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Introductions 



Who is Prohaska Consulting? 

• “Programmatic Help for All” 
– Advise Publishers, Ad Tech, Investors, 

Industry Groups, Agencies, Brands 
– 122 clients signed in less than two years 
– Counsel on Display, Mobile, Video, Search, 

Social, Email, Native, Radio, TV/Video, 
OOH/DPB, IoT 
 

• Team of 90+ experts globally 
– NA, EU, LATAM & APAC 
– Expertise includes Sales, Operations, 

Marketing, Strategy, Research, BizDev, 
Analytics, Product, Tech Development 



Why Programmatic Matters to 
the Magazine Industry 



Programmatic Is Growing Fast 

Global View 
• Global programmatic ad 

spending hit $38BN in 2015 
• eMarketer predicts spending 
will reach $64.6 billion by 2017 

• 50% of all digital spending could 
be programmatic by 2019 



Canada is Part of the Trend 

Canada’s share of 
programmatic 

spending exceeds the 
global share 

 



Programmatic is Even in Magazines 



Programmatic 101 



Programmatic Defined 

 Using Computer Programs (Algorithms) to Buy Automatically  

Programmatic is an 
automated technology 
driven, data informed 

method of buying, 
selling or fulfilling 

advertising 

It replaces the 
traditional use of 

manual RFPs, 
negotiations and 

insertion orders to 
purchase digital 

media 



Programmatic Definition vs. RTB 

• While the terms are often 
used interchangeably, they’re 
not the same 

• RTB (Real-Time Bidding) is one 
of four types of programmatic 
execution* 

Are they the same? 

*To be discussed later 



Real-Time Bidding (RTB) Defined 

Source: mediacrossing.com/200ms-life-programmatic-rtb-ad-impression/ 

http://www.mediacrossing.com/200ms-life-programmatic-rtb-ad-impression/


Programmatic Marketplace Benefits 

Lower 
CPMs 

Speed 

Targetin
g 

Previous Focus 

Targeting Lower 
CPMs 

Current Focus 
 

Speed 

Now for Both Buyers & Sellers 



Canada’s Pattern Is Similar 

• Targeting ranks 1st 
• Cost considerations 

come in at #2, #3 



Programmatic Ecosystem: Key Players 

Advertiser Advertisers use Agencies and Demand Side Platforms 
or Networks to buy media through Exchanges & SSPs. 

Agency 
Agencies are increasingly staking a claim to managed 
services roles in the programmatic ecosystem on 
behalf of their clients. 

Agency Trading 
Desk (ATD) 

Groups within agencies that have built, acquired or 
licensed DSP capabilities and use exchanges to source 
media for agency clients. Some holding companies are 
pushing these skills out of the agencies from the ATDs. 

*Exchange: a digital marketplace that enables advertisers & publishers to buy/sell ads, often through real-time 
auctions 
 
**Managed Services: the practice of outsourcing campaign execution to a digital vendor, i.e., when a platform’s 
team manages your campaigns directly, utilizing their expertise (vs. your agency or your in-house team) 
 



Programmatic Ecosystem: Key Players 

Data 
Management 
Platform (DMP) 

A platform allowing agencies and advertisers the ability 
to manage and make better use of their first and third 
party data. Often integrated with ad servers and DSPs 
to enable easy access and use. 

Demand Side 
Platform (DSP) 

The platform that enables buyers to bid in real time on 
an exchange. DSPs offer end to end services for RTB. 

Sell Side 
Platforms (SSPs) 
and Exchanges 

The platform that enables a publisher to auction 
inventory in RTB. 



Programmatic Buying: The Plumbing 

Blue:  Ad Execution  
Orange: Data Enrichment 
Green: Analytics and Measurement:  
Purple: Message/Content 
Optimization 

 
 

Source: Display Ad Tech Stack: A Simple Guide To A Complex Topic, eMarketer, May 2016 
 



Open vs. Private Marketplaces 
Open Marketplaces  
Allow audience-based media buying via cookie-based targeting 
• Scale usually higher priority than running campaigns with specific publishers 

 

Private Marketplaces (PMP)  
Allow publishers to leverage programmatic technology(s) while 
maintaining a direct relationship with agencies, advertisers, trade 
desks and other programmatic buyers 
• By qualifying only specific buyers and inventory for certain auctions and/or 

by using a “Deal ID” to transact 



Deal ID’s Defined 
Deal ID: ‘a parameter passed between a bid 
request and bid response to enable 1-to-1 
programmatic buying’ 
 

• A unique string of characters used as an 
identifier for buyers and sellers.  

• Depending on the platform, could include 
items such as priority, transparency, 
floor/fixed pricing or data 

• Many platforms have the ability to pass the 
Deal ID on with transaction, in addition to 
items like timestamp, URL, IP address, 
cookie info, etc.  

 
Source: IAB 



Benefits of Private Marketplaces 

PMP Advantages 
• Greater control  

– Specific rules around access to buyers can be created 

• Prioritization 
• Exclusive inventory and access 
• Transparency leads to higher CPMs for publishers  

– Attracts new advertisers previously wary of programmatic 

• Access to publishers’ first party data  
– Earlier opportunity to find more targeted segments 



Private Vs. Open Marketplaces 

A Clean, Well-Lit Street vs … 



Higher CPMs Lower CPMs 

4 Types of Programmatic Transactions 

Type Reserved Unreserved Unreserved Unreserved 

Pricing Fixed Fixed Auction Auction 

Relationship One-One One-One One-Few One-All 

Other Names Programmatic 
Guaranteed 

Programmatic Premium 
Programmatic Direct 

Programmatic Reserved 

Preferred Deals 
Private Access 
First right of 

refusal 
 

Private Marketplace 
Private Auction 
Closed Auction 
Private Access 

Real-time bidding 
Open Exchange 

Open Marketplace 

Programmatic 

Automated 
Guaranteed 

Unreserved 
Fixed Rate Invitation Only Open Auction 



A Valuable Tool 

IAB PMP Checklist 
• Three sections: 

– Consideration 
– Activation 
– Troubleshooting 



Sales Organizations  
Today & Tomorrow 



Programmatic: Roots of Sellers’ Fear 

• Programmatic is new and was 
initially established as an 
automated “backfill” alternative to 
Ad Networks 

• Memories of “channel conflict” with 
Ad Networks and low CPMs from 
Open RTB caused deep seller 
anxiety 

• Even with automation, tighter 
collaboration between sales and ad 
operations is required versus Direct 

Photo Credit: Raising Arizona 

 



Programmatic: A Fresh 
Perspective on Digital Sales 

• Programmatic is now part of an overall 
strategy for optimizing revenue (not 
cannibalistic!) 

• Salespeople can spend more time being 
creative, strategic and proactive as 
opposed to losing their jobs 
(relationships still matter!) 

• A chance to call on more buyers and 
different companies/agency divisions 
with new budgets 

• Challenge is managing advertisers with 
varying commitments to programmatic 



Direct Sales vs. Programmatic Selling 

Traditional or digital existing 
sales teams can manage both: 
Advantages to a single sales 
channel: 
• No channel conflict 
• Keep relationships and client 

objectives consistent 
• Brand + DR = a complete 

solution and more $ 



Considerations For Programmatic Selling 

It is not easy 
• Teaching, teaching, teaching 
• Evolving compensation models 

 
How to stay ahead in this fluid & 
dynamic marketplace 
• Ongoing training 
• Reading whitepapers, articles 
• Attending conferences and 

roundtables in your market 
• Staying connected to your current and 

new customers 

Accepted 



Staged Approach to Programmatic Selling 

Stage 1:  
Operations Focused  
Build Internal Ops Capability 
to offer programmatic sales 

Stage 2:  
Developing Internal Sales 
Capabilities 
Start to build programmatic 
sales capability & comp 
structure 
 

Stage 3:  
Internal Consultants for 
Programmatic   
Programmatic team 
becomes hub for all 
programmatic sales with 
multiple sales teams 
generating sales  

Stage 4: 
Full sales and ops 
integration  

1. Pipes: Programmatic born from the AdOps team, implementation & set up 
2. Education: Separate team built to drive programmatic conversations 
3. Consultative: Team/individual leveraged as SME to co-sell & help drive revenue 

45% 
20% 

30% 
5% 

Source: IAB 

 

% of Top 250 Publishers (US & EU) by Stage, Projected as of Q4, 2015 
Source: Prohaska Consulting 

 

 



Buyer Landscape  
Today & Tomorrow 



Holding Company/Trade Desks - today :-) 

Holding Company  Agency Examples Trade Desk  



Who Manages the Buy?  It Depends… 

Article Highlights 
 

Consolidation of all real-time ad buying 
capabilities across programmatic, social, search 

and mobile 
 

Connect embeds employees into existing agency 
client teams with the goal of scaling 

programmatic expertise while preserving agency 
culture 

 
Tech and platform agnostic, Connect offers a 

transparent, fully disclosed media buy. 
 

Agencies use different structures for programmatic efforts … and they change 



Buyers Landscape - Agencies 
• Programmatic is everywhere, 

creating overlap in resources 
• Holding companies starting to 

lose ability to double dip 
• Clients are demanding more 

transparency 
• U.S. agencies do not 

accept/demand 
kickbacks/discounts 

• Adding to margin pressure 

Trading Desk 

Agency 
Buyers 

Embedded 
Resources 



Buyers Landscape - DSPs 

• Self-Service vs. Managed Service 
• The ad network evolved – Rocket 

Fuel, Criteo, Index, Tremor… 
• The new holding company? 

– MediaMath -> Helix (Adroit), 
Kepler, Huddled Masses, Big Lens 

• Something for everyone 
– Brand vs. DR 
– Display vs. Video 
– Desktop vs. Mobile 

Self Serve 
Platform 

Programmatic 
Network 

Managed 
Service 

Platform 



Buyers Landscape – Clients 
Many Clients Are Moving Toward “Insourcing” 

 
• All elements of programmatic marketing reside at 

the client  
– Media buying 
– Insights and analytics 
– Data capture and segmentation 
– CRM integration 

• Data capture and management reside at the client 
DMP management 
– Organizational data integration 

• Partner contracts are held by client 
• Allows for ‘ownership’ of tech, reducing reliance on 

agency partner 



Benefits for Buyers Apply to Sellers 

ESSENTIAL 
  
EFFICIENT/TARGETED 
 
EVOLVING 
 
CRITICAL 

Programmatic buying has become a key 
trading platform and is here to stay 
 

Buyers and Sellers can gain from more 
process efficiency and effective targeting 
 

Change is continuing and will affect all 
players in the digital ecosystem 
 

Developing programmatic solutions is 
critical to success 



Who Manages the Buy?  It Depends… 

Advertiser Agency Who Manages 
Programmatic? 



Understanding 
the Publisher’s Tech Stack 



Tech Stack Opportunity 

• Sales & Operations working together more 
than ever 

• No longer simply throw the IO over and let 
traffic get creative and tags 

• Opportunity for Operations to take more 
control and drive the campaign for you 
– Hunters and farmers 

• “A good craftsman never blames his tools.” 



Tech Stacks Definition 

A series of technologies 
(internal/external) that allow you 
to transact media 
programmatically 
• Ad server(s) 
• Exchange(s) 
• Yield Management Tool 
• Data Management Platform (DMP) 
• Publisher Trading Desk 



Publisher’s Ad Server Overview 
• Little major change in 18 years 
• The key to setting up your 

inventory waterfall 
• Critical piece to integrate with 

rest of tech stack 
• Pressure on Ad Servers coming 

from Header Bidding (more on 
that later) 
– Ad Servers expected to evolve 

soon 

• Who do you use? 



Understanding Publisher Exchanges 
• Where the buying and selling happen 
• Originally built for buyers to simply handle 

publishers’ (f.k.a.) “remnant” inventory 
• Who do you use for Display? 

– AdX (Google) 
– Aol One 
– Appnexus 
– IndexExchange 
– OpenX 
– PubMatic 
– Pulsepoint 
– Rubicon 

• Differentiation with each other & SSP evolution 



Understanding Yield Management 

• Balance of sell-thru rates vs. CPM 
– Price floors – global, by-vertical, 

by-buyer, by-client 
• Guaranteed vs. Non-Guaranteed 

– Dynamic Allocation, or dynamic 
allocation 

• TV: Upfront vs. Scatter vs. 
Opportunistic sales 

• Display, Mobile, Video, Social 
• Who do you use for Yield 

Management?  



Understanding Publishers’ DMPs -> 
Data Management Platform 

• A connected database for targeting data about customers 
• Originally buyer focused. Seller focused applications and features have emerged 

in the last 18 Months 

Features What it does 
Tag Management Used to collect data into the database 

Data Classification Organizes and protects data 

Segmentation and 
Modeling 

Builds segments and lookalike models. E.g., expands your pool of 
targetable data by taking your 1 MM existing targets and finding 
4MM similar 

Media and Data 
Integration 

Connects your data to DSPs, SSPs, and Exchanges. Enables you to 
merge data in from other sources 



How DMPs Work 

Source: Display Ad Tech Stack: A Simple Guide To A Complex Topic, eMarketer, May 2016 
 



Data Types Powering DMPs 
First Party Data Third Party Data Second Party Data 

 
Employs your data 

Aggregates 
independent data 

sources 

Utilizes publisher 
specific or other 

partner data  

 
Most accurate and 

most valuable. 
 

No extra costs 

 

Accuracy and value 
depend on strength 
and size of partners’ 

data set 
May be Incremental 

Costs 

 

Accuracy and value 
dependent on quality 

and match rate, 
e.g., BlueKai, Epsilon 

  
Incremental Costs 

$ CPM 
May include behavioral, demographic, geographic, category and other definitions 

 

Lower CPMs 
 

Higher CPMs 
 



Audience Extension Explained 
Audience Extension (on-site, off) 

PublisherX.com Audience 
Extension (BT) 

PublisherX.com/Autos 

PublisherX.com Network Audience 
Extension 



Option: Publisher Collective Or Co-op  



Understanding Trading Desks 
• Control cookie pools, 

frequency, margin 
• Self-service or managed-

service 
• Potential replacement for 

integration between DMP 
& bidders, including 
Marketing/House “spend” 



Stages of Selling Ads 



5 Stages of Selling Any Product 

•  Prospecting 
•  Intros & Pitching 
•  Proposing 
•  Closing/Launching 
•  Optimizing/Upselling 



Top Seller Best Practices 
• Embrace change, and continue to 

be a student of the game 
• Create a private offering that is 

distinct from what you would offer 
in the open marketplace 

• Prospect off of your open activity 
• Reach out to relevant contacts at 

DPS and Trading Desks 
• Collaborate and work closely with 

your Operations Team 
• Never ‘Set it and forget it’ 



Change Is Underway 

• Pace is uncertain 
• Pattern is uncertain 
• But it is inevitable 



How You Can Stay on Top of It  

• Marketing Magazine 
• adexchanger 
• Digiday 
• Mediapost’s RTM 
• The Makegood 
• IAB Smartbrief 
• IAB Canada policies 

 
• Plus, several LinkedIn groups 



Thank You! 

matt@prohaskaconsulting.com 
1.917.597.6568, @mattprohaska 

www.prohaskaconsulting.com 

mailto:prohaska@gmail.com

	Slide Number 1
	Slide Number 2
	Introductions
	Who is Prohaska Consulting?
	Why Programmatic Matters to the Magazine Industry
	Programmatic Is Growing Fast
	Canada is Part of the Trend
	Programmatic is Even in Magazines
	Programmatic 101
	Programmatic Defined
	Programmatic Definition vs. RTB
	Real-Time Bidding (RTB) Defined
	Programmatic Marketplace Benefits
	Canada’s Pattern Is Similar
	Programmatic Ecosystem: Key Players
	Programmatic Ecosystem: Key Players
	Programmatic Buying: The Plumbing
	Open vs. Private Marketplaces
	Deal ID’s Defined
	Benefits of Private Marketplaces
	Private Vs. Open Marketplaces
	4 Types of Programmatic Transactions
	A Valuable Tool
	Sales Organizations �Today & Tomorrow
	Programmatic: Roots of Sellers’ Fear
	Programmatic: A Fresh Perspective on Digital Sales
	Direct Sales vs. Programmatic Selling
	Considerations For Programmatic Selling
	Staged Approach to Programmatic Selling
	Buyer Landscape �Today & Tomorrow
	Holding Company/Trade Desks - today :-)
	Who Manages the Buy?  It Depends…
	Buyers Landscape - Agencies
	Buyers Landscape - DSPs
	Buyers Landscape – Clients
	Benefits for Buyers Apply to Sellers
	Who Manages the Buy?  It Depends…
	Understanding�the Publisher’s Tech Stack
	Tech Stack Opportunity
	Tech Stacks Definition
	Publisher’s Ad Server Overview
	Understanding Publisher Exchanges
	Understanding Yield Management
	Understanding Publishers’ DMPs -> Data Management Platform
	How DMPs Work
	Data Types Powering DMPs
	Audience Extension Explained
	Option: Publisher Collective Or Co-op 
	Understanding Trading Desks
	Stages of Selling Ads
	5 Stages of Selling Any Product
	Top Seller Best Practices
	Change Is Underway
	How You Can Stay on Top of It 
	Thank You!

