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Total worldwide display advertising 
transacted through programmatic 

platforms will increase from 

$7.6B 
in 2014 

$56.1B 
in 2019

up to

Top 5 Programmatic Buying
Challenges

Top Factors for Success: 
When Structuring a Publisher 
Private Marketplace Deal

Top Benefits to Executing 
Private Marketplace Deals 
with Publishers

Gain more insight into programmatic media buying by visiting: IDG.com/programmaticstudy

Using a third-party 
company to improve levels 

of viewable transactions

Developed a whitelist of 
proven publishers

A/B Testing

What’s Working:
Increasing Viewability

Combating Fraud

 2014
 2019

$13B

$30B

$6B

39% 39% 41% 42%
55%

Inventory 
Quality 
Issues

Transparency 
Concerns

Low 
Performance, 

Return on 
Ad Spend

Fraud Low 
Viewability

More than 
half of buyers 

say low viewability 
is top challenge in 

the programmatic
marketplace

48%
Pricing

28%
Inventory 

Scale

38%
Access to 
Publisher 

Data

CRITICAL 
TO SUCCESS:

Understanding the depth 
of publisher data & how 

it can be applied in 
programmatic 

buying

45% 38% 34%

Using a third-party 
company to measure 

current levels of suspected 
fraudulent activity

Access to publisher 
inventory, but with 

buying flexibility

Assurances of brand 
safety by targeting 

known sites

Direct 
communication 

with the publisher

Integrating fraud detection 
and scoring technologies

Limiting buys to exchanges 
with known, reputable 
publisher relationships

42% 38% 38%

41%
34% 31%

PROGRAMMATIC BUYING:

Challenges & Solutions
for a Growing Market


