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Few publishers are dependent on programmatic revenue

What percentage of your digital advertising
revenue comes via programmatic ad selling?
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50 - 32 percent of publishers said at

45 49% least half of their advertising
revenues from programmatic sales.
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Publishers are making the majority of their inventory available
for sale programmatically

What percentage of your ad inventory is made
available to purchase programmatically?
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- 05 percent of publishers make half of
their inventory available to buyers, but
just 32 percent of publishers say
orogrammatic is responsible for halt of
their digital ad revenues.
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Open auctions are driving programmatic revenues

What channel drives the most revenue for your
company?

- “Traditional™ or non-programmatic
deals still drive a significant amount of
publishers’ digital ad revenues.

Open auction

Private auctions or
marketplaces

- Open exchanges are still where
publishers make most of their
programmatic revenues.

Preferred or
guaranteed deals

Non-programmatic
or “traditional”
deals

44%
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Pricing pressure remains a concern

What is your biggest concern about programmatic advertising?

Downward pressure on ad
pricing

30%

The fees being taken by ad
tech middlemen

Data leakage or abuse

14%

Lack of transparency

Lack of measurement I2°/o

Accidentally running

. : 8%
inappropriate or unsafe ads

Number of third parties
plugged into your site

Making sure you're GDPR . 4%
. 0
compliant

8%

Latency or ad loading

14%
problems
Domain spoofing or other 4%
fraud tactics eroding ad... ?
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- 30 percent of publishers said their
orimary concern with programmatic
advertising Is downward pressure on

pricing.

- 14 percent said they're most
concerned with a lack of transparency.

- 14 percent highlighted problems with
site speed and loading issues.



Private marketplaces continue to gain traction

How do you expect revenue from the following channels to change in

2019?
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-4 In 5 publishers said tr
their programmatic reven

ey expect
ues to

iNncrease, but less than halt said that

growth will come from open

auctions.

- Instead, private deals are
expected to increase revenues
despite issues surrounding lack of

iInventory and lengthy set

UpSs.



Header bidding is helping to increase yield

How much have yields increased since the
introduction of header bidding?
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Change in yield rates due to header bidding
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- Eighty-two percent of publishers have
seen higher yields as a result of header-

bidding.

- Because header bidding has r
demand sources, It comes with r
such as increased ad latency. Tr

ore

ISK

IS can

prevent ads from being served and lead

to lower revenues.



First-price auctions are gaining traction

What percentage of your ad inventory is now
traded at a first-price auction basis rather than
a second price?
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uarter of publishers said more

f of their inventory is traded in

first-price auctions.

- The majority of exchanges, with the
exception of AdX, now run auctions on a
first-price basis.




First-price auctions are helping to boost revenues

What impact has the shift to first-price auctions had on
your programmatic revenues?

10%

Increased significantly

29%

Increased somewhat
Increased marginally
Had no impact

Decreased

Have not shifted to
first-price auctions

19%
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Publishers are still grappling with the “ad tech tax”

What percentage of ad dollars spent on your
inventory do you believe is taken by vendors or
middlemen (ie. the "ad tech tax")?

60 - Many publishers are attempting to
work with fewer partners in attempt to
regain control over their inventory.

S
46%

S
o

59
o\
N

- 38 percent of publishers estimate that
at least 25 percent of dollars spent on
their inventory is siphoned off by
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Monetizing news Is a challenge

Do you think marketers avoid advertising next
to news content?

- Halt of publishers believe media
buyers are avoiding placing ads next to
news content.

24%

Yes, increasingly

Yes, but it's
declining

- Roughly half of those that believe
media buyers are avoiding news content
think the Issue Is getting worse.

Yes, and it's
remaining
consistent

No 20%
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Advertisers are avoiding Trump

Do you think marketers avoid advertising next
to Trump-related content?

47 %

Yes, increasingly

Yes, but it's
declining

Yes, and it's
remaining
consistent

19%

No 27%

0 510152025 30354045 505560
Percentage of respondents

Source: 150 publisher executives surveyed through the Digiday+ Research Pand,

November 2018 DIGIDAY "

- Many publishers have enjoyed a
“Trump bump” in traffic and

subscriptions, but that may not be
leading to a boost in ad revenues.

- Just 27% of advertisers believe
advertisers are not avoiding placing
their ads next to Trump-related content.



Publishers are investing more in programmatic talent

How do you expect spending on programmatic
advertising personnel to change in 2019?

4%

- 51 percent of publishers will be hiring
more programmatic personnel in 2019.

- Even as the industry suffers from
549 continued layoffs and closures,
programmatic talent is still a needed
skillset at publishers.
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Publishers are investing more in programmatic technology

How do you expect spending on programmatic
ad technology to change in 2019?

3%

- 55 percent of publishers say they will
spend more on programmatic
technology in 2019,

_99%
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