T E D  T O  D O U B L E  I N  
T H E  N E X T  1 8 - 2 4  M O N T H S  T O :  

$28.1B

IDC Programmatic Forecast Q4-2015



DO UBL I NG  Y O UR
P RO G RAMMAT I C  S P E NDI NG
W I L L  A L S O  Y I E L D  A  2 0 %  H I G H E R  M A R K E T I N G  R O I

P R O G R A M M AT I C  
M A R K E T I N G  R O I

20%

Source: Rubicon Proprietary Study 2016



DO UBL I NG  Y O UR
P RO G RAMMAT I C  S P E NDI NG
W I L L  I M P R O V E  S A L E S  B Y  5 %  P E R  Y E A R

Source: Rubicon Proprietary Study 2016

P R O G R A M M AT I C  
R E V E N U E

5%



TV  V I E WI NG  AMO NG  G E NE RATI O N X  
AND MI L L E NNI AL S
I S  O N  T H E  D E C L I N E  A N D  Y O U R  P R O G R A M M A T I C  
S P E N D I N G  S H O U L D  R E F L E C T  T H I S

http://www.marketingcharts.com/television/are-young-people-watching-less-tv-24817/

Adults 18–34 Average TV Viewing Hours
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I NCRE AS E  P RO G RAMMATI C  TO  
1 2 %  F O R ADULT S  1 8 -3 4

18–34

70%

18%
12%Digital Programmatic

Digital

Other

55+

94%

3%
3%

Optimal Media Budget Allocation

Age



$2.8B

Orders (Automated Guaranteed & Private Marketplace)
Make Up the Largest Programmatic Spending Growth

WI T HI N  P RO G RAMMAT I C
T H E  S H I F T  I S  T O  “ O R D E R S ”

2013 2014

Automated Guaranteed

Open Auction

2015 2016

Private Marketplace

$10.3B
$12.4B

$4.5B

IDC Programmatic Forecast Q4-2015

$4.7B $7.1B

$1.0B

$1.1B
$2.6B



D E L I V E R I N G  M E A S U R A B L E  
B U S I N E S S  R E S U LT S
I S  A  T O P  C O N C E R N  O F  C M O S …

Source: 2014 ANA/Forrester: Media Buying’s Evolution Challenges Marketers Survey

ROI Metrics

Action Metrics

Brand Metrics

Audience Metrics

Engagement Metrics

82%

67%

67%

56%

51%



TOP 10  MOBILE 
PROGRAMMAT IC INSIGHT S



1.  THERE IS A MOBILE OPPORTUNITY 
FOR PROGRAMMATIC
P R O P E R  A L L O C A T I O N  R E A C H E S  C O N S U M E R S  W H E R E  T H E I R  
A T T E N T I O N  I S

Time

24%

Spending

8%

Gap in 
Mobile

Potential

Mobile

http://www.kpcb.com/blog/2015-internet-trends  Mary Meeker

}}



2.  MOBILE AND VIDEO ARE IMPORTANT 
TO YOUR RESULTS
B O T H  S H O U L D  B E  O V E R  1 / 3  O F  Y O U R  A L L O C A T I O N

Mobile
33%

Video
35%



3.  TO IMPROVE YOUR SALES 
PERFORMANCE BY 65%
M A N A G E  V I D E O  F R E Q U E N C Y  T O  T H E  S W E E T  S P O T  O F  5 - 6 X
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Optimal Frequency = 5.5

Current Frequency = 2.8

1 2 6

Increased Frequency Drives Incremental Sales



4.  MOBILE BANNERS REMAIN THE 
CORNERSTONE OF ALLOCATION 
AGAINST LOWER FUNNEL OBJECTIVES
S T R I K I N G  T H E  B A L A N C E  B E T W E E N  M O B I L E  B A N N E R S  A N D  
I N - A P P  D R I V E S  L O W E R  F U N N E L  S A L E S  S U C C E S S

M O B I L E  E X P O S U R E

R E S P O N S E

C O N V E R S I O N

P R O G R A M M AT I C  D AT A



5.  MOBILE IN-APP AND VIDEO PERFORM 
BETTER AMONG GEN Z & MILLENNIALS  
A D U LT S  1 8 - 3 4  S K E W  H I G H E R  I N  
M A R K E T I N G  R O I  &  S A L E S  A G A I S T  
I N T E G R A T E D M O B I L E  A D  U N I T S



6.  MOBILE VIDEO DELIVERS BETTER 
RESULTS FOR BRAND BUILDING
P R O P E R  A L L O C A T I O N  O F  M O B I L E  V I D E O  I S  K E Y  T O  
I N C R E A S I N G  F I R S T  C H O I C E  B R A N D  P R E F E R N C E   

M O B I L E  V I D E O

I N C R E A S E D  B R A N D  
C O N S I D E R A T I O N

1 S T C H O I C E  
B R A N D  

P R E F E R E N C E

P R O G R A M M A T I C  D A TA



7.  MOBILE SOCIAL ALLOCATION DRIVES 
RESULTS FOR BRAND BUILDING
M O B I L E  S O C I A L  I S  M O R E  I M P A C T F U L  
T O  B R A N D S  V E R S U S  L O W E R
F U N N E L  O B J E C T I V E S



8.  MOBILE VIDEO AND BANNER 
ALLOCATIONS SWEET SPOT
B U D G E T S  R A N G I N G  F R O M  $ 5 . 0  - $ 1 5 . 0  M I L  P E R  Q U A R T E R  S E E  
H I G H E S T  M A R K E T I N G  R O I

$5.0

$15.0



9.  BEAUTY & RETAIL SEE THE MOST 
POTENTIAL IN SOCIAL MOBILE 
S O C I A L  M O B I L E  V S .  D E S K T O P  U N I T  A L L O C A T I O N S
P R O V I D E  T H E  B E S T  P O T E N T I A L  F O R  S A L E S  I N C R E A S E S



10.  EXPANDING MOBILE ALLOCATIONS 
TO THE I .O.T.
C H A N N E L  P L A N N I N G  O P P O R T U N I T I E S  C O N T I N U E  T O  G R O W,  
R E Q U I R I N G  W E  M A T C H  M E S S A G E  A N D  C O N T E N T  T O  P E R S O N A ,  
C H A N N E L  A N D  D E V I C E
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