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“Programmatic Buying”
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uUs Programmatic Digital Display Ad spending,

2013-2016

billians, % change and % of total digital display ad spending™®
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B Programmatic digital display ad spending
B % change 1 % of total digital display ad spending*
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Mote: digital display ads ransacted wia an AP Including everything from
pubiisher-erected APs [0 mare standardized RTE technolody incliides
sdvertising that appears on desktopdaptop computers as well 5 mobile
mhoanes and tablets; “includes banmers, nch meia, sponsorship, wdeo and
ather

Source: elMarketer, Oct 20174
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Us Programmatic Digital Display Ad Spending,

by Device, 2013-2016

hithons, % change and % of total programmatic digital display = ol G A AT S D b= PR Y=
ad spending ° \

2013 2014 2015 2014 %ﬁ] Eé%ﬁ}?{%@n_?fhﬁﬁﬂﬂﬂng% ,

Desktop/laptop $2.92 $5.62 56.52 $6.26 ‘
g ' TR 18R ATEL 244 A(2FET. FATFRUREYIRssEE
—% of total programmatic 68.7% 55.9% 43.8% 307 %
digital dizplay ad spending o e \—

PC 56.2%, 1X—ita3
Mabile* $1.33 $4.44  SB36 51415 , R S5 b0 XS
—% change - 234 3% 28 4% 65 2% S B m— e e ah_ i
—% of total programmatic INI% 44, 1% 56.2% 69.3% MR SREES—H, BELER
digital dizplay ad spending N N
NMate: digital display ads transacted via an AP, including everything from rﬂfgﬂ] =N

publisher-erected APs fo more standaraized RTE technology. “ad spending
on tabiets is included
Source: eMarketer, Oct 2014
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US Real-Time Bidding (RTB) Digital Display Ad
spending, by Channel, 2013-2016

bitlions, % change and % of total RTB digital display ad
spending
2013 2014 2015 2016
Open exchange* 54.07 $8.14 §8.48 S58.52
—% change - 90.9% 41% 0.5% E E
—1% of total RTB digital display ~ 98.0% BE.0% TR 72.0%
2 Wi , RTB{BL LR
Private marketplace** $0.08 1.1 $2.53 Sin *E w % ) ’ RT B ”“’
—% change - 1,235.5%  128.0%  30.9%
—% of total RTE digital display 2.0% 12.0% Z30m  2B.0%
ad spending

Mote: includes advertising that appears on deskiop aptop computers as
well as motile phones and tablets, *includes ads transacted through a
public RTE awction in which any buyer or sefler can participate, also known
a5 open auction of gpen marketplace; **includes ads transacted through

an invitation-only RTE auction where one publisher or a select group of

Puﬁn’r%heri;m:'e a sg.'e-:;g?u‘;mber of buyers to bid on its inventory P M P 3

Source: eMarketer, Oct — Qa 4
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Us Programmatic Digital Display Ad Spending,

by Transaction Method, 2013-2016

bithons, % change and % of total programmatic digital display
ad spending

2013 2014 2015 2016
Real-time bidding (RTE)* S4.16 59.25 511.01 511.84
—% change 106.6% 122.6% 19.0% T5%

—*% of total programmatic FEO% 2.0% 74.0% 58.0% t’ﬁ: ——— z

digital display ad spending - ﬁ]*ﬂml}ﬁrtmm%w
Programmatic direct** $008  $0.80  $387  S8.57 = *' . m *g U (=] o

—% change 317.5%  8AB4%  3807%  1216%

—"% Of 1012l programmatic 2:0% E0% 28.0% A2.0%

digtal display ad spending

Nate: includes advertising that appears on deskiopdapton compulers as
well as mobile phones and tablets, “includes programmatic ads that are
transacted in real time, at the impression level **includes all
programmatic ads that are transacted as Wocks of inventary Using &
nan-auction-based approach wa an AR

Source: eMarketer, Oct 2074
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2013-2017 5 R A RIFEFF LR ST T IZRAR
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Programmatic Framework™
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Programmatic Framework™
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Programmatic Framework™ B
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Programmatic Framework™ RIS
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Programmatic Framework™
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