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Programmatic Advertising
Automated buying and selling of digital 
advertising inventory via software platforms

Transactions executed in real time or through negotiated 
private deals (PMPs)

Programmatic refers to the method of buying, not the media 
itself 

Display
Banner, rich media

Video
Short-form, in-stream, out-stream

Streaming / CTV
Connected TV

Native
Retail media environments

In App
Direct, lifecycle, CRM-driven advertising

Audio
Streaming audio, podcasts



How Digital Advertising Is Executed
Programmatic systems function as:

Real-time Marketplaces Pricing Engines decision systems

Programmatic operates continuously and at scale

They enable large-scale, automated matching of advertiser demand and publisher supply

Most global digital ad spend today is executed through these systems



Programmatic Execution
What Makes Digital Advertising Different

Programmatic systems:

Match advertiser demand with publisher supply Operate in milliseconds

Price inventory dynamically Optimise continuously based on performance 
signals

Billions of auctions are processed daily across global inventory



Buying Models

RTB (Real-Time 
Bidding)

Open auction environment

Price discovered impression 
by impression

Private 
Marketplaces (PMPs)

Negotiated access to specific 
publishers

Fixed or floor pricing

Greater control and 
predictability

Both models coexist within programmatic 
execution



Programmatic Supply Chain

Advertiser AGENCY DSP EXCHANGE SSP PUBLISHER

Typically, 55–65% of advertiser spend reaches the publisher.

Demand Side Platform (DSP) Technology Fees

8–20%
Supply Side Platform (SSP) Take Rates

10–25%
Data & Verification

$0.20–$2 CPM



Core Participants
Roles Within the Ecosystem

Buy Side

Ad Network

Advertiser DSP

Advertiser Ad 
Network

AD- EXCHANGE

SELL Side

Ad Network

SSP Publisher

Advertiser Ad 
Network



Inventory Executed Programmatically
Formats Supported by the Same Execution Layer

Connected TV (CTV) Display (web and mobile) Video

Native placements Audio In-app and mobile environments

The execution logic is consistent, while inventory value varies serving specific needs.

Inventory Types & CPM Benchmarks (US reference)

Streaming / CTV
$18–45

Video
$6–25

Display
$1–4

In-app
$0.50–3



Pricing & Value Dynamics
Why Inventory Is Priced Differently:

Attention duration Quality of context

Scarcity of supply Advertiser demand

CTV Commands Premium CPMs Due To:



Limited premium inventory



Brand budget migration from linear television



Measurable outcomes



Open Exchange vs Private Marketplaces

Open Exchange
Maximum scale

Auction-driven pricing

Variable quality

Private Marketplaces
Curated publisher access

Brand-safe environments

Greater pricing stability

Large buyers increasingly allocate spend through PMP-
led strategies



Data, Identity & Targeting
Structural Shift in Programmatic Targeting

Decline of third-party cookies

Publishers with authenticated users gain pricing and demand 
advantages

Increased reliance on:

First-party publisher data

Contextual signals

Alternative identity frameworks

Risk Factors in Programmatic:

MFA (Made-for-Advertising) sites
Low-quality inventory designed for ad arbitrage

Invalid traffic (IVT)
Bot and non-human traffic

Supply-path opacity
Unclear intermediary layers

Over-reliance on single platforms
Concentration risk

Risk management is now a core buying discipline



Programmatic Economics

Managed Service Margins
10–15%

Arbitrage / Resale 
Models

25–60%

Curated Supply Paths
15–30%

Margins are driven by efficiency, access to supply, and scale.



Where Programmatic Value Is 
Created

CTV Aggregation and 
Resale

Geo and Format 
Arbitrage

First-Party Data 
Packaging

Curated 
Marketplaces



Programmatic: Global Snapshot
Regional Characteristics

US
CTV, retail media, data-driven buying

Europe
Consent-led, curated supply

APAC
Open exchange + OEM/app inventory

LATAM
Performance RTB

Australia
Limited but premium supply, Publisher-direct PMPs



A Few Programmatic Competitors by Market

UNITED sTATES
DSP

 Xandr StackAdapt

The Trade Desk (TTD) Amazon DSP

Google Display & Video 360

sSP
Magnite Pubmatic

OpenX Index Exchange

EUROPE
DSP

The Trade Desk (TTD)

Adform

Google Display & Video 360

sSP
Smart AdServer PubMatic

Index Exchange

LATAM
DSP

The Trade Desk (TTD) RTB House

Entravision Teads

SSP
Seedtag Magnite

Australia
DSP

The Trade Desk (TTD) Amazon DSP

 Google Display & Video 360

SSP
Seven West Media SBS Australia


