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Executive Summary

If you wonder where programmatic advertising is going within the media industry, 

consider this: By 2019, we predict the word “programmatic” will be dropped. This 

will simply be known as “advertising.”

To those not in the trenches of digital advertising, the topic of programmatic 

advertising often is confined to real-time bidding (RTB). As we quickly discovered 

when researching this 70-page strategic report, RTB is simply the most visible point 

on the iceberg, as programmatic has now become much more than that single form 

of buying and selling.

We looked into the programmatic advertising best practices of 11 media companies, 

each of whom shared their experiences and advice:

Condé Nast, United States

The Dallas Morning News, United States

Dansk Udgivernetværk (Danish Publisher Network), Denmark 

The Globe and Mail, Canada

Google and the Local Media Consortium

Grupo de Diarios América, Latin America

Meredith Corp., United States

News Corp Australia

The New York Times Co., United States

Schibsted Media Group, Norway

TMG, The Netherlands

INMA found 12 key takeaways from this research:

1. Programmatic is not just about real-time bidding (RTB). Even as 

programmatic grows, RTB won’t capture all digital sales.

2. Programmatic is no longer a “race to the bottom.”
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3. Publishers’ data may be as valuable, if not in some cases more valuable, as 

their inventory.

4. Technology plus organisational adaptation drives programmatic’s potential.

5. Programmatic is part of larger shifts in the digital advertising market.

6. Scale matters.

7. Despite scale, programmatic can also be executed well on the local front.

8. Partnerships matter and one partnership today may not be enough, or the 

right partnership, for the near future.

9. Publishers should ensure all digital sales (and potentially operations) 

personnel have an understanding and eventual command of programmatic 

capabilities.

10. Exchanges are where most, but not all, programmatic transactions take 

place.

11. Most publishers are still playing catch-up to advertisers and will until at 

least 2016.

12. The market is incredibly competitive and changing constantly and quickly.

Programmatic buying is a major evolution in the media industry’s advertising future 

and the largest type of advertising spending found, across all media, in the world 

over the past five years. This will likely remain the case over the next five years. n




