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In the years since its introduction, programmatic 

advertising has grown and changed dramatically. In 

2019 alone, advertisers will spend close to $60 billion 

on programmatic – a number that will only increase 

in the near future. Meanwhile, brands will continue 

to bring their media buying in-house, a trend that’s 

growing in popularity.

As programmatic traders play an integral role in the 

planning, strategizing and execution of advertising 

campaigns, they can provide a true sense of the 

advertising landscape beyond the numbers. By giving a 

voice to traders, we learn straight from the source how 

today’s demands affect the men and women who make 

up the foundation of this revenue-generating group.

FOREWORD: WHY TRADERS?

To create this report, Viant® commissioned a survey 

conducted by independent market research company 

Censuswide in August 2019 of 250 programmatic 

traders based in the United States. 

All respondents are traders who work within 

programmatic advertising groups at advertising 

agencies or in-house at brands.

Unless otherwise stated, all statistics referenced in this 

report relate to this survey.

METHODOLOGY
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75%

62%

YES

TRADERS AT AGENCIES TRADERS AT BRANDS

BRAND SAFETY 17.2%

DATA CONTROL 18.8%

TRANSPARENCY 20.0%

COST SAVINGS 23.6%

MEASUREMENT & ANALYSIS 20.4%

TRADING AT AGENCIES VS. BRANDS

The face of programmatic is changing as brands continue to bring all facets of advertising in-house. And to 

traders, the top motivations behind the trend don’t come as a surprise: cost savings, with transparency and 

measurement following close behind.

WHAT DO YOU BELIEVE IS THE MOST IMPORTANT REASON FOR 
BRANDS LOOKING TO BRING PROGRAMMATIC IN-HOUSE?QQ

When it comes to the job itself, programmatic traders at agencies are 21.5% more likely to say that they 

definitely have all the resources necessary to execute their programmatic campaigns than traders at brands. 

As in-housing is still a relatively new trend, in-house traders often find themselves on newer or smaller 

programmatic teams than their agency counterparts.

DO YOU DEFINITELY HAVE ALL THE 
RESOURCES NECESSARY TO EXECUTE YOUR 
PROGRAMMATIC CAMPAIGNS SUCCESSFULLY?
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39.6%

47.6%

10%

53.6%

34%

11%

46.8%
40.8%

9%

70.4%

26%

4%

32%

55.2%

8%

62%

34%

2%

CTV / OTT DESKTOP DIGITAL AUDIO DIGITAL VIDEO DOOH MOBILE

INCREASING

DECREASING

STAYING THE SAME

97.2% YES

MULTI-CHANNEL CHALLENGES

According to the traders we surveyed, the vast majority of advertisers are either increasing their spend 

across multiple channels, or keeping it about the same. Increases are particularly notable in mobile and 

digital video, while emerging channels like connected TV (CTV) and digital out-of-home (DOOH) are 

gaining ground.

ARE YOU OR YOUR CLIENTS INCREASING OR 
DECREASING AD SPENDING ON ANY OF THE 
FOLLOWING TYPES OF INVENTORY?

It follows, then, that a big challenge 

facing today’s programmatic traders 

revolves around executing campaigns 

across a growing number of channels. 

More than 97% of traders report that 

the increasing number of channels 

and formats are making their jobs 

more challenging, likely because they 

must use multiple different media 

platforms in order to execute cross-

channel campaigns.

DO YOU FIND THE GROWING NUMBER OF 
CHANNELS AND ADVERTISING FORMATS MAKE 
YOUR JOB INCREASINGLY CHALLENGING?

QQ
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That growing number of channels 

and formats also means there’s an 

increasing amount of data to be 

handled. Unsurprisingly, traders have 

some concerns about data quality, 

especially when it comes to cookies.

As cookie use changes – browsers 

Firefox, Chrome and Safari all plan to 

limit them to varying extents – traders 

have had to adapt and change how they 

target audiences. Clearly, to those we 

surveyed, first-party data is a far better 

option than relying on cookies alone.

98% YES

WITH COOKIES BECOMING LESS EFFECTIVE 
DUE TO BROWSER AND DEVICE BLOCKING, DO 
YOU CONSIDER DETERMINISTIC DATA (FIRST-
PARTY DATA) TO BE THE BETTER ALTERNATIVE?

In addition, almost three-quarters of traders are using multiple DSPs. According to those we surveyed, 

about a third are using 3-5 DSPs a day and 10% are using at least six – an incredible number of platforms to 

be switching between on a daily basis.

As far as what would make traders’ lives easier? A true cross-channel DSP. A staggering 98.4% of traders say 

they dream of a truly cross-channel, trustworthy platform through which they could successfully run all of 

their cross-channel campaigns.

DO YOU WISH YOU HAD A MEDIA 
PLATFORM YOU TRUSTED ENOUGH TO RUN 
ALL YOUR CROSS-CHANNEL CAMPAIGNS?

98.4% YES

1-2 DSPs

3-5 DSPs

6+ DSPs

59.2%

30.8%

10%

HOW MANY DSPs DO 
YOU CURRENTLY USE?
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48.4%

VERY CONFIDENT

VERIFICATION, SAFETY & MACHINE LEARNING

Every year, billions of dollars of advertisers’ budgets are unintentionally wasted on digital ad fraud, something 

that’s top of mind for today’s programmatic traders. And while verification tactics have improved, traders 

have some room to grow more confident in their ability to prevent the purchase of fraudulent or non-

viewable inventory on their current media platforms. Less than half of the traders we surveyed report that 

they’re very confident in their ability to avoid fraud. 

HOW CONFIDENT ARE YOU IN YOUR ABILITY 
TO PREVENT THE PURCHASE OF FRAUDULENT 
OR NON-VIEWABLE INVENTORY USING YOUR 
CURRENT MEDIA PLATFORMS?

IAS DoubleVerify WhiteOps MOAT (Oracle)

BRANDS AGENCIES

24%

40.67%

32%

22%
24%

18%
15%

18%

Trust in ad verification partners is spread across the board, and also differs between traders at agencies 

and those in-house at brands. Agency traders put significantly more trust in IAS than other partners, while 

traders at brands prefer DoubleVerify.

WHICH AD VERIFICATION PARTNER IS 
YOUR MOST TRUSTED FOR ACCURACY?

QQ
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IN-PLATFORM DSP TOOLS

PRE-BID SEGMENTS

STRUCTURED PMPs

56%

26%

18%

ALWAYS / SOMETIMES NO

95.2% 4.8%

The takeaway from our surveyed traders on viewability is that it remains a challenge to find sufficient 

viewable inventory that meets their campaign needs. More than 4 in 5 traders reported this to be the case, 

while only 5% said they don’t experience this difficulty.

As far as how they’re tackling the challenge, in-platform DSP tools significantly lead the way. Traders are 

more than twice as likely to lean on in-platform tools than pre-bid segments, and three times more likely 

to employ them than structured PMPs.

DO YOU FIND IT CHALLENGING 
TO FIND VIEWABLE INVENTORY 
THAT MEETS YOUR CAMPAIGN 
REQUIREMENTS?

Machine learning is transforming programmatic. Today, it’s used to help solve for a number of digital 

advertising challenges, including viewability, fraud protection and bid optimization. Unsurprisingly, the 

general consensus from programmatic traders is that AI and machine learning strengthen their campaign 

efforts and improve their confidence in their work.

93.6% AGREE
DO YOU AGREE OR DISAGREE THAT AI AND 
MACHINE LEARNING INCREASE CAMPAIGN 
EFFICIENCY AND PERFORMANCE?

HOW DO YOU OPTIMIZE 
TOWARDS VIEWABILITY?
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THE IMPORTANCE OF CUSTOMER SERVICE

Customer service plays an important role in programmatic media buying, and the traders we surveyed 

believe it has significant room to improve. This doesn’t come as a surprise – as with small and medium 

companies in all verticals, it can be challenging to receive satisfactory customer service when you’re 

competing with thousands of others for attention (many of whom might be higher spenders) on a day-to-

day basis.

Only just over a third of traders reported being very satisfied with the level of customer service received 

from their programmatic platforms. This means that there’s significant room for improvement in customer 

service across all platforms. As big platforms get bigger, challenges increase.

PERCENTAGE OF TRADERS WHO ARE "VERY SATISFIED" WITH THE LEVEL OF 
CUSTOMER SERVICE FROM THEIR PROGRAMMATIC PLATFORMS

BRAND & AGENCY

37%

QQ
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As they consider what the platforms of the future might entail, traders overwhelmingly support the idea of 

a subscription pricing model. When compared to a percent-of-spend model, a subscription-based platform 

would improve their ability to save on costs and work more efficiently – two priorities that will only increase 

in importance as programmatic continues to evolve.

According to eMarketer, programmatic advertising will continue to grow at a rapid pace; estimates suggest 

$81 billion will be transacted programmatically in 2021, up from $59.45 billion in 2019. This is supported by 

traders’ views on the future as well. Those we surveyed largely feel optimistic about their career growth. 

More than 97% believe they have the opportunity for career advancement.

99.6% YES
WOULD YOU CONSIDER A 
SUBSCRIPTION PRICING MODEL, 
VERSUS A PERCENT-OF-SPEND 
PRICING MODEL, TO SAVE COST AND 
DRIVE EFFICIENCY IN MEDIA BUYING?

SIGNIFICANT 
OPPORTUNITY

SOME 
OPPORTUNITY

NO

58%

39%

3%

DO YOU SEE OPPORTUNITY FOR CAREER ADVANCEMENT 
AS A PROGRAMMATIC TRADER?

LOOKING TO THE FUTURE

QQ
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IN-HOUSING
Traders believe cost savings is the No. 1 motivator for brands who 
bring their programmatic media buying in-house.

1

BRANDS VS. AGENCIES
Agency traders are 21.5% more likely than in-house traders 
at brands to have all the necessary resources to execute their 
campaigns successfully.

2

CHANNEL INCREASES
Over 97% of traders say the growing numbers of channels and 
ad formats make their jobs harder, and more than 98% wish for a 
trusted media platform in which they could run all their campaigns.

3

VIEWABLE INVENTORY
More than 4 out of 5 traders find it challenging to find viewable 
inventory that meets their campaign requirements.

4

DETERMINISTIC DATA
98% of traders believe deterministic (first-party) data is a better 

alternative than cookies.

5

MACHINE LEARNING
More than 93% of traders believe machine learning and AI increase 
their campaign efficiency and performance.

6

CUSTOMER SERVICE
Only about 37% of traders are very satisfied with the level of 
customer service they receive from their programmatic platforms.

7

CAREER ADVANCEMENT
The future looks bright for today’s programmatic traders, as more 
than 97% of them see opportunity for career advancement.

8

KEY TAKEAWAYS

adelphic.com     |     PAGE  9 

https://viantinc.com
https://www.adelphic.com


adelphic.com     |     PAGE  10 

ABOUT ADELPHIC
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Adelphic® is a leading subscription-based cross-channel demand-

side platform. Adelphic® provides an enterprise-ready self-service 

software solution for agencies, brands and other large media 

buyers to make meaningful engagements with consumers 

across all devices, formats and channels. The company’s 

platform is fully RTB-enabled and delivers global 

scale through access to all leading inventory 

providers. Adelphic’s technology overcomes 

the limitations of user identification across 

all digital devices, yielding rich, nuanced 

portraits of real people, instead of 

cookies. Adelphic® is owned by 

Viant. For more information, 

visit adelphic.com.
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