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	Types of Programmatic Advertising & Best Examples to Gain Campaign Success
	
	
	

	Introduction
	
	
	

	By 2026, programmatically sold advertising will reach 725 billion US dollars worldwide. [Statista] Due to its flexible nature and increased ad effectiveness, plus the rapid rise in connected TV advertising, programmatic advertising has been firmly established as one of the most powerful tools in digital marketing. How does programmatic advertising work and how can you leverage it to garner success?
	
	
	

	In this blog post, we will break down types of programmatic advertising and provide the best examples, actionable insights and tips to drive campaign results.
	
	
	

	Here are the main types of programmatic advertising:
	
	
	

	Real-time Bidding (RTB)
Real-time bidding (RTB) programmatic advertising is an open auction for advertisers and publishers where the inventory price is agreed upon in real time. Here, the highest bid wins.
Real-time bidding is advantageous for both advertisers and publishers. For advertisers, it helps them target relevant inventory - thereby increasing ROI on their ad spend.
For publishers, it allows them to collect data on bidders' purchase patterns and set prices for their premium placements accordingly.
These reasons make real-time bidding the most popular type of programmatic advertising.
	
	
	

	Preferred Deal
Preferred deal programmatic advertising occurs when publishers sell their premium inventory in a one-on-one programmatic auction at a set CPM (cost-per-mille) price to a selected group of advertisers.
This type of deal allows for transparency between buyers and sellers - publishers are able to view the inventory before the ad runs, thus controlling the quality of the content while advertisers can take charge of inventory pricing.
	
	
	

	Private Marketplace (PMP)
Private marketplace (PMP) programmatic advertising are auctions where only specific advertisers can bid, which are identified through a selection process set by the publisher.
Advertisers who want access to premium inventories before they become available to the open marketplace will prefer PMPs. This marketplace also offers a much closer relationship with publishers than with RTB.
	
	
	

	Programmatic Direct
In the case of programmatic direct, a publisher sends an advertiser an invite to buy their inventory directly without a bidding process. This means media inventory is sold at a negotiated price, usually CPM-based, to advertisers for a set time period.
Due to the nature of exclusivity and specificity of programmatic direct media buying, it is particularly useful to companies focusing on premium placements and brand safety. But note that advertisers must have a big budget to use this method.
	
	
	

	How to Create an Efficient Programmatic Ad Campaign
While each company is unique and can't utilize a "one size fits all" sort of approach, these are the key components of successful programmatic ad campaigns:
	
	
	

	‍1. Creative Ads
The point of any programmatic ad campaign is to attract attention, and what better way to do that than with a creative ad?
Whether it's through a catchy slogan, colors that pop or a unique picture that makes a user look twice, unique ads are key to getting an audience and, hopefully, converting them.
While it may seem obvious, don't rush through the creative process when setting up your programmatic campaign.
	
	
	

	2. Campaign Budget
Private marketplace (PMP) programmatic advertising are auctions where only specific advertisers can bid, which are identified through a selection process set by the publisher.
	
	
	

	3. Measurable Goals
Maybe we sound like a broken record on this one, but there's no point in running a programmatic ad if you don't know what you're looking to get out of it.
Come up with a measurable and realistic goal, then determine which KPIs you'll need to track to see whether or not your campaign is successful.
Some KPIs you may want to track include Return on Ad Spend, Cost-Per-Click and Bounce Rate.  
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