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Future Trends in Programmatic Advertising
You Should Know

Introduction

The landscape of advertising has been transformed
dramatically over the past two decades, driven by the
advent of programmatic advertising. Initially emerging

in the early 2000s, programmatic advertising introduced
a revolutionary approach to media buying, leveraging
automation and data-driven decision-making. This
allowed advertisers to purchase digital ad space in
real-time, optimizing their spend and targeting
precision.


https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/
https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/
https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/

Dan Hills 2025 R

Origins and Evolution Programmatic advertising has its
roots in the early days of online advertising. Back then,
ad networks facilitated the buying and selling of
inventory. However, the manual processes involved
were cumbersome and inefficient. The advent of
real-time bidding (RTB) in 2009 marked a significant
milestone, enabling advertisers to bid for impressions in
real-time. Platforms like DoubleClick (how Google Ads)
and AppNexus were pioneers in this space. They set the
stage for the rapid growth of programmatic advertising.
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Growth and Investment The programmatic advertising
market has withessed exponential growth. In the UK,
programmatic digital display advertising spend was
approximately £3.39 billion in 2019, and it's projected to
grow substantially, reaching around £6.87 billion by
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2025. The global programmatic market is also on an
upward trajectory. Investments are flowing into

advanced technologies. They are also directed towards
data management platforms (DMPs).
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Shift from Traditional Platforms Programmatic
advertising has been steadily capturing market share
from traditional platforms. These include linear TV,
digital display, and outdoor billboards. Advertisers are
increasingly recognizing the efficiency and
effectiveness of programmatic buying, which offers
unparalleled targeting capabilities and real-time
optimization. For instance:

 Digital Display: Traditional digital display ads were
often bought directly from publishers. However,
programmatic has streamlined this process. It is now
more cost-effective and precise.

« Linear TV: TV has been a dominant advertising
medium. However, the rise of connected TV (CTV)
and over-the-top (OTT) platforms has changed the
landscape. These platforms have enabled
programmatic principles to enter the TV advertising
space. This change allows for more targeted and
data-driven campaigns.

« Outdoor Billboards: Programmatic digital
out-of-home (DOOH) advertising is revolutionizing
the way brands engage with consumers in physical
spaces. Dynamic content and real-time bidding are
now possible on digital billboards, enhancing the
reach and impact of outdoor advertising.
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Technological Advances in Traditional

Media Advancements in digital technology are bridging
the gap between traditional and programmatic
advertising. In linear TV, addressable TV allows
advertisers to deliver personalized ads to different
households watching the same program. Similarly,
digital advancements in outdoor billboards enable
real-time content updates and targeted messaging
based on location and audience data.

Programmatic advertising'’s ability to integrate across
various channels—be it display, TV, or outdoor—has
reshaped the advertising industry. As we move forward,
traditional and programmatic principles will blend
further. This evolution will drive innovation. It will also
lead to more efficient ad spend.

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 4



Dan Hills 2025 R

In this document, we provide you with a state of play
and landscape overview for 2025, with a UK focus.

What are the key components of
Programmatic Advertising?

1. DSPs (Demand-Side Platforms). These platforms
allow advertisers to buy ad space in real-time
auctions. Major DSPs include Google Ads, The
Trade Desk, and MediaMath.

2. SSPs (Supply-Side Platforms). These platforms
enable publishers to sell their ad space to
advertisers. Notable SSPs are OpenX, Rubicon
Project, and Index Exchange.

3. Publishers: Major publishers in the UK include The
Guardian, BBC, and Daily Mail.
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1. Advertisers: Leading advertisers include large
corporations like Unilever and Procter & Gamble.
Smaller businesses also leverage programmatic
advertising for targeted campaigns.

DSPs (Demand-Side Platforms)

Demand-Side Platforms (DSPs) have revolutionized the
advertising landscape. They provide a centralized
platform for advertisers to buy ad space through
real-time auctions. DSPs enable advertisers to manage
and optimize their ad campaigns across multiple ad
exchanges. They also utilize various data sources to
streamline the process and maximize efficiency. Here's
a closer look at how DSPs function and their
significance in the programmatic advertising
ecosystem:

How DSPs Work
1. Real-Time Bidding (RTB): DSPs facilitate real-time

bidding, allowing advertisers to bid on individual ad
impressions as they become available. This
process happens within milliseconds, ensuring that
ads are displayed to the most relevant audience at
the optimal time.

2. Targeting and Segmentation: DSPs offer advanced
targeting capabilities. They enable advertisers to
reach specific audience segments based on
demographics, interests, and browsing behavior.
They provide more detailed options as well. This
precision targeting helps improve the effectiveness
of ad campaigns and maximizes return on
investment (ROI).
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3. Optimization Tools: DSPs offer a range of
optimization tools. These tools use machine
learning algorithms to analyze performance data.
They also adjust bidding strategies in real-time. This
ensures that ad spend is allocated efficiently, and
campaigns are continually optimized for better
results.

4. Data Integration: DSPs integrate with data
management platforms (DMPs) and third-party
data providers to access vast amounts of audience
data. This data is used to enhance targeting and
deliver more personalized ad experiences.
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1. Cross-Channel Capabilities: DSPs support
multichannel ad campaigns. They enable
advertisers to reach their audience across different
devices and
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platforms. These include display, mobile, video,
and connected TV (CTV).

Major DSPs in the Market

1. Google Ads (formerly DoubleClick Bid Manager):.
Google Ads is a widely used DSP. It offers robust
targeting options and extensive reach. The
platform also integrates with Google's vast
ecosystem of services. It allows advertisers to
access inventory across Google Display Network,
YouTube, and other ad exchanges.

2. The Trade Desk: Known for its user-friendly
interface. It features advanced data analytics. The
Trade Desk is a leading DSP. It provides advertisers
with powerful tools to manage and optimize their
programmatic campaigns. It offers access to a wide
range of ad inventory across various channels.
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1. MediaMath: MediaMath is a pioneer in the
programmatic advertising space. It offers a
comprehensive suite of tools for campaign
management. These tools also include audience
targeting and performance optimization. Its
TerminalOne platform allows advertisers to
execute data-driven campaigns and achieve their
marketing objectives.

Benefits of Using DSPs

« Efficiency. DSPs automate the ad buying process,
reducing the need for manual intervention and
saving time for advertisers.

« Transparency: Advertisers have full visibility into
where their ads are being placed and how their
budget is being spent.
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« Scalability: DSPs enable advertisers to scale their
campaigns quickly and reach a global audience
through a single platform.

« Performance: By leveraging data and machine
learning, DSPs help advertisers achieve better
performance and higher ROI for their campaigns.
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Demand-Side Platforms are a cornerstone of modern
programmatic advertising, empowering advertisers to
deliver highly targeted, data-driven campaigns that
drive results. The industry keeps evolving. DSPs will
become more crucial for advertisers. They will help
advertisers navigate the complexities of the digital
advertising landscape.

SSPs (Supply-Side Platforms)

Supply-Side Platforms (SSPs) play a critical role in the
programmatic advertising ecosystem by providing a
bridge between publishers and advertisers. SSPs
enable publishers to monetize their digital content by
selling ad space through automated, real-time

auctions. Here's a closer look at how SSPs function and

their significance in the advertising landscape:
How SSPs Work

1. Inventory Management: SSPs allow publishers to
manage their ad inventory efficiently, making it
available for real-time bidding by advertisers. This
includes setting floor prices, allocating
impressions, and optimizing yield.

2. Real-Time Bidding (RTB): Similar to DSPs, SSPs
facilitate real-time bidding. When a user visits a
publisher's website or app, the SSP sends an ad

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/
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request to multiple demand sources. These
sources include DSPs and ad exchanges.
Advertisers then bid on the available ad space, and
the highest bid wins the impression.

3. Audience Targeting: SSPs provide tools for
audience segmentation. These tools help in
targeting specific groups. This allows publishers to
maximize revenue by offering premium inventory
to advertisers who are looking for specific
audience segments.

4. Data Integration: SSPs integrate with data
management platforms (DMPs) and other data
providers to enrich the available audience data. This
helps improve targeting and increase the value of
the ad inventory. 11

5. Ad Quality Control. SSPs implement ad quality
controls. They ensure that only high-quality,
brand-safe ads are displayed on the publisher's
site. This includes filtering out low-quality ads and
preventing fraudulent activities.

Major SSPs in the Market

1. OpenX: OpenXis a leading SSP known for its
robust technology and extensive reach. It offers a
comprehensive platform. This includes
programmatic direct and RTB. The platform
provides publishers with the tools to maximize
their ad revenue.

2. Rubicon Project. Now part of Magnite, Rubicon
Project is a well-established SSP. It offers a
transparent and efficient marketplace for
publishers to sell their ad inventory. It provides
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advanced tools for yield optimization and real-time
analytics.

I

1. Index Exchange: Index Exchange is a global SSP
that focuses on transparency and fairness. It offers
a high-performance platform. This platform allows
publishers to connect with a wide range of
demand sources. It helps them maximize their ad
revenue,

Benefits of Using SSPs

« Revenue Optimization: SSPs help publishers
maximize their ad revenue. They connect
publishers with a broad pool of potential buyers.
SSPs enable real-time auctions.
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 Efficiency: SSPs automate the process of selling ad
space, reducing the need for manual intervention
and streamlining operations for publishers.

» Transparency:. SSPs provide detailed reporting and
analytics. They give publishers full visibility into the
performance of their ad inventory. Publishers also
gain insight into the bidding process.

« Audience Insights: By integrating with DMPs and
leveraging audience data, SSPs help publishers
understand their audience better. They also offer
premium inventory to advertisers.

SSPs and the Future of Programmatic Advertising The
digital advertising landscape is evolving. SSPs will play
an increasingly important role. They will help publishers
navigate the complexities of programmatic advertising.
Emerging trends are shaping the future of SSPs. These
trends include header bidding, server-to-server
integrations, and advancements in artificial intelligence
(Al) and machine learning. These technologies are
enhancing the efficiency, transparency, and
effectiveness of ad inventory management, ultimately
benefiting both publishers and advertisers.

SSPs are a cornerstone of the programmatic advertising
ecosystem, empowering publishers to monetize their
digital content effectively and efficiently. SSPs facilitate
real-time bidding. They provide advanced targeting and
optimization tools. These tools help publishers
maximize their ad revenue. SSPs also deliver valuable
audience insights.

Publishers

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 13
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Publishers are the backbone of the digital content ecos
ystem, providing valuable content that attracts audienc
es and generates revenue through advertising. In the U
K, several major publishers stand out for their influence
and reach:

fThe Guardian The Guardian is a renowned British hews
and media organization. It is known for its in-depth
journalism and commitment to independent reporting.
Founded in 1821, it has grown to become one of the
most trusted news sources in the UK and globally. The
Guardian offers a wide range of content. It includes
news, opinion pieces, and multimedia features. It also
has a strong online presence with millions of readers
worldwide.

BBC (British Broadcasting Corporation) The BBC is a
public service broadcaster established in 1922. It is one
of the world's largest and most respected media organi
zations. It provides a diverse range of content across tel
evision, radio, and online platforms. The BBC receives
funding from a television license fee paid by UK
households. This funding allows it to produce
high-quality journalism. The journalism is impartial and
entertaining. Its global reach extends to over 28 langua
ges through the BBC World Service. 14

Raily Mail The Daily Mail is a popular British daily tabl
oid newspaper. It is known for its wide-ranging coverage
of news, entertainment, and lifestyle topics. Founded in
18906, it h as a significant readership both in print and
online. The Daily Mail is part of the Daily Mail and
General Trust (D MGT). It is recognized for
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its engaging and accessible content. This makes it
appealing to a broad audience.

Benefits of Working with Major Publishers

. Credibility: Mgjor publishers like The Guardian, BB
C, and Daily Mail have established reputations for q
uality journalism. They provide reliable information.
This can enhance the credibility of advertisers
associated with them. 15

. Reach: These publishers have extensive audiences
both locally and globally, providing advertisers wit h
access to a large and diverse readership.

. Engagement: High-quality content from reputable
publishers tends to attract engaged readers. This
leads to better interaction with ads. It also results in
higher conversion rates for advertisers.

. Brand Safety: Major publishers often have
stringent ad quality controls. They implement
brand safety measures to ensure that ads appear
in appropriate and safe environments.

Working with major publishers can offer advertisers sig

nificant advantages in terms of reach, credibility, and au
dience engagement. These publishers continue to play
a vital role in the digital advertising ecosystem. They pr

ovide valuable content and monetization opportunities

for advertisers.

Advertisers

In the realm of programmatic advertising, advertisers va
ry widely.

They include large multinational corporations and small
and mediumsized enterprises (SMEs). All these advertis

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/
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geted campaigns. The flexibility and efficiency of progr

ammatic advertising make it an attractive option for bus
inesses of all sizes.
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Large Corporations

1. Unilever: Unilever is one of the world's largest
consumer goods companies. It has pioneered
leveraging programmatic advertising to reach a
global audience. The company utilizes
programmatic to drive brand awareness. It engages
customers for its diverse portfolio of products. This
includes well-known brands like Dove, Knorr, and
Lynx (Axe). 16

2. Procter & Gamble (P&G): P&G is another major
player in the consumer goods industry. It has
embraced programmatic advertising to optimize its
media spend. This approach also improves
targeting precision. With iconic brands such as Tide,
Gillette, and Pampers, P&G uses data-driven
insights to deliver personalized ad experiences to
consumers.
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1. Other Major Corporations: Brands like CocaCola, N
estlé, and Samsung are also prominent users of pr
ogrammatic advertising. They employ sophisticated
strategies to enhance their m arketing efforts.
These strategies help them achieve better ROI.

Small and Medium-

Sized Enterprises (SMEs) Programmatic advertising is n
ot limited to large corporations. SMEs are increasingly a
dopting this approach to compete in the digital landsca
pe. The benefits of programmatic for smaller businesse
s include:

. Cost-Effectiveness: Programmatic advertising
allows S MEs to optimize their ad spend by targeting
specifi

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 17
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c audience segments and minimizing wasted impr
essions.

» Scalability: SMEs can scale their campaigns based
on performance data and adjust their strategies in r
eal-time to achieve better results.

» Access to Premium Inventory. Programmatic
platforms provide SMEs with access to premium ad
inventory. This inventory was previously only
available to larger advertisers.

Benefits for Advertisers

 Precision Targeting: Programmatic advertising
allows advertisers to reach their ideal audience.
They achieve greater accuracy by leveraging data
and using advanced targeting techniques.

« Real-Time Optimization: Advertisers can monitor
campa ign performance in real-time and make
data-driven adjustments to improve outcomes.

« Efficiency. The automation of the ad buying proces
s reduces the need for manual intervention and str
eamlines operations.

» Personalization: Advertisers can deliver personaliz
ed ad experiences based on user behavior, prefere
nces, and demographics, enhancing engagement a
nd conversion rates.

Programmatic Advertising and the Future Technology
continues to evolve. As a result, the role of programma

tic advertising in the marketing mix will only grow. Emer
ging technologies such as artificial intelligence (Al), mac
hine learning, and advanced data analytics are improvin

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 18
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g programmatic platforms. These advancements help a
dvertisers achieve greater precision and efficiency.

Advertisers, whether large corporations or SMEs, are
leveraging programmatic advertising to navigate the
complexities of the digital landscape. They reach their
target audiences more effectively. This strategy helps
them drive meaningful results. The ongoing
advancements in technology continue to enhance the
impact of programmatic advertising. Data analytics also
promise to elevate its effectiveness. These elements
together make it an indispensable tool for modern
marketers.

Latest Developments

« Optix by Decemberig: A new solution prioritizing
transparency and advanced targeting, ensuring
over 65% of ad spend reaches publishers.

« SoundStack’s Expansion: Appointed John Morris
as CPO to spearhead new products in
podcast/streaming delivery and programmatic
advertising.

Latest Developments in Programmatic Advertising

Optix by Decemberig

Optix by Decemberi1g is an innovative solution. It aims to
address two major concerns in the programmatic
advertising landscape: transparency and advanced
targeting. With a focus on transparency, Optix ensures
that advertisers have full visibility into how their ad
spend is allocated. This solution prioritizes transparency
by providing detailed reports and analytics, allowing
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advertisers to understand the exact flow of their
budget.

One of the key features of Optix is its ability to ensure
that over 65% of ad spend reaches publishers. Minimize
the intermediaries involved in the ad buying process.
This approach reduces fees. It ensures a higher portion
of the budget goes directly to content creators.
Additionally, Optix offers advanced targeting
capabilities, enabling advertisers to reach their desired
audience more effectively. By leveraging data and
machine learning, Optix can identify the most relevant
audience segments and optimize campaigns in
real-time.

Overall, Optix by December1g is set to revolutionize the
programmatic advertising industry. It will enhance
transparency and improve targeting precision.
Additionally, it will maximize the return on ad spend.
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SoundStack’s Expansion

SoundStack is a prominent player in the podcast and
streaming delivery industry. It has recently appointed
John Morris as Chief Product Officer (CPO). He will lead
the company’s expansion into new products and
services. This strategic move is part of SoundStack'’s
broader plan. The company aims to enhance its
offerings in the programmatic advertising space. They
are focusing particularly on the rapidly growing areas of
podcast and streaming delivery.

With John Morris at the helm, SoundStack aims to
develop and launch innovative products. These
products cater to the evolving needs of advertisers and
publishers in the audio and streaming markets. The
company focuses on creating seamless and efficient
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solutions. These solutions enable advertisers to deliver
targeted ads in podcasts and streaming content.

SoundStack's expansion into programmatic advertising
is driven by the increasing popularity of audio content.
The demand for more sophisticated ad solutions in this
space also drives this expansion. SoundStack uses
advanced technologies and data-driven insights. It aims
to provide advertisers with tools to reach engaged
audiences in podcasts. They also target streaming
platforms.

The appointment of John Morris as CPO marks a
significant milestone for SoundStack. The company
continues to innovate. It expands its footprint in the
programmatic advertising industry.

StackAdapt’s Major Funding Round

StackAdapt, a Toronto-based programmatic advertising
startup, recently announced a significant funding round
of $235 million. Teachers' Venture Growth (TVG) led this
round. TVG is the investment arm of the Ontario
Teachers' Pension Plan. Intrepid Growth Partners and
other investors also participatedi1. StackAdapt plans to
use this funding to further develop its Al-based
platform. This platform aims to enhance the efficiency
and effectiveness of programmatic advertising. The
company's platform supports various business verticals,
including political campaigns, retailers, B2B, travel,
healthcare, and financial servicesi.

Decemberig’s Innovative Product Launch

Decemberig, an independent media planning and
buying agency based in London, has launched Optix, a

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 22



pioneering programmatic advertising solution. Optix is
designed to address key industry challenges by
prioritizing transparency and advanced targeting2. The
platform ensures that over 657% of ad spend reaches
publishers, providing full visibility into campaign spend
and performance. Optix also integrates sustainable
technologies and renewable energy-powered servers,
aligning with December19g's commitment to social and
environmental performance2.
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Privacy-Centric Advertising

Privacy concerns continue to dominate discussions in
the digital advertising space. With regulations like GDPR
and CCPA reshaping the advertising ecosystem, there is
a growing emphasis on privacy-centric solutions.
Advertisers are adopting privacy-first strategies. They
leverage first-party data and contextual targeting. This
approach helps them comply with regulations while
maintaining effective ad campaigns. Emerging
technologies like Google's Privacy Sandbox and FLoC
are helping bridge the gap between privacy and
performance.
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Al-Powered Optimization

Al is becoming the backbone of programmatic
advertising, enhancing precision and impact.
Al-powered optimization includes dynamic creative
optimization, real-time bidding strategies, and
advanced predictive analytics. These technologies
enable advertisers to tailor their campaigns with a level
of granularity that was previously unattainable. This
results in more personalized and relevant ad
experiences for audiences.

Connected TV (CTV) and OTT Advertising

Connected TV (CTV) and Over-The-Top (OTT)
advertising are gaining traction as more consumers
shift from traditional TV to streaming services. By 2025,
these channels are expected to account for a
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significant share of programmatic ad spend. Interactive
formats, such as shoppable ads and clickable overlays,
are driving engagement. Al powers segmentation to
enable precise audience targeting based on
demographics and viewing habits.

Technological Advancements in 2025

. Advanced Al and Machine Learning: Enhancing
targeting precision and predicting consumer
behavior more accurately. 25

. Cookieless Targeting: Developing new methods to
target audiences without relying on cookies.

. Multi-Channel Reach: Seamlessly delivering ads
across multiple platforms and devices.

Advanced Al and Machine Learning

The advancements in artificial intelligence (Al) and
machine learning (ML) are reshaping the landscape of
programmatic advertising in profound ways. Here's how
these technologies are enhancing targeting precision
and predicting consumer behavior more accurately in
2025:

1. Enhanced Targeting Precision Al and ML algorithms
analyze vast amounts of data. They identify patterns and
trends that are not immediately apparent to humans.
This data-driven approach enables advertisers to
segment their audiences with unparalleled accuracy. By
understanding user behavior, preferences, and
demographics, Al can create highly targeted campaigns
that resonate with specific audience segments. For
example:

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/



| (]

R

« Behavioral Targeting: Al analyzes users' online
behavior. This includes browsing history, search
queries, and social media interactions. These
insights help deliver ads that match users' interests
and preferences.

» Contextual Targeting: Advanced algorithms assess
the context of web pages and apps. They display
ads that are relevant to the content being
consumed. This ensures a seamless and engaging
user experience.

» Predictive Targeting: ML models predict which
users are most likely to engage with an ad. They
also predict which users are likely to make a

purchase based on historical data and behavioral
patterns.

Dan Hills 2025

Predicting Consumer Behavior Al and ML are
transforming how we predict consumer behavior. They
provide a high degree of accuracy. By leveraging
sophisticated models and data analytics, advertisers
can gain insights into future actions and preferences of
their target audience. This predictive capability allows
for more effective and efficient marketing strategies.
Key applications include:

« Customer Lifetime Value (CLV) Prediction: Al
models predict the long-term value of customers.
This helps advertisers focus their efforts on
high-value segments. It also helps them optimize
customer acquisition strategies.

» Churn Prediction: Al can analyze patterns in
customer behavior. It can identify users who are
likely to churn. This enables proactive measures to
retain them.

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 26



|
Dan Hills 2025 4

* Product Recommendations: ML algorithms
generate personalized product recommendations.
These are based on past purchases and browsing
behavior. This approach enhances the user
experience and drives sales.

Beal-Time Optimization Al and ML enable real-time
optimization of programmatic campaigns. Algorithms
continuously analyze performance data and adjust
bidding strategies to maximize ROI. This dynamic
approach ensures that ad spend is allocated efficiently,
and campaigns are constantly fine-tuned for better
results. Key benefits include:

. Automated Bidding: Al-powered bidding strategies
dynamically adjust bids based on real-time data.
This ensures that ads are delivered to the right
audience at the right time and at the optimal price.
27

. Creative Optimization: ML models test and
optimize ad creatives. They analyze user
interactions and performance metrics. This ensures
that the most effective ad variations are displayed.

- Fraud Detection: Al algorithms identify and
mitigate ad fraud by analyzing traffic patterns and
detecting anomalies, protecting advertisers’
investments.

Personalization at Scale Al and ML facilitate
personalization at scale. They allow advertisers to
deliver tailored ad experiences to millions of users. By
leveraging data and automation, brands can create
personalized messages and offers that resonate with
individual users. Key applications include:

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/
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« Dynamic Creative Optimization (DCO):
Al-powered DCO tools generate personalized ad
creatives based on user data. This ensures that
each user sees a customized ad experience.

« Hyper-Personalization: ML models analyze
granular data points to deliver hyper-personalized
content that aligns with users' preferences and
behaviors.

The advancements in Al and machine learning are
driving significant improvements in targeting precision,
consumer behavior prediction, and real-time
optimization. These technologies are empowering
advertisers to deliver more relevant and effective
campaigns, ultimately enhancing the overall impact of
programmatic advertising.
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Cookieless Targeting

As privacy concerns and regulations continue to shape
the digital advertising landscape, the industry is moving
towards cookieless targeting methods. Third-party
cookies will soon be deprecated. Advertisers are
creating new ways to target audiences. Publishers are
also finding alternatives that do not rely on cookies.
Here are some of the key methods and technologies
driving cookieless targeting in 2025;

1. First-Party Data Utilization One of the most
effective ways to target audiences without cookies is
by leveraging first-party data. This data is collected
directly from users through interactions on a brand’s
website, app, or CRM system. Key approaches
include:

« Customer Data Platforms (CDPs). CDPs
consolidate and manage first-party data from
various sources, creating comprehensive user
profiles. These profiles enable personalized
targeting and enhance customer experiences.

- Email and CRM Targeting: Brands can use email
addresses to create custom audiences. They can
also use CRM data to deliver targeted ads across
different platforms.

2. Contextual Targeting Contextual targeting displays
ads based on the content of the web page or app.
This method does not rely on cookies. It ensures that
ads are relevant to the context of the content being
consumed. Key benefits include:
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» Relevance: Ads are displayed in a contextually
relevant environment, increasing the likelihood of
user engagement.

» Privacy Compliance: Contextual targeting does

not require user tracking, making it a
privacy-friendly approach.

Dan Hills 2025

Blentity Solutions Identity solutions aim to create a
unified and privacy-compliant way to identify users
across devices and platforms. These solutions often
involve the use of encrypted identifiers and
consent-based frameworks. Key examples include:

 Unified ID 2.0: Developed by The Trade Desk,
Unified ID 2.0 is an open-source identity solution
that uses encrypted email addresses for user
identification, ensuring privacy and security.

» LiveRamp's IdentityLink: LiveRamp's IdentityLink
connects offline and online data, providing a
privacy-compliant way to target users across
different channels.
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4.Data Clean Rooms Data clean rooms are secure
environments. In these spaces, brands and publishers
can collaborate and share data. This occurs without
compromising user privacy. These environments use
advanced encryption and anonymization techniques to
protect user identities. Key applications include:

. Collaborative Targeting: Brands can collaborate
with publishers to create audience segments and
deliver targeted ads based on shared data insights.

. Measurement and Analytics: Data clean rooms
enable detailed measurement and analytics,
helping brands optimize their campaigns while
maintaining privacy compliance.

BMachine Learning and Al Machine learning and Al
play a crucial role in developing cookieless targeting

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/



|
o
methods. These technologies analyze vast amounts of

data to identify patterns and predict user behavior
without relying on cookies. Key applications include:
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 Predictive Analytics: Al models predict user
behavior and preferences, enabling more accurate
and personalized targeting.

» Lookalike Modeling: Machine learning algorithms
identify users with similar characteristics to existing
customers. This helps brands expand their reach. It
also assists in acquiring new customers.

@rivacy-Centric Advertising Platforms New
advertising platforms are emerging that prioritize user
privacy while delivering effective targeting solutions.
These platforms often integrate multiple cookieless
targeting methods and provide transparency to users.
Key features include:

« User Consent Management: Platforms ensure that
user consent is obtained and managed in
compliance with privacy regulations.

« Transparent Data Usage: Users are informed about
how their data is being used, enhancing trust and
engagement.

The transition to cookieless targeting is driven by the
need to balance effective advertising with user privacy.
The industry is paving the way for a privacy-centric
future in programmatic advertising by leveraging
various tools. These include first-party data, contextual
targeting, and identity solutions. They also use data
clean rooms and advanced technologies like Al.

Multi-Channel Reach
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In the ever-evolving landscape of digital advertising,
multi-channel reach is crucial. It allows brands to
engage with their audiences across various platforms
and devices. This approach ensures that advertising
messages are delivered consistently and effectively,
regardless of where the audience is consuming

content. Here's how multi-channel reach is shaping the
future of programmatic advertising:

Dan Hills 2025

Lross-Platform Integration Multi-channel reach
requires a seamless integration of advertising
campaigns across multiple platforms. These platforms
include desktop, mobile, tablet, connected TV (CTV),
social media, and more. This integration enables
advertisers to maintain a consistent brand message. It
also allows them to tailor content to suit the specific
characteristics of each platform. Key benefits include:

. Consistent Messaging: Ensuring that the same core
message is conveyed across all platforms,
reinforcing brand identity and increasing
recognition. 33

. Tailored Content. Adapting creative assets to fit
the unique formats and user experiences of
different platforms, enhancing engagement and
relevance.

Device Agnosticism One of the key aspects of
multichannel reach is device agnosticism. This means
that ads are delivered seamlessly across various
devices. This approach provides a consistent
experience for users. It does not matter if they are on a
desktop, mobile phone, tablet, or connected TV. Key
strategies include:

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/



| (]

R

« Responsive Design: Creating ad creatives that
automatically adjust to different screen sizes and
orientations. This provides an optimal viewing
experience on any device.

« Sequential Messaging: Delivering a series of
related ads across different devices. These ads
guide users through a coherent narrative. This

approach enhances the overall impact of the
campaign.
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3. Data Integration and Audience

Segmentation Advertisers rely on data integration for
effective multi-channel reach. They use audience
segmentation to target users accurately across multiple
platforms. This involves combining first-party and
third-party data to create comprehensive audience
profiles. Key techniques include:

« Unified Audience Profiles. Consolidating data from
various sources. This creates unified audience
profiles. These profiles can be used for precise
targeting across different channels.

- Behavioral and Contextual Targeting: Using
behavioral data, such as browsing history, helps
deliver relevant ads. Contextual data, like the
content being consumed, also aids in delivering ads
in real-time.

4. Real-Time Bidding (RTB) Real-time bidding (RTB) is
essential to programmatic advertising. It allows
advertisers to bid for ad impressions across multiple
platforms and devices in real-time. This approach
ensures that ads are delivered to the right audience at
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the right time and at the optimal price. Key advantages
include:

 Efficiency: Automating the ad buying process and
reducing manual intervention, saving time and
resources.

 Flexibility: Allowing advertisers to adjust bidding
strategies in real-time based on performance data
and market conditions.

5.Measurement and Analytics Effective multi-channel
reach requires robust measurement and analytics.
These tools track campaign performance across
different platforms and devices. Advertisers use
advanced analytics tools to gain insights into user
behavior, ad interactions, and conversion rates. Key
components include:
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« Attribution Models: Multi-touch attribution models
are utilized to understand the impact of each
touchpoint in the customer journey. This approach
provides a holistic view of campaign effectiveness.

» Cross-Device Tracking: Implementing cross-device
tracking to monitor user interactions across different
devices and ensure accurate measurement of ad
performance.

6.Personalization and Dynamic Creative Optimization
(DCO) Personalization and dynamic creative
optimization (DCO) are crucial. They help in delivering
relevant and engaging ads across multiple channels.
Al-driven DCO tools enable advertisers to create
personalized ad experiences by dynamically adjusting
ad creatives based on user data. Key benefits include:

« Enhanced Relevance: Delivering personalized
content that resonates with users, increasing
engagement and conversion rates.

» Scalability: Automating the creative process to
scale personalized ad campaigns efficiently.

The concept of multi-channel reach is transforming
programmatic advertising. It ensures that brands can
engage with their audiences consistently. This
interaction happens effectively across various
platforms and devices. Advertisers can leverage data
integration, real-time bidding, advanced analytics, and
personalized ad experiences. These tools help them
achieve seamless multi-channel reach. They also drive
meaningful results.

Al in Programmatic Marketing Practices
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Al is revolutionizing programmatic marketing by:

. Automating Bidding: Al algorithms can bid in
real-time auctions more efficiently than humans. 37

. Enhancing Targeting: Al analyzes vast amounts of
data to identify the most relevant audience
segments.

. Predictive Analytics: Al predicts consumer
behavior, helping advertisers optimize their
campaigns for better results.

Automating Bidding with Al Algorithms

The integration of Al algorithms into the bidding
process has revolutionized programmatic advertising
by enhancing efficiency and precision. Here's an
overview of how Al algorithms automate bidding in
real-time auctions and the advantages they bring:

1. Data Collection Al algorithms begin by collecting
vast amounts of data from various sources. These
sources include user behavior, demographics,
historical performance, and contextual information.
This data serves as the foundation for making
informed bidding decisions.

2. Data Processing Once the data is collected, it
undergoes processing and analysis. Machine learning
models examine the data to find patterns. They
identify correlations that can predict the likelihood of
user engagement or conversion. This analysis helps
in determining the optimal bid for each impression.

3. Model Training Al algorithms are trained using
historical data to refine their bidding strategies. These
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models learn from past campaigns and continuously
improve their accuracy over time. Training involves

testing different hypotheses and adjusting parameters
to achieve the best performance.
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AReal-Time Bidding (RTB) In the real-time bidding
process, Al algorithms bid for ad impressions as they
become available. This process happens within
milliseconds and involves several key steps:

. Bid Calculation: Based on the analysis and model
training, the Al algorithm calculates the optimal bid
for each impression. The bid amount is determined
by factors such as user relevance, campaign goals,
and budget constraints. ss

. Bid Submission: The calculated bid is submitted to
the ad exchange or SSP (Supply-Side Platform) in
real-time. The highest bid wins the impression, and
the ad is displayed to the user.

5.Performance Monitoring Al algorithms continuously
monitor the performance of ad campaigns. They
analyze metrics such as click-through rates (CTR). They
also review conversion rates and return on investment
(ROI). This analysis helps assess the effectiveness of the
bidding strategy. Based on this analysis, the algorithms
make real-time adjustments to optimize performance.

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/



Dan Hills 2025

Advantages of Al-Powered Bidding

. Efficiency: Al algorithms can process and analyze
large volumes of data far more quickly and
accurately than humans. This efficiency ensures that
bids are placed in real-time, maximizing the
chances of winning valuable impressions. 39

. Precision: By leveraging advanced data analysis
and machine learning models, Al algorithms can
make highly precise bidding decisions. This
precision enhances targeting accuracy and
improves the relevance of ads to users.

. Cost-Effectiveness: Al-powered bidding helps
advertisers achieve better ROl by optimizing bid
amounts and minimizing wasted ad spend. The
algorithms allocate budget to the impressions
most likely to result in conversions.
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« Scalability: Al algorithms can manage and optimize
campaigns at scale. They handle thousands of bids
per second across multiple platforms and devices.
This scalability is essential for large-scale
programmatic campaigns.

« Adaptability: Al algorithms continuously learn and
adapt to changing market conditions, user
behavior, and campaign performance. This

adaptability ensures that bidding strategies remain
effective over time.

Dan Hills 2025

Real-World Application For instance, a retailer
launching a holiday marketing campaign can use Al
algorithms in several ways. They can automatically bid
on ad impressions. These target users who have shown
interest in similar products. The Al system would
analyze user behavior, purchase history, and real-time
contextual data. It places optimal bids. This ensures that
ads reach the most relevant audience segments at the
right time.

Al algorithms have transformed the bidding process in
programmatic advertising. They automate real-time
auctions with greater efficiency, precision, and
cost-effectiveness. These advancements enable
advertisers to achieve better targeting, higher ROI, and
improved campaign performance,

Enhancing Targeting with Al

Artificial intelligence (Al) has changed how advertisers
target their audiences. It analyzes vast amounts of data
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to identify the most relevant audience segments. Here's
how Al enhances targeting in programmatic advertising:

Data Collection The process begins with the
collection of extensive data from various sources,
including:

. User Behavior: Data on users’' browsing history,
search queries, and social media interactions. 41

. Demographics: Information such as age, gender,
location, and income level.

. Transactional Data: Purchase history and online
shopping behavior,

. Contextual Data: Information about the content
being consumed, such as the type of website or

app.

Data Processing Once the data is collected, Al
algorithms process and analyze it to identify patterns
and insights. This involves:

« Data Cleaning: Removing any irrelevant or
duplicate data to ensure accuracy.

« Data Integration: Combining data from different
sources to create a comprehensive view of each
user.

Audience Segmentation Al uses machine learning
models to segment the audience based on the
analyzed data. These segments can be created using
various criteria, such as:

- Behavioral Segmentation: Grouping users based
on their online behavior and interactions.
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« Demographic Segmentation: Categorizing users
by demographic attributes like age, gender, and
location.

« Psychographic Segmentation: Classifying users
based on their interests, values, and lifestyle.

Predictive Analytics Al-powered predictive analytics
plays a crucial role in enhancing targeting. By analyzing
historical data and identifying trends, Al can predict
future behaviors and preferences. This helps in:

« Customer Lifetime Value (CLV) Prediction:
Estimating the long-term value of each customer.

« Churn Prediction: Identifying users who are likely to
disengage and proactively addressing their needs,

« Product Recommendations: Offering personalized
product recommendations based on past behavior.

Real-Time Adjustments Al continuously monitors the
performance of ad campaigns and makes real-time
adjustments to optimize targeting. This includes:

« Dynamic Bidding: Adjusting bid amounts in real-time
based on the likelihood of user engagement.

« Ad Creative Optimization: Testing and optimizing ad
creatives to improve relevance and engagement.

@ersonalization Al enables a high level of
personalization by delivering tailored ad experiences to
individual users. This involves:
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« Dynamic Creative Optimization (DCO). Creating

personalized ad creatives that resonate with users’

preferences and behavior.

« Hyper-Personalization: Leveraging granular data

to deliver highly relevant and individualized
content.

Advantages of Al-Enhanced Targeting

« Precision: Al's ability to analyze vast amounts of

data ensures precise audience targeting,
improving ad relevance and engagement.
 Efficiency. Automated data processing and
real-time adjustments enhance campaign
efficiency and reduce manual intervention.

« Scalability: Al can handle large-scale campaigns,
reaching millions of users with personalized ad

experiences.

» Improved ROI: By delivering relevant ads to the

right audience, Al enhances the return on
investment (ROI) for advertisers.

Al-powered targeting has transformed programmatic

advertising. It leverages data and advanced algorithms.
This approach identifies and engages the most relevant

audience segments. This technology-driven approach
ensures that advertisers can deliver personalized and

impactful ad experiences, ultimately driving better
results and higher RO,

Predictive Analytics with Al

Al-powered predictive analytics is changing
programmatic advertising. It enables advertisers to

predict consumer behavior. It also helps them optimize
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their campaigns for better results. Here's an in-depth
look at how Al-driven predictive analytics is enhancing
advertising strategies:

PData Collection and Integration The foundation of
predictive analytics begins with gathering large
amounts of data. This data comes from various sources.
This includes:

. User Behavior Data: Information about users' online
activities, such as browsing history, search queries,
social media interactions, and app usage. 44

. Demographic Data: Age, gender, location, income
level, and other demographic attributes.

. Transactional Data: Purchase history, transaction
amounts, and shopping patterns.

. Contextual Data: The content users are
consuming, such as the type of website or app.

Data Processing and Analysis Once the data is
collected, Al algorithms process it. They analyze the
data to identify patterns and insights. This involves:

« Data Cleaning: Ensuring data accuracy by
removing duplicates and irrelevant information.

« Data Enrichment. Combining data from muiltiple
sources to create comprehensive user profiles.

3.Predictive Modeling Al uses machine learning models
to analyze historical data and identify trends. These
models are trained to recognize patterns that indicate
future behavior. Key predictive models include:

» Regression Models: Used to predict numerical
outcomes, such as future sales or conversion rates,
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 Classification Models: These models categorize
users into different segments. They are based on
the users' likelihood to perform certain actions,
such as making a purchase.

« Time Series Models: Used to predict trends and
patterns over time, such as seasonal variations in
consumer behavior.

Behavior Prediction Predictive analytics allows
advertisers to anticipate consumer behavior with a high
degree of accuracy. This includes:

« Customer Lifetime Value (CLV) Prediction:
Estimating the long-term value of customers to

Summary

In 2025, the landscape of programmatic advertising
continues to evolve rapidly, driven by technological
advancements and innovative strategies. Al and
machine learning have significantly enhanced targeting
precision. This advancement allows advertisers to reach
their most relevant audience segments with greater
accuracy. Predictive analytics plays a crucial role in
understanding consumer behaviour, enabling
advertisers to optimize their campaigns for better
results.

https://portlandrockconsortium.co.uk/2025/01/07/programmatic-uk-2025/ 45



Dan Hills 2025

The industry is adapting to the cookieless future. It is
developing new methods for audience targeting. These
include leveraging first-party data, contextual targeting,
and identity solutions. Data clean rooms and
privacy-centric advertising platforms ensure user
privacy while delivering effective targeting solutions.

Multi-channel reach has become essential for engaging
audiences across various platforms and devices.
Advertisers integrate campaigns seamlessly across
desktop, mobile, tablet, connected TV, and social media.
They maintain consistent messaging and enhance user
experiences. Al-powered dynamic creative optimization
(DCO) allows for personalization at scale, delivering
tailored ad experiences to millions of users.
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Automating bidding with Al algorithms has
revolutionized real-time auctions, enhancing efficiency,
precision, and cost-effectiveness. These algorithms
continuously learn and adapt to changing market
conditions, ensuring optimal bidding strategies and
improved campaign performance,

The programmatic advertising ecosystem is also
characterized by emerging innovations. These include
the launch of new solutions that prioritize transparency
and advanced targeting. Companies like December19
and SoundStack are leading with their innovative
products. They address key industry challenges and
drive growth in the digital advertising space.

The industry continues to evolve. Advertisers must stay
ahead of these trends. They should leverage the latest
technologies to achieve their marketing objectives.
They can embrace Al, machine learning, and
privacy-centric solutions. This allows them to navigate
the complexities of programmatic advertising. They can
deliver impactful campaigns that resonate with their
audiences.
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