2024 MENA
PROGRAMMATIC
INSIGHTS

2022

80%  66%

Programmatic went through a perceived
decline vs Direct/IO, in past 2 years

2024 " X
Programmatic

Guaranteed is the
preferred programmatic
direct deal type in 2024"

Display Video YouTube CTV  Video CTV Sponsored Other (eg: d
1

A 60%
Programmatic
became more 40%
important in every S - .
format than 20% i ;
expected two . . ! :
yea rs ag (o] (instream and (non-Youtube Content : DOOH, Audlo)
outstream) incl OTT, VOD) L H
2022 B 2024

Performance stands out as primary driver for choosing programmatic
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Programmatic is
perceived to be most
reliant on 1% party data
compared to predictions
of two years ago
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—Declined in past two years—
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Interest, context and location data perceived to be most important types of programmatic

data, while commerce data didn't live up to its predicted importance

Source: IAB MENA Programmatic Insights Survey, Apr-May 2024. Sample Size 75.
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