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Private Auctions
• Negotiated minimum price 
• Invitation only auctions
• Non-guaranteed volumes 

Open Auction
• Hundreds of Buyers Competing

Programmatic Channels

Preferred Deals 
• Fixed price 

• One-to-one deals
• Non-guaranteed volumes

Guaranteed Deals 
• Fixed price.

• One-to-one deals
• Guaranteed volumes



• 81.5% of total digital display ad 
spending expected to be transacted 
programmatically

• eMarketer reported in April of 2017 
that 74.5% of programmatic US 
digital display ad dollars moved 
through private marketplaces and 
programmatic direct arrangements

Ad Spending





What is programmatic advertising?

• Programmatic advertising is the buying and selling of media 
using technology and data.



Yield management beyond programmatic

• An effective site monetization strategy balances UX 
expectations between advertising and subscription 
revenue down to the user level

Advertising
• Direct sales

• Programmatic sales

Subscriptions
• Ad free/ad lite subs



Programmatic yield management

Keep the faucets open and clean

• Digital inventory is a perishable asset

• Match technical attributes of demand with technical capabilities 
of inventory

– Apps & video

• Manage ad quality through permanent category/format blocks

• Advertiser level blocks to manage sales channel conflict is 
generally ineffective and used sparingly



Programmatic yield tools

• Header bidding - eliminates auction inefficiencies

– Unified auction - prioritize to compete with all demand sources

• Ads.txt – allows publishers transparency to demand 
sources
– Eliminate or disqualify a demand partner using overlapping demand



Programmatic publisher trends

• Unification and activation of advertising and subscription 
data to balance UX expectations to the user level

• Publishers and advertisers will look transact in 
programmatic channels directly to drive down costs and 
increase margins
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