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The Why

• Audience and geo-based 

targeting

• Ability to access massive scale

• Real-time adjustments and 

optimization

• Operational efficiency and 

consolidation

Why do political buyers want 

programmatic?



The Steps

• Allow political ads to run 

programmatically with proper 

business rules 

• Extend direct buys with 

supplemental programmatic 

campaigns

• Target new buyers

• Set floors strategically

What can you do to prepare?



The Future

2016 Is Just the Beginning

• 2016’s projected $1 billion 

in political digital ad 

spend foreshadows 

exponential growth in 

future cycles

• 2018 mid-terms expected 

to double 2014 spend

• By 2020 we could see as 

much as $3.2 billion in 

digital political ad spend

• Prepare now!!
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The Landscape

• Broadcast remains the beast

• 2016 forecast shows online 

with the largest % increase of 

all major channels 

• Rapid growth in online video 

combined with improved 

targeting techniques are 

major drivers of online growth



The All Star

• Pre-Roll/Mid-Roll/Post-Roll

• Allows for re-purposing of 

broadcast assets

• Inherently high viewability

and user engagement

• Not nearly enough inventory 

available to satisfy demand

In-stream Video



The Upstart

Out-stream Video

• Typically found in article, 

between paragraphs

• Auto-play when unit is in view 

(user-initiated sound)

• Purely incremental 

• Tech is still very new



The Stalwarts

Digital Display Banners

• Rumors of the banner ad’s death 

have been greatly exaggerated

• While quick to embrace digital 

video, political has been slow to 

embrace native advertising

• The publishing industry’s 

commitment to improving 

viewability and the move towards 

larger format ads will postpone 

the banner ad’s demise
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The Holy Grail

First Party Data
• First party data, 

monetized via 

programmatic open 

auctions typically 

elevate CPMs by 2-3x

• Even greater upside for 

preferred/access and 

guaranteed deals with 

a data component

• 3rd Party Data is 

commoditized



The Quest

Local Media Consortium Partners with Lotame

• Lotame tech enables 

publishers to capture, organize 

and monetize audience data

• DMP utilization can have a 

positive impact on revenue 

and audience growth

• Through Lotame’s Syndicate 

product, the LMC is able to 

aggregate audience 

segments across its 

membership, creating a data 

network rivaled only by the 

world’s largest digital 

publishers



The Message

Growing Awareness of the LMC Exchange

• The LMC story is difficult to believe

• comScore ranking as the 7th largest 

US News entity validates that our 

reach and scale are real

• A majority of inventory monetized 

currently via open auction

• Aggressively promoting the value 

and availability of our 1 billion(and 

growing) monthly ad impressions



The Message

Growing Awareness of the LMC Exchange

• Buy side is responding to the high 

quality, and ease of access to this 

massive pool of inventory

• 2015, the first full year since live saw 

the LMC Exchange generate $6.3 

million in revenue for members

• 2016 projections have us landing in 

the $18-25 million range 



Thank you*


