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— Foreword

Rachel Smith
CEO

ExchangeWire

The business of media, marketing and commerce

2024 has the potential to be pivotal
for the entire media ecosystem.

As we finally bid farewell to third-
party cookies, ad tech has an
opportunity for genuine invention,
while the rise of Al will continue

to redefine how we optimise,
create and discover content.

In ExchangeWire’s Industry Review
2024, arange of industry-leading
agencies, publishers, brands, and
tech vendors share their views on
the direction the market is heading
over the next 12 months.

For the first time, you’ll also find
eight new MadTech Sketches from
ExchangeWire CSO Ciaran O’Kane,
outlining the issues and potential
solutions to the challenges we’ve
laid out.

These are the eight pillars that
are making the worlds of media,
marketing, and e-commerce
think, create, and innovate:

www.exchangewire.com/industry-review
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Artificialintelligence grabbed the
headlinesin 2023 as rapid development
led to mainstream applications through
ChatGPT, Bard etc. Al will shape the
industry in the coming decade and will
have ahugeimpact on everything from
creative production to planning and
optimisation.

Futureof TV

We asanindustry need toredefine TV:
it'sneitherlinearnorCTV, it’'sjust TV.
We now need to understand how we
aggregate, activate and measure this
new ecosystem. As the streaming wars
heat up and the marketplace further
fragments, the eyes of the industry
willbe onTVin2024.

=

Sustainability

Sustainability and DEl are fundamental
to the marketing and advertising
industry. Not only do all businessesin the
industry have to take responsibility for
theirenvironmental and social impact,
we also need to leverage our collective
influence to create change.

4
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Attention

Post-cookie Technology The battle forattention has never

been fiercer. Thisis a whole new
category foradtechthatincreasesin
importance as we get closer to ‘cookie
deprecationday’. Attention measures
true engagement and has second and
third order effects for sustainability,
efficiency andimproving monetisation
forbothbuyers andsellers.

Thisisit, the year of third-party cookie
deprecation. The industry must build
new technology that fills this signal

void. Innovation will be necessary to
solve this existential problem especially
concerning targeting and measurement.

&

Retail Media

In2023, retailmediarose tobecome a Curation
playing field with ‘eye-watering margins’
that everyone wantedinon. Torealise
the full potential of this category, we
need to think beyond sub-scale: a
thousandretail media sites need tobe
packaged forbuyers. We need to see
the aggregation of retailand commerce
media sitesin orderto access audiences
atscale.

Curationis the framework formodern
programmatic buying and selling. It
willenhance existing inventory, making
it possible to trade against specific
campaigns objectives — such as
sustainability, attention, search

signals and DEI.

Gaming

Gaming has become a major source
of entertainment across the globe,
capturing a massive and diverse
audience. Engaging andinteractive,
in-game ads offeradirectroutetoa
huge swathe of target markets.
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— Al

Arecentindustry study
revealed that two-thirds
of brands and advertising
agencies already use
artificialintelligence (Al) in
their work, and 95% intend
to use it within the next
two years. While the most
common use case today

is building and targeting
audiencesin programmatic
advertising, more creative
applications are emerging.

Soperhaps the bigquestionis, can
Alscale app businesses?

The answeris100% yes — the trend
is definitely extendinginto the world
of mobile apps and advertising. Alis
agame-changerformobile apps,
andin2024, app businesses will
leverageittoforge aclear pathway
toaccelerated growth.

Infact, with several compelling
applications for Al alreadyinplay —
and more to surface over the next

12 months — app business across
categories will see tremendous
growthinthe comingyear. Here’s
where Alis already having animpact.

Faster content creation extends
the longevity of assets

Alcan expedite content generation
anditerate based onanumberof
criteriathatimpact businessresults
today and tomorrow. Forexample, a
brand may have anitemforsaleinthe
summeranddisplay product photos
thatinclude abeachbackground,
straw hat, and sandals. During the
coldermonths, that same product
photo could quickly be updated with
boots, ascarf,and asnow-covered

www.exchangewire.com/industry-review
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» a big year,

landscape. “Inthe fashionindustry,
you have aton of different products
andyouwant to test different
backgrounds,” says Charlene Phan,
Director of Growth at Poshmark.
“Butnowit’swinterandyouwant to
relist thisitem. Alcanchange sandals
intoboots quickly and seamlessly.”
Throughthis approach, brands are
able tosell surplusinventory without
creatingnew assets, conserving
resourcesandtime.

This dynamic content optimisation
canwork foralmost any retailer:
theideal Father’s Day gift could be
promoted againonBlack Friday witha
holiday theme. The potential beyond
retailis also limitless, and we’re looking
forwardto seeinghow otherapps
adopt this tactic.

Customises ad creative
forimproved campaign
performance

The advantages of Al also extend

to producing high-impactad
creative, whichis the key to success

in performance marketing. With
talented expertsincluding SparkLabs,
ApplLovin’sin-house creative team,
leveraging the power of Al, creative
elements canbe generated quickly,
enabling app marketers torapidly test
and deploy ads that drive the highest
ROI. Thisiterative use of Al tools allows
forthe exploration of various voice,
video, music, art,and animation
styles, fast-tracking the marketability
testing of ad variations. Itcaneven
instantaneously translate ads and
video assets, including CTV, into
otherlanguages.

Like dynamicin-app content, this Al
applicationisrelatively low-hanging
fruit forapp businesses, andwe
suspectmore and more of them

&

Andrey Kazakov
VP of Demand &
Non-Gaming

A\ APPLOVIN

willleverage this tactictoengage
andwinusers.

Optimises user onboarding flows
and improves retention

Forany app business, fostering
long-termuserretentionis essential.
Al-driven personalisation plays a
pivotalrole here: it helps customise
features orcontent to suit specific
user cohort’s preferences, making
the app more appealing and “stickier”
tothem. It canalso helpimprove the
onboarding experience, whichis the
first critical step foruserretention.
customerrelationship management
(CRM), like Salesforce and HubSpot,
canbe apowerful tool due to the
vastdatasetsthat fuel predictive
Almodelsthat canenhance user
engagement. App businesses
canidentify friction points and
optimise theironboarding flow by
understanding where and what

kind of users convert the most.

We anticipate that more app
businesses, particularly those outside
of retail, willuse Al to analyse and
optimise theirapp onboarding. Thisis
amake-or-breakmomentinthe user’s
relationship withan app:if there’s
anyfrictionatall, the usermay never
openthe app again! Understandably,
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Headway m

A APPLOVIN

AppDiscovery’s
Al-based advertising

A
A

engine helped Headway

grow their subscriber
base quickly and

profitably

creating adelightful onboarding
experience is atop priority forany
app developer, and Alwillbecome
astandardtoolto support this
pivotal step.

Powers faster and more
accurate UA

Alempowers performance marketers
to targetuserswith greateraccuracy,
driving performance at scale. Itlearns
muchfasterthanlegacy advertising
platforms, so campaigns are launched
and optimisedinafraction of the
time — and afraction of the cost.

With the fasterlearning speed, fewer
datapoints are required to fine-tune
campaigns, solessbudgetis spent
before the campaignruns withan
optimalreturnonadspend (ROAS).

Overtime, Alanalyses historical data
anduserbehavior patterns to predict
future behaviors andtrends. These
algorithms canidentify potential new
users ortailormarketing strategies to
targetusers more effectively. Even
better,campaignautomation has
improved with Al. Itmore accurately
determines where to spendto

deliveronKPIs. The need formanual
optimisation and campaign filtering
is effectively eliminated, resultingin
increased efficiency foradvertisers
of all sizes.

This worked especially well for
Headway, aneducationapp that relies
onAppLovin’'s AppDiscovery platform
toacquireitsusers. The platform’s
Altechnology allowed Headway to
quickly setup and runcampaigns
optimised foracost-per-event (CPE)
that allowed themto acquire new
subscribers profitably — and they
were able toincrease their paid

users by 5X.

Improved efficiencies drive
accelerated growth

Overthe pastfewyears, Alhas
emerged as an essential toolset for
mobile developers across categories.
Now, it’smaturing and helping these
businesses discovernew efficiencies
in all aspects of theiroperations,
accelerating growthand driving
massive scale. As Alis getting smarter,
more powerful,and more prevalent
inourindustry,embracingit will help

5x

INCREASE ON
SUBSCRIBERS

72%

INCREASE IN
SPEND

~
A

app businesses not only achieve their
goalsbutexceedthem.

With Al supporting theirbusinesses
by guiding content and powering
performance campaigns, forward-
thinking app developers canleap
ahead of the competitioninthe New
Year, targeting, winning, and retaining
exactly theright users @

2 ) Y

“Because the Al
advertising engine
optimises campaigns
so efficiently, and the
performanceis so stable,
we’ve been able to keep
manual management
and oversight to abare
minimum.”
YanaKostiuk

UserAcquisitionManager,
Headway
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Inthe era of rapid artificial
intelligence (Al) adoption,
the creative landscapeis
undergoing a profound
renaissance, and
marketers whoresist this
transformative wave risk
being left behind.

We find ourselves at the epicenter of
acreative revolution, marked by the
rise of short-formvideos, widespread
integration of generative Al, the
decline of third-party identifiers,

and the dominance of socialmedia
asthe hub forsearch and sharing.
Astaggering half of the global
populationengage with social
networks monthly, compelling brands
to produce fresh, personalised
content. Inthisrenaissance, creative,
not media, emerges as the paramount
performance lever.

According to Smartly’s annual global
digital trends survey, there hasbeena
significant shiftin marketer’s budget
allocation comparedto years past,
with79% of respondents dedicating
51% to 75% of their overallbudget to
socialmediaadvertising. This marks
asubstantialincrease from 2023,
where no marketer spent more

than 50% of theirbudget on social
media advertising.

Behind this spending shiftis the
realisationamong marketers of the
substantial gains and opportunities
within the walled garden of social
media. Al-powered creativity is
emerging as the driving force, with
70% of anad's success attributed to
the creative, according to Google.

www.exchangewire.com/industry-review
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reative revolution:
innovation reshapes

gies

Marketers are reallocatingbudgets
to stayrelevantinthis newreality.

Inasocial-dominant advertising
ecosystemwhere entertainment
and commerce converge,
consumers seek experiences, not
justconnections. The quality of ad
creative, delivered at theright time
withtheright message, becomes the
differentiatorthat stops the scrolland
inspires engagement. Successful
brands, bothlegacy and disruptive,
are embracing Al-powered creative
techtoachieve thisat scale across
platforms.

Global marketers, fromlegacy
brands like JcPenney and Western
Unionto tech-forward brands like
TripAdvisor and digitally native brands
like TechStyle and HelloFresh, are
leveraging creative technology to
gainacompetitive edge.

Despite technological
advancements, challenges persist
increative asset productionand

ad management. For58% of
respondents, sourcing assets

to produce adsremains a major
challenge. Thisunderscores the need
for Al-powered creative technology
to streamline the process.

Generative Al takes centerstage asa
solutionto the challenge of delivering
timely and engaging content across
diverse socialchannels. Its ability to
automate tasks, generate creative
content, and personalise experiences
positionsitasagame-changer.

What once took weeks cannow be
accomplishedin minutes, making
itavaluable co-pilot formarketers,
creators, and designers.

OliMarlow-Thomas
ChiefInnovation Officer

=™ SMARTLY.10

As brands grapple withthe demand
forplatform-native creative,
particularlyinthe shift towards
short-formyvideo and creator-

led content, Generative Aland
creative technology have become
indispensable tools. They enable the
production of engaging ads that align
withthe look and feel of the platform
without sacrificing quality.

The paradigm shift brought about
by generative Alis poised to make
socialmediaand the openweb more
visually captivating, creative, and
video-oriented. The bridge between
creative, intelligence, and media
buying positions generative Al as
the most powerful performance
lever of ourtime.

Toleadinthis new frontierand
navigate the next age of creativity,
marketers must wholeheartedly
embrace and apply generative Al
technology as theirco-pilot. The
future performance of creative
endeavors hinges on this strategic
adoption @
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What are your main challenges when producing

creative assets?

Sourcing assets to produce the ads (UGC, stock image,
sounds, ete.)

Finding the best practices for each
channel platform

Personalising ereative and ensuring variations adhere to
platform-specific specs

Ensuring I'm following the brand guidelines on

aach asset

Number of agsets needed, and the manual
work invelved

Time for creativity and finding
naw ideas

Creating assets based on historical
performance data

Receiving data on creative
performance

The review and approval process happening in many
different places

Testing creative concepts and
variations

Ad rejected by the platform and time to fix
the assets

2 )

“For 58% of respondents, sourcing assets to produce
ads remains a major challenge. This underscores the
need for Al-powered creative technology to
streamline the process.”

OliMarlow-Thomas
ChiefInnovation Officer
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Permele Doyle
Founderand President,
Billion DollarBoy

OO

Generative Al s this year’s buzzword for
2023 — officially being recognised as such
by the Collins dictionary. But where this
year has been characterised by the hype
and excitement around the tech, next year
we will start to see what lies below the tip
of theiceberg.

Todate, the adindustry has predominantly used Al to
perform menial tasks to lighten workload — forexample,
using Chat GPT for script writing and ideation. A few brave
‘first movers’ have alsoinvested ad spend to exploreits
potential too. We've already successfully partnered with
three householdretail brands oninfluencer marketing
campaigns and found that generative Al can also power
creativity and deliverimpressive marketing campaign
results through eye-catching creative assets and
valuable early learnings.

Nextyearthough, we will see thatmomentum accelerate
andthe technology willtruly start to disrupt the creator
economy and advertisingindustry as adoptionincreases.
That means awidervariety of generative Al tools willbe
used, at a higherlevel of professionalism andto perform
abroaderrange of processes. As confidence in the tech
grows, 2024 will also see anew wave of second and third
mover brands explore its capabilities.

At Billion Dollar Boy, we recently launched Muse in
anticipation of Al's growinginfluence in the sector. Muse
isanewinnovationunit designedto explore emerging
technologies andfollows a sixmonthinvestigative
processincluding new, independent research. The results
demonstrate why brands are increasinginvestmentinthe
techwithin the creatoreconomy, revealingits growing
popularity with three-in-five consumers (60%) preferring
creator contentdesigned using the technology and
four-in-five creators (81%) reporting more favourable
audience engagement @

www.exchangewire.com/industry-review
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lan Manning
CEO
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There is no doubt that Al has and will
continue to disrupt businesses at pace.
From more effective process optimisation
through Al powered target segments
through personalised brand experiences.
But for Al to truly live up to the hype, there
are anumber of challenges that need to
be fully understood.

InarecentlABMENA insights survey, over half of
respondents feltthe industry wasn’t ready to adapt
tonewtechnologies such as Alwithlack of qualified
candidates beingthe biggest challenge.

Otherbarriers to adoption are, interestingly, more
aboutlack of detailed understanding and limited
confidenceinthe trustworthiness and accuracy of

the outcomes, more thanfearfactors. Respondents
highlight alevel of nervousness around the risks of both
data privacy and negative outcomes through bias or
otherethical challenges. Evenwhere trustworthy datais
available and accurate, factors like data security, limiting
bias, misinformation and protecting IP rights need to

be managed.

Although oftenseenas a cost saving opportunity, the
financial challenges to developing custom Al solutions
could shift the market. More investment in systems or
usingindependent data sets potentially skew success to
larger (wealthier) companies, makingit harderforsmall
businessestocompete and thrive.

Inaddition, if generative Al or other personalised
experiencesreduce traffic to publishers, this could reduce
the opportunity formonetisation of their content. Could
we see large publishers block LLM’s crawling their content
creating apotentiallyunbalanced data setand/ornew
monetisation models, changing the traditional advertising
funded modelinamore extreme scenario? @
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I PreetiNaini

1 © ProductManager,
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GoCiTy

2024 will be a pivotal phase of implementing
Generative Al across consumer applications
andrefining feedbackloops.

Travel,e-commerce, media, and entertainmentindustries are
exponentiallyincreasinginvestmentsin Alto enhance consumer
experiences and streamline operational workflows aligning to
evolving preferences.

Al, beyonditsroleinvirtual assistants like Alexaand Google, has
significant potential toinfluence consumer experiences and
decision-making. Thisis particularly relevant for travel and tourism.

Consumer preferences are shifting from manualresearch to a more
passive approach, expecting high standards of easy access to
accurateinformation. This makes itimperative for businesses to
adopt Al to stay competitive. While Al usage willinevitably grow,
businesses must evaluate:

o Theright time forinvestment
o Risksassociated withdelaying adoption
o Human oversight foraccurateimplementation

The tourismindustry experienced substantial growthin 2023,
whichledto notable changesin consumer prioritiesincluding
advanced planning, safety, and higher quality travel.

At Go City, we're utilising Al to manage the fundamental aspects

of crafting outstanding holidays, includingrecommendations
tailored to user preferences and utilising historical dataand
knowledge of sightseeing patterns to provide personalised
suggestions. We envision Alagents will soon manage many aspects
of travel planningincludingitineraries, reservations, and customer
serviceindestination. Ourgoalis to empower "the machine" to
domore, while our customers enjoy theirbest city breaks.

Asbusinesses embrace Al, risks around regulatory compliance,
privacy and accuracy arise. Ethical use and commitment to human
reviews and fine-tuning are essential forsuccess @
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If you saw this story, does
that meanyoureadit? When
it comes to our mobile and
digital worlds, attentionis
divided. Thingscanbeon
screen, but thatdoesn’t
mean we see them. While
competinginfluences

may be infinite, our
attentionis finite.

Video ads have become increasingly
popularoverthe last couple of years
thanks to theirvaluein capturing
people’s attention. Visualmovement
drawsineyeballs, allowsyoutotella
longerstory, and engages users for
extended moments. The good newsis
that the popularity of video ads shows
thatpeoplerecognise the value of
attention. The bad newsis that brands
stop here and don’t explore how to
maximise the attention opportunity.

The matter of attentionin 2024

Thelastyear saw brands shift their
metrics from viewability to attention.
Leading attention experts Lumen
Research and Amplified Intelligence
have found that attentioncanhave an
exponentialimpactonbrandrecall
and eventual outcomes (including
sales).In 2024, harnessing these new
metrics to seek attentive outcomes
willtake centerstage.

The simple matteris thatif avideo ad
isonapagedoesn’'tmeanitwas seen.
Statistafound that 66% of people will
skip avideo adassoonas giventhe
option. Social feeds makeit easy just
tozip pastadsnomatterhow great
they are. Youneedan environment
that provides and encourages users
to give ads theirundivided attention.
Andyes, they do exist!

www.exchangewire.com/industry-review
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on: the advertising trend

ur full focus

Where attentiondivides
onmobile

Thereality is environments like social
media caterto consumers' wants,
whichis why skip buttons and endless
feeds exist. Whenfingersand eyes
work to find infotainment, publishers
don’twant to annoy users by forcing
adsuponthem.Instead, ads often
“‘compete” with content onapage.
Inotherwords, yourads are on
cluttered pageswhere usersare
encouragedtoignore them.

These conditions set up brands to fail,
andthe databacks that up. Statista
reports that only 19% of people will
evenwatchanadifit’srelevantto
them. And eventhen, as shownin

our chart, the average amount of
attentionforskippable, bumper/pre-
roll, orin-feedvideo ads onpopular
socialchannelsis only afew seconds.
While the reach of social media may
help yourbrand gainawarenessin
this environment, makingreal brand
connectionsis much more difficult.

How cooperation creates
undivided attention

Maximising attentive outcomes
relies on finding moments where
divided attentioncanbecome
undivided. What brands should
seek are publisherformats that

are “cooperative” tothem. Being
cooperative means that publishers
create natural breaks that are non-
interruptive to play video adsin their
entirety — no skip buttons allowed!

Considerhow network TV setsup ads
foryourfavorite sitcom. The show
plays a dramatic scene, the music
rises, the screenfadestoblack, and
the consumerknows they have afew
minutes of commercials coming up.

JonHudson
SeniorVice President,
Global Revenue

/. Digital
‘%’ Turbine

Sporting events on network TV work
the same way. Commercials come at
expected moments whenthere are
natural breaksinthe action, like aftera
score, at halftime, orduring atimeout.

Inthese cooperations, boththe
network andbrands getwhat

they want out of the engagement.
Publishers don’tforceanad on
viewers and brands are happy that
theirgreat creative spot canruninit’s
entirety. The cooperation works as
you cansee fromthe chart: television
more thandoubles the attentive
secondsyou cangetonsocial
platforms.

Where undivided attention
roams on mobile

There are mobile environments that
duplicate the cooperative format we
findonnetwork TV. Natural breaks,
similarto TV.commercials, are
commoninmobile games. Players
take a pause afteramovein Scrabble
orbetweenlevels of Candy Crush.
This pause allows amoment of
cooperationwhere the consumercan
take abreath, the advertisercantell
its story, and the publishercan make
revenue withoutinterrupting

the player.
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Cooperative Ad Formats Deliver the Highest Attention

= DT Mobile

In-Game Video

TV (30)

Skippable

Bumper/Pre-Roll o ©

1O

In-Feed

Sources

4.5 secs

1.7 secs

TV: Tvision/Lumen UK Tv Panel | YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels
Press: Lumen Omnibus | OOH: AM4DOOH project IG, FB Watch, TikTok: Lumen studies (weighted to
be consistent with passive panel) | DT and Gaming: Lumen custom study

Bumper/Pre-roll and In-Feed are an average of multiple channels indicated in the chart

Many games also offerrewarded
video ads, whicharen’tinterruptive
AND provide tangible benefits for the
userthey canuseinthe game. This
notonly serves as a cooperationthat
doesn’tannoy the user, but also gives
them something that helps theirgame
play — a true win-win-win!

Games also add alevel of interactivity
that helps capture undivided
attention. While on social platforms
users are attuned to skip and scroll

to find something, ingames they’'ve
already chosentobeinthe game

they are playing. Theirfingers aren’t
working to find what’s next, they

are engaging withthe gameplay.
Addinginteractivity tovideo ads

in this environment can provide an
additional boost of attention. As our
chart shows, in-game rewarded video
adsmore than double the attention
yougetonnetwork TV andyield 5-10x
more attentive seconds thanyou get
onsocial platforms.

Giving your undivided attention
toundivided attentionin 2024

Allthiscomes when most people

are focused ontargeting because

of Google’s upcoming privacy
changes. Andwhile it’s true that
targeting willbecome more difficult,
your ad spend will stillbe non-optimal
if you targetwithout attentive
outcomes. Afterall, doesit matter

if youfindtheright personif they
don’tpay attention?

Targetingwithout attention will leave
your brand without the attention
youwantin2024.To get theresults
desired, the focus needs to shift
fromjust targeting to targeting with
attention. Savvy brands shouldlook
tore-allocate spending towards a
media mix that not only helps find
therightperson, butalsoinaplace
where they are willing to listen @

“Does it matterif you
find the right person
if they don’t pay
attention? Targeting
without attention will
leave your brand on the
sidelinesin 2024. Savvy
brands should look for
amedia mix that not
only helps find the right
person, but finds them
inaplace where they
are willing to listen.”
JonHudson

SeniorVice President, Global
Revenue, Digital Turbine
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—> Attention
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Since shifting to a subscription model,
Telegraph Media Group has had to
reimagine the role advertising plays.

My job has been to prove that when done
correctly, advertising is additive to the
subscriber experience. Now with four
years of effectiveness data from
researching and optimising campaigns,
here are my key learnings.

Anthony Crocker
Head of Commercial
Success

The Teleqraph

Understand the impact of your environment

Ourstudies show that trusted content lends value to the
advertising that shares the space. Advertisers on high-
quality sites are perceived to be morereputable and
likeable. They are also more likely to be remembered. We
have also proved that hard news, whichis often avoided
by brands, canalso deliver powerful results foradvertisers
onpremium publishersites. Integral Ad Science findings
further support this. They have shownthat the perception
of the contenthas adirectimpact onpurchase decisions
forasmany as 70 percent of consumers.

Advertising to engage, not enrage

Most people become frustrated when advertising
blocksaccesstothe content they wantto see. Whenwe
reimagined our subscribers’ experience, we made sure
that brands share the screenresponsibly, rendering after
the contentinto predefined spaces so that the journalism
doesn’'tjump around. We also went big, using cinematic
formatsto help brands stand out, tell their story andreally
engagereaders.
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Utilise all attention metrics

Thereisno suchthingas a ‘silver bullet’ metric.

Without a fully transparent and holistic view of areader’s
engagementyourisk fallinginto the trap of gamed metrics
andfail to understand the true picture around cause

and effect. Telegraph Media Group has created abest-
practicerulebook toinformthe right delivery levers to

use for positive advertiserand reader outcomes.

Stay relevant

Brands should choose publishers that align with their
values to drive affinity. They should also be consistent
intheirmessaging. Campaigns that are active for four
months orlongerare 41 percent more effective indriving
preference compared to those active foronly one month.

Creativity is key

Akey part of myresearchhas been provingtheimpact of
good creative design. Rich media assets, interactivity —
suchas shoppable components —and aclearmessage
witha callto actioncandouble preference and action
intent, which ultimately boosts profits @
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LiamBrennan

Managing Director,
Responsible Marketing Agency

Theincreased industry discussion around
attentionin mediais part of arenewed
conversation around the quality of the
media we buy, and how much advertisers
are willing to pay for that quality.

In2023, planning and buying to attention — as opposedto
one-off testing — became amore standardised practice.
That helped agencies andin-house teams prioritise which
partners, placements and formats were driving the best
outcomes. Italso had a positive halo effect by reducing the
carbon footprint of brands’ mediabuys —inthat anad that
isn't seen oreffective is wasteful — and providing a better
rationale forthe streamlining of site and supplierlists.

However, although attention still feels like amedia
conversation, attention’s best applicationremainsin

the creative space. Creativity provides 47% of the total
salesimpact, so while advertisers now understand that
paying apremiumforthe opportunity of high attention can
pay dividends, you’re not taking fulladvantage if you're
running ineffective creative inthose placements.

Many brands have understood this and pre-test their
creative before running, orre-run proven five-star creative
untilburnout.In2024, expect more brands to use tech

like Playground XYZ or System1that provides themwitha
more real-time feedbackloop on creative performance
withrespect to attention —improving advertising
effectiveness andreducing production costs and
carbonimpact @
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Michelle Sarpong
- \ Commercial Lead

K

Itis clear we are very muchlivinginan
Attention Economy, in which consumer
attentionis a scarce and valued resource.

Publishers and agencies have been discussing the
importance of attentionforover5years (in some cases
longer) but frankly the question we need to askis: what
will finally move the entire industry to finally include
attentionmetricsinall digital activity?

I believe the only way this shift willhappen collectively is
if ahuge global client makes a stand and demands this
across all their digital marketing activity. Just like in 2017
when Marc Pritchard called out the lack of transparency
inmediait naturally galvanised the industry to take action
and accountably. Until a similarmovement happens, we
maybe talking about attention formany more years to
come with minimal strides taken @
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Sustainability

Why Sustainability ¢ DE¢I Will Underpin Media Buying.
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—> Sustainability

2023 was the yearin which
the advertising industry,
and ad techin particular,
became aware of itsimpact
on the environment.
Research studies showed
us that the digital economy,
whichincludes the online
advertising industry, is
responsible for 3.7% of
global greenhouse gas
emissions.

Acloserlookat the programmatic
supply chainreveals the massive
volume of data transferthat goesinto
deliveringasingle adimpression. The
data centers that powerourindustry
require atremendous amount of
electricity thatlargely comes from
fossilfuel-based energy sources,
hence the connection between
adtechanditsimpactonthe
environment.

2024 willbe the yearinwhichwe
transform from awareness to action.
As anindustry, we canand must create
new, innovative solutions toreduce
the waste inallforms of advertising,
especially digital. Indoing so, we
make progress towards our collective
effortstoreduce the carbonfootprint
of the digital media supply chain.

Fortunately, thereis great work being
doneinthisareaand we are seeing
alot of momentumtowards these
initiatives aswe headinto the newyear.

AdNetZero, the adindustry’snon-
profit organisation focused onthe
decarbonisation of advertising

and media, continues to expand

its global footprint, with over 200
supporting companies worldwide,
andnew regional chapters expected
tolaunch throughout the year.

www.exchangewire.com/industry-review
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Duration Media has beenamulti-
country supporterof Ad Net Zero
since early 2023 and we’re actively
involvedin several of Ad NetZero’s
working groups. As more brands,
agencies and mediacompanies
getinvolvedinthisimportant
organization, we will continue to see
new innovative solutions towards the
decarbonisation of allaspects of the
advertisingindustry.

Additionally, The Global Alliance
forResponsible Mediais expected
toreleaseitsindustry standard for
measuring emissionsinmediainthe
first half of the year. This will provide
buyers and sellers with the ability to
quantify the environmentalimpact
of allforms of advertising, using
aconsistentmethodology. Our
current phase of “pre-competitive
collaboration” will evolve into one of
realinnovationand progress.

Several companies are already
providing solutions for estimating
the emissions frommedia. These
solutions are being used by demand
and supply side platforms to curate
“greener” buying paths based on
lower estimated carbon footprints.
“Greener” buying paths are an
important step towards decarbonising
the digitalmedialandscape, but there
ismorewe canbedoing.

At Duration Media, we focus on
curating “green” impressions, and
empowering publishers with the
ability to offerlow carbon campaigns
to theirbuyers that also produce high
advertiservalue and ROI, while still
drivingrevenue andimprovingyield
forthe media owner. To do this, we
focuson 3 key areas of datawaste
within programmatic advertising:
bidrequests, cookie syncsand
non-viewable ads.
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Brian Murphy
Chief Revenue Officer

") DURATION
g MEDIA

Accordingto Jounce Media, itcan
take asmany as 135 bidrequests
todeliverasingle programmatic
displayimpression, not to mention
allthe cookie syncs. And we know
that, conservatively, 30% of digital
adsareneverseenbyanenduser.
Sequency™, the latestad tech
solution from Duration Media, gives
publishers the opportunity to address
the carbon problem by tackling all
three of these key areas.

With asimple, 10-minute setupin
GAM, apublisher canreadviewability
signals of animpressioninreal time,
and create apod of incremental,
highly viewable impressions without
the need for more wasteful bid
requests. Publishers are seeing 41%-
68% incrementalimpressions, which
canbesoldasPMPs, directdealsoras
addedvalue. Theseimpressions are
highly viewable andrequire just one
bidrequest, dramatically reducing
the carbon footprint of amedia buy
while creating new revenue streams
formediaowners.

Advertisersusing Sequency™ are
seeinga36%-40%reductioninthe
estimated carbon emissions from
theircampaigns, while achievingan
average viewability of 90% or higher.
Asmore brands and agencieslook for
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Campaign Results: Metrics

Campaign results show that Sequency™ substantially reduces estimated carbon emissions compared to a standard programmatic
display ad buy with the same impressions volume.

Metrics Baseline

Est. Bid Requests 213,300,000

Est. gCO2e

Est. CO2e Reduction

2 )

“lam a big fan of
Duration Media’s
marketplace and their
executive team. Their
technologyis light and
easy todeploy and
we are thrilled with
the premium CPMs
and pure incremental
revenue. | highly
recommend them to
any publisherlooking
toimproveyield witha
light operational lift.”

Lincoln Gunn
VP Programmatic Revenue,
Operationsand Data
Partnerships

403,058

Sequency Ad #1 Sequency Ad 52 Sequency Ad £3
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G] MEDIA

Sequency Ad =4 Total

By eliminating unnecessary bid requests, Sequency ™

drives an estimated 36.4% reduction in CO2

ways to lowerthe carbon footprint of
theirmedia supply chains, publishers
that offersolutions like Sequency™
willbe ata clearadvantage.

2024 is shapingup tobe achallenging
year forpublishers, many of whomrrisk
beingleft off mediabuysbecause
they’reidentified as “high carbon
emitters” based ontheiradtech
integrations, ads.txt files orby
beinglabeled as “Made for
Advertising” properties.

The movement to cleanup
programmatic advertisingis an
important one. But at Duration Medlia,
we believe publishers should have
the ability to offerreal, low-carbon
ad solutions to theirbuyers that
don’tpose arisk to theirrevenue. By
curatingincremental, highly viewable
impressions thatreduce carbon
emissions, publishers canbe “green”
while stilldriving real business results.

Duration Mediais also acompany that
“walks the walk” whenitcomesto
authentic climate action. In addition

to creatinginnovative, low carbon ad
products, we have also conducted
ourown corporate GHG emissions
inventory and we are reporting our
2022 verified emissions data with
The Climate Registry, aleading NGO
dedicatedto emissions disclosure.
We’re also validating our science
basedtarget with the Science Based
Targetsinitiative (SBTi). These are
stepsthat alladvertising companies
should be taking, especially ones
offering “green” media solutions.

Aswe headinto 2024, advertisers will
continue tolook to their partners for
solutions that help themreduce the
environmentalimpact of theirmedia
supply chains, while also driving
value and hitting KPIs. Duration
Media’s Sequency™ ad tech solution
enables publishers to meet the
growing demand for “green” media
innovations, while also growing
revenue andimprovingyield, creating
purpose and profit for the entire ad
techecosystem @
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—> Sustainability

Luke Bozeat
COO

group™™

The advertising industry is moving in
theright directionin terms of its mindset
around sustainability, with increasing
momentum around the need to
decarbonise our ecosystem. The

reality is, in terms of real action and
progress, we still have some way to go.

At GroupM we have worked hard to lead the marketin

this space, with our cutting edge carbon calculator now
able to provide omnichannel measurement of campaign
carbonoutput. We also helped designthe IPA’'s open
source carbon calculator to ensure the whole industry
could tapinto thisresource. But still, the problemwith lack
of standardisation across the industry persists. Publishers
andvendors are under pressure from advertisers to
measure emissions but without being given consistent
guidance onwhat dataisimportant. What's more, some
of the sustainability terms bandied about are barely
agreed uponwhenit comes to a definition within the
advertising space.

We need to come togetherasanindustry to create
cohesive and standardised ways of measuring carbon
emissions. Critically, we need to knowledge share around
how teams have found ways to mitigate campaign
emissions and support greenertechnologies. The climate
crisisis biggerthan our competitiveness for clients.
Analigned approachis the only way we can all make
realprogress @
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Dhruv Menon
. DigitalMedialLead,
Team Unilever

MINDSHARE

The internet today stands as a formidable
producer of an astounding 1billion tonnes
of greenhouse gases annually, a figure

on par with the global aviationindustry's
environmental footprint.

Witha55% contributionto the advertisingindustry’s
total carbon emissions, the digital mediaindustry needs
toreduceits emissions significantly. The year2023
witnessed a surgeinawareness regarding emission
reductionwithinthe digital domain, setting the stage
for2024 to emerge as a pivotal period characterised

by intensified measurement and reduction efforts
undertaken by advertisers and publishers alike.

Agreentransformationisunderway where we are seeing
anincreasing number of publishers adopting green
practices by building Green Media Products (GMP) and
additionally, offsetting the emissions at no extra cost.
Thisindustry-wide shift towards sustainability is evident
by the way advertisers are extra cautious of where they
distribute theirmedia spending.

Notably, Mindshare, amedia service company within
GroupM, hasembraced the 3R framework — report,
reduce, andremove. Operatinginreal-time through
theirMindshare Emissions Dashboard, they meticulously
reportemissions perimpression, identifying high-
emission campaigns and creatives, then optimising
them for efficiency without compromising performance.
Thisyear, we anticipate anincrease in the adoption

and experimentation of green frameworks centered
onmeasuring emissions, buying strategies, recycling
creatives while incorporating automation.

This environmental commitment highlights the joint
responsibility of stakeholdersin guiding the industry
towards positive change. With a projected 9.07% growth
indigitalmediaby 2028, a collective effortis crucial to
curbthe associatedincrease inemissions @
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MaxMaharajh
Chief Executive Officer

BE A
BEAR

Do sustainability questions pose a moral
and ethical dilemma for marketing and
advertising?

Yep! If Unilever, who are behind some of the most
trusted brandsin ourhousehold cupboards, are being
investigated for greenwashing, it makesitharderforless
reputable brands to make noise in this space. Allbrands
need to understand how to communicate theirmessage
authentically with theiraudience, and tread the line
betweendoing theright thingand stillbeing profitable.
Not every business needs to emulate Patagonia.

Being transparent with customers, and inviting them to
supportthejourney, canhelp brands achieve those goals,
and buildlongertermbrand champions.

How does the industry pursue profit, and balance
theseresponsibilities?

Advertisers traditionally focus onthe returnthey’re getting.
If abrandislooking to build aname in sustainability, the
KPIs have to shift from simply analysing ROI, to looking at
sentimentand referral from existing customers. By nature,
if you’re asustainable brand —andyou’renot FMCG —

you are lesslikely to drive repeat orders, soreferrals from
existing brand champions canhelp the cause.

Will2024 be the year we see meaningful progress
on carbonreduction and socialimpact?

lhope thisyearis one thatleads to socialimpact. The
global politicallandscape and the memory of the
pandemicis likely to encourage more customers to expect
betterfromthe brands they want to associate with.

What are the schemes and metrics that can make
agenuine impact?

Allbusinesses needtolook deeperthan ROl ona quarterly,
orevenannual basis. For sustainability to work, which will
ensure theirbusinessis here in five-, ten- or fifteen-years’
time, they need towork on building arelationship with their
customers now. The key metric I'dlook at right nowis net
promoterscore: people might be buying off youbut are
they proud enough to tell everyone aboutyoutoo @
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—> Post-cookie Technology

Chrome will phase out
cookiesin2024. But what
comes after is still not
entirely clear. Part of the
problemis that cookies just
have come to encompass
so many differentuses

in advertising — notjust
around targeting, but
tyingintoidentity and
measurement too.

If youputregulationandbigtech
decisions aside, consumers are
already voting with their thumbs,
according to ourresearch, using the
methods already available to them
to opt out — fromVPNs toincognito
mode. From this standpoint, the
Chrome deadline starts to look like
justone part of the puzzle.

Cookie phase-outisalsonot
something new — Safaritook the
same step allthe way backin2020.

At this point, Chromeisjustthe last
bastion of the past — of how buying
and measuring digital audiences used
tobe. Andsince then, new people-
basedsignals have joined the list of
‘soontodepart’, fromIP addresses
tolink decoration.

The main questionthisyearis not
whatwe do about cookies, but how
totackle signalloss as awidertrend.
Andwhere we try to maintain the
status quo, will the history of cookies
repeatitself?

Modelling First Party Data

It's broadly accepted that brands’
own datamust be part of the solution.
And advertisers modelling that datais
alsolikely to also play akeyroleinthe
post-cookie world.

www.exchangewire.com/industry-review
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That said, there may wellbe no single
solutionto every use the cookie has
beenputto. Andinthe face of such
overwhelming change, simply using
that Ist party datain conjunction with
acookie-likereplacement might
seem like the path of leastresistance.
But we should also be aware of the
risks. Our Behind the Mask survey in
Novembersuggested that as many
as half of consumers would be even
more likely to hide theirdata from
brands that use email ormobile
numbers as analternative ID.

Ifitturns out these are not solutions
forthelong-term, butnextonApple
and Google’s hitlist, we may have to
ask some more searching questions
about changing ouroverall approach.
Ratherthanjust trying to maintain
businessasusualinthe face of —
let’'sfaceit — some fundamental
market shifts. But there are
alternatives emerging, looking to
modeland scale contextual or first
party data, without building profiles
ortracking the individual — like our
ownIntent Personas product, more
of which below.

Not Just (Beyond) Cookies

As mentioned above, it’s not
justabout the cookie. Cookie
deprecationis part of awider

trend of signalloss — IP addresses,
fingerprinting (also known as
deterministic or ‘cookieless’
targeting), location, mobile IDs, SDKs
andlink decoration are just some

of the othermethods also being
clamped downupon.

What tech gatekeepers are doing
hereis of course responding to
legislation — butlet’s not forget

also public opinion. Arguably, being
genuinely preparedfora post-cookie

NiallMoody
Chief Revenue Officer

Mo

INTERACTIVE

market might mean moving away from
theidea of people-based targeting
altogether. Away from profilingand
effectively tracking the individual
across everything they do online.

As signalsfade, new approaches
are alsoemerging. We are starting
to see some solutions that ease

the transition to apost-cookie
landscape, without buyers having
toradically alterthe way they work.

I would cite ourown Intent Personas
solution here — which allows brands
and agenciesto target specific
audience demographics, without
cookies, IDs, personal data or
profiling. While machine learning

is of course involved, the contexts
matching each one are subject to
‘realworld’ checks — thatis, verified
against apanel of actual people who
belong to those groups.

Obviously, machine learningand Al
are massive topics this year — but
what we must also be careful of here
isthat targetingdoesn’tbecome
evenmore of ablackboxasaresult.
Google’s Performance Max product,
among others, hasbeenaccused

of this. Whereas Intent Personas
isagoodexample of where Al-led
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BenAdams
Senior Client Manager
atiProspect

exampleis bidders simply ‘over-
. indexing’ to Chrome, and turning
. ablind eye to Apple audiences,
- amongothers, that cannot be
reachedatscale.

That’s quite a step down from the
- original promise of programmatic.

. solutions. Thereis still time to test
. andlearn.

Chrome willphase out cookiesin
: 2024.What comes afterisup tous @
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—> Post-cookie Technology

After several delays, 2024
promises to be the year

of reckoning for much of
programmatic advertising.

Asplatforms step up theirefforts

to curtail third-party cookies
(TPCs), fingerprinting, IP addresses,
encrypted deterministic IDs and
similar signals, most cookie-based
and cookieless solutions will rapidly
lose effectiveness. Whetherthe
actual deprecation deadlineis Q3
2024 0rQ12025, the industry has
but afew monthsto countenance
widespread signal loss.

The way we target, retarget and
prospect new audiences, cap
impressions and measure campaign
outcomes willchangeradically, and
2023 has markedthe firstchapter

of this transformation. Privacy
Enhancing Technologies (PETs)
previously onthe margins are gaining
momentum and, as more data about
theirperformance emerges, the trend
isaccelerating. Bothadvertisersand
publishers are launching structured
test-and-learnprogrammesto
identify technologies that can
complement Google and Apple’s
proprietary solutions.

The upcoming changes also offer

the opportunity to address some
historical flaws of the cookie

web. Inthe second half of 2023,
conversations with dozens of buyers
and sellers have revealed some trends
that willlikely continue into 2024.

The sell-side perspective

Afteryears of broken ad-tech
promises, the supply sideis
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vays of targeting,
)specting and measuring

emerging

approaching the cookieless transition
with clear priorities and expectations
fromtheirtech partners.

65% of the publishers we spoke
withmentioned the protection,
enrichmentand monetisation of
theirfirst-party data as a strategic
goal. Premium publishers withlarge
audienceswant to prevent the ‘data
leakage’ making theiraudiences
available elsewhere at unfairly cheap
CPMs, oftenon MFA sites. Vertical
champions withvaluable, niche
audiences are looking forways to
targetthose custom audiences
off-site. Theideathat atechvendor
cancollect datafromapublisherand
independently monetiseitelsewhere
is forthe birdsand nolonger
acceptedasinevitable.

Over half of the publishers we
interviewed see direct relationships
withthe advertisers as akey part
of theircommercial strategy, and
something they want toinvestin.
Programmatic guarantees, private
marketplace deals and curation
marketplaces areincreasingly
relevant to a cross-section of
publishers, asopen-market CPMs
continue tofall. Publisheralliances
willplay abigroleinproviding the
reach and frequency advertisers
expectintheirmediaplans.

90% of the publishers expect more
clarity onthe revenues theirtech
partnersbring. Vendors thatrely
onbidstream signals willneed to
better prove theirvalue to continue
winning the publishers’ trust. Those
deployed on-page willbe undereven
more pressure to deliverrevenues as
publishers row back onscript bloating.
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The buy-side perspective

Advertisers are showing anincreasing
appetite for privacy-focused
solutions that deliver the full suite

of marketing services.

75% of advertisers we have spoken
with have openly admitted that the
cookieless solutions they have tried
arenotdeliveringreachandfrequency.
Signallossis erodingmatchrates

and makingithardertocombine
scalable spending with highROI. And
thereis stronginterestinretargeting
technology thatcancomplement
Google’s Protected Audiences API.

Over90% of advertisers said that
attributionand measurementare
the key unresolved challenges for
programmatic advertising. While
attention metrics may offersome
help, cross-channel attribution

and measurement will require
common KPIs to measure campaign
effectiveness. Any technology

that candeliverdeterministic
measurement and attribution data
willwin advertisers’ trust —andlove.

The market has notyetembraced
Google’s Privacy Sandboxandno one
wants a single producttorule anentire
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Anonymous data delivers
flexibility and performance

Moving data processing to the device supports
all marketing use cases and protects user privacy

USER DEVICE

Domain 2

Damain 3

Domain X

industry. Especially one coming with

alist of conflicts of interestslonger
thana TCF consent string. Advertisers
and publishers want choice and
competition because the alternative
isto pay more and achieve less.

Therise of PETs

Reconcilingregulatory requirements,
browserrestrictions and commercial
objectivesrequires asector-wide
rethink. The Privacy Sandbox
exemplifies the sort of changes
beingproposed, but there are

ways of making the existingadtech
infrastructure fit for privacy.

Whilereliance onuseridentifiers
makes open auctions problematic,
deals offerascalable, tried-and-
tested activation pathway with strong
privacy guarantees. Forinstance,
Anonymised combines various PETs
like k-anonymity, on-device machine
learning and differential privacy to
leverage anonymised datawithin the
existingadtechinfrastructure. All the
key marketing functions (targeting,
retargeting, frequency capping,
lookalikes and measurement) are
delivered without disclosing personal
data, using guaranteed publisher
deals, advertiser-curated deals

and private marketplaces.
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“Thereis alot of apprehension
surrounding cookie deprecation
but we seeitasan exciting
opportunity for theindustry to
progress. Usinganonymised
dataindigital advertisingis abig
technologicalleap forward and
aligns very well with publishers'
ambition to better protect
and value theirfirst-party
audiences.”

Kate Barry
Chief Revenue Officer
atMumsnet

: If the old generation of data

companies created the privacy

© conundrum, the new generation

* mustsolve it without expecting
radical changes fromtherest of the

- industry. Maintaining ease of use as

. we transition away from personal data
- willcontinue to be akey driverfor the
. adoptionand scaling of PETs.

Preventing a hostile takeover

Therise of PETsis also the best
- antidote to the greatest digital

. coup of the decade: the platform’s

: unambiguous attempt to create an

. advertisingmonopoly. Inthe past few

- years, browsers have beenable to

© presentcommercially self-serving,

§ anticompetitive moves as measures
toprotectuserprivacy. Andtheyhada
. point.Much of the advertisingindustry
. hasrefusedtoaddresslegitimate

. privacy concerns, defiantly pushing

. intrusive tracking practices that are

- atoddswiththe expectations of

. consumersand regulators. Instead of

§ being part of the solution, independent
adtechwasframedasthevillain, tried,
. convicted andlocked-up.

Independent PETs change this

. dynamic and offeraway out for

. the sector. If the highest standards

. of privacy protection canbe

. demonstrated, thereisnolegalbasis
- forbrowsers to turn atechnology

- off.“Illdoit because|can”leaves

* the emperorwith no clothes and,
givenhow the regulatory windis

. blowing, the threat of more antitrust
. challengesislikely tochange the

. platforms’ calculations very quickly.
. Anindustry staunchly opposedto

: dataprotectionregulationsis now

. startingto embrace privacy asits
bestchancetoderailbigtech’s
hostile takeover of the open

. internet. How ironic @
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—> Post-cookie Technology

Inthe dynamic landscape
of digital advertising,

the evolution of tracking
mechanisms hasbeena
rollercoasterride, with
cookies playing a pivotal
role. Unfortunately, like
many technologies, they
were great... until they
weren’t.

Originally designed with the well-
intended cause of providing tailored
and personalised experiences
forconsumers, cookies have
unfortunately fallenvictimto

abuse. This misuse has givenrise to
heightened privacy concerns, asurge
invirtual private network (VPN)usage
toevade tracking, and ultimately led
tolegislative measures that define
the extent of informationthat canbe
collected about consumers. While
thislegislationis awin forconsumers,
brands, advertisers, and marketers
are left to deal withamassive data
deficitinthe face of ever-increasing
sales, impressions,and ROAS goals.

Sowhatisanadvertiser, brand or
marketerto do?Read onforfour
immediate actions you should take
andthe questions you should be
asking along the way.

First, take adeep breath

Next, rejoice because the digital sky
isnot falling — as a matter of fact,
thereisnotevenacloudinsight!

While digitalmarketers were

busy leveraging cookie datato
(somewhat successfully)reach
consumers, majoradvancements

inthe technology surrounding IP
address monitoring, data collection,
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and datamining were taking place.
Theresult: IP AddressIntelligence, a
more-than-suitable replacement for
cookies that provides arobust, and
inherently more secure solution, while
sidestepping the pitfalls of cookies
and presenting a promising avenue
foramoreresponsible and privacy-
conscious erain digitalmarketing.

Second, look within

Hint: withinyour Customer
Management System (CMS).

The treasure trove of dataat the
disposal of marketersisimmense.
What’'s more, it can seamlessly
intertwine with IP address data,
providing arobust foundation for
constructing nuanced audience
segmentationand targeted marketing
strategies. By harnessing the power
of IPaddresses, advertisers can
transcend many of the limitations
posed by cookies, creating more

accurate andrefined audience profiles.

But try not to getahead of yourself.
Having the data solves approximately
one-third of the post-cookie
marketing challenge. The other

66%7? Well, it consists of clearly
outliningwhat you are trying to
achieve, and finding theright IP
addressintelligence partnerthat can
provide the expertise and enterprise-
level consultationon how to best
leverage IP address datato drive
results. (Bonus hint: if you canbuy

the datawith acreditcarditvery
likely doesn’t come with the level

of consultative support youneed

to maximiseimpact.)

As teamsreflectonwhat they’d
ultimately like toaccomplish, itisan
optimal time to also consider what
they don’t want to happen: arepeat
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Charlie Johnson
Vice President, International
Digital Element

digitalelement ®

of legislators having tointervene
because of anindustry that has
collectivelyfailed to treat sensitive
information, well, sensitively.

While building out your strategy
around using alternate data

sources, like IP addresses, fortarget
marketing, itis a great opportunity to
also build out your plantoincorporate
privacy measuresinto how youuse or
offeryourdata. (Extrabonus hint: a
good P geolocationpartnercan

help with this!)

Third, understand that notall IP
address geolocation datawas
created equal — notevenclose

Among many, here are three of
the mostimportant factors to
considerwhenevaluating IP
address geolocation data.

Distribution of Address Location:

As amarketer,youunderstand the
importance of precisionwhenit
comes to segmentation. While you
work through yourevaluation of IP
address geolocation data, pay very
special attention to how IP addresses
are placed throughout a metropolitan
area. If the vast majority of the IP
addresses foralarge metropolitan
areaareplacedinthe centerofa
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—> Post-cookie Technology

The industry has been
hooked on misleading
digital attribution and it
took the seismic impact
of GDPR and subsequent
cookie deprecation to
shake the addiction.

We are entering anew era of

digital advertising where privacy
isparamount and advertisers are
having to find new ways to understand
audiences andjudge the success of
theircampaigns. Many are finding that
the legacy metrics they have used
tojudge successhave notbeenas
reliable as they once thought.

Advertisers who have not yet
experimented with privacy first
approaches will have to test new
approaches, technologies and data
sources to power theircampaigns.
Luckily forthemthey willfind a
plethora of options that are able
todriverealresults betterthan
everbefore.

We expect the trends from this year
to continue, which willmean a mixture
of increased use of first party and
owned data sets alongside greater
adoption of ‘unlinked’ data sets (such
asthose developed by Skyrise) that
give abroaderview of audiences and
provide targetedreachacross the
whole market. These audiences do
notrequire the exchange of any user
identifiers across the various parts

of the ad techecosystem.

A focus on effectiveness

Where these audiences areused,
we’'d hope to see more marketers
and agenciesleaningintothe
effectiveness work done by the IPA
and otherentities as they seek new
ways of measuring success. This
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and reject

shouldresultin more widespread

use of econometric modellingand
geographic uplifttesting.

Appreciating both thelongand short
term effects of advertising should
naturally lead to areducedreliance
onmisleading mediametrics that
favourmedia touchpoints closest to
the point of purchase. Marketers will
be less quick to pigeon-hole media
channelsinto specificroles based on
the thingsthat are easiest to track.
Expecttoseelots of channeland
channelcombination experiments
as marketers startto blurthelines
betweenbrand and DR channels.

At Skyrise, we have seenasignificant
increaseintheuse of DOOHand CTV
todrive ‘DR’ outcomes, with positive
results. This behaviourchange, driven
by new methods of understanding
audiences and approachesto
measurement, isopeningup a

whole newrange of opportunities
forourclients.

A greateremphasis willbe put onthe
quality of adinteraction, rewarding
attention, contextualrelevance and
premium content. Without digital
attributionto hide behind, creative
effectiveness willcome undersharp
focus. This shouldlead to betterads
and a more positive experience for
consumers.

Using programmatic to uncover
new truths

More budget will continue to be
allocated to newly programmatic
channels (DOOH, CTV, audio and
gaming) that offerincreased mass
reach. Thiswillbe especially true
where advertisers are able to apply
the same first party and unlinked
audience datatounderstand more
abouttheiraudience.

3

Jonny Whitehead
Strategy Director

& Skyrise

New technology and media planning
and buying techniques will allow
advertisers to find truths that

might otherwise have slipped by
unnoticed. Understanding which
audiences should and should not

be targetedinwhichlocationsand
onwhat channels. New data points
will give fresh perspectives on
inventory, helping advertisers spot
opportunities where the open market
is either overorundervaluing media
placements.

This knowledge will then allow
advertisers to make mediainvestment
safeinthe knowledge that the odds
have beenttilted (however slightly),
intheirfavour.

Data quality behind Al

Creative willbecome smarterand
work harder as new ways of copy
testing are developedand Al tools
aid data-driven creative production.
The impact of Alon the creative
industries has beenwelldocumented.
Strikingimagery canbe created to
specinseconds, howeverwe know
meaningful advertising requires more
thanjust strikingimagery. Thereis

no substitute forhumaninsightand
creativity andintherighthands Al

will give creative professionals the
tools to break new ground. More
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—> Post-cookie Technology

Astheinternetbecomes
increasingly devoid of third-
party cookies, marketers
are beginning to experience
the new ad techreality of
audience datasignalloss
and, as aresult, are finding it
more difficult to accurately
track and measure digital
activity onthe openweb.

Today, over120 industry consortiums
and companies have proposed

new solutions to solve for the loss of
third-party data signals that digital
advertising strategies have relied on.
These solutionsinclude contextual
approaches, audience cohorts, and
new identifiers.

These identity solutions allfocus on
addressability, but few offerthe ability
totrackconversionsinthe cookie-based
mannerwe’ve become accustomed
to.Asthe deprecationdeadline gets
closer, theadtechindustryis starting
torecognise theimmediacy of this
largely unaddressedissue.

Inaddition, many companies stillrely
onattributionmethodologies suchas
multi-touch, last-touch, and last-click,
approachesthat Deloitte calls out as
having “inherent limitations that are
exacerbated by marketing signalloss.

As aresult, forcompanies dependent
onthird-party signals, performance
measurementis alreadyindecline
(andhasbeenforfiveyears),andsoa
different approachislongoverdue.

The deprecation of third-party
cookies does not mean that we must
end alldigital measurement. It means
that we needtoreassess how display
ismeasured, usingmore advanced,
multi-signal-based approaches than
the trail of cookiesleft behind on
digitaljourneys.
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sability gap

The facts

Globalregulations around consumer
browsing privacy are becoming more
stringent. Over70% of all countries
have already enacted some form of
data privacy regulation. The future

is clear: demonstrable consumer
privacy and consent practices will be
acentral considerationinthe digital
advertisingindustry going forward.

DevicelDs are declining: Device IDs,
onceused by default totrackand
target consumers on mobile devices
orcomputers, nowincreasingly
require user permission to allow
advertisers to access theirdata.
Apple, forinstance, has madeits
Identifierfor Advertisers (IDFA) opt-
in,and theiPhone’s App Tracking
Transparency feature requires apps
to ask explicit permissionto track
users across apps and websites.

Signals arelostas the cookie
crumbles: Third-party cookies have
already beendeclining foryears,
initially due to ad-blockers, and now
with Firefoxand Safariblocking them
since 2019 and 2020 respectively.
Infact, over 50% of web browsing s
already “cookieless”.

Three ways the loss of third-party
cookies will shape the digital
advertisingindustry in 2024

The transition away from third-party
cookiesis likely to bring about
innovation andreshape advertising
strategies, focusing more onuser
privacy, relevance, and collaboration
among stakeholders.In2024, afew
things are likely to come to pass:

1. Privacy-Centric Solutions will
take centre stage:

Expecttoseeasurgeinthe
development and adoption of
privacy-focused advertising
solutions. Technologies like

¥

Sonal Patel
Vice-President,
APAC

Quantcast

federated learning, differential
privacy, and contextual targeting
willgaineven more prominence
thanin2023. Advertisers willlook
towards solutions that use first-party
dataand collaborate with platforms
that prioritise user privacy while
delivering targeted advertising.

2. Advancedinvestmentinto
ad techwill giverise to better
Al-based solutions:

Contextual targeting will experience
arevival as advertisers have no
choice butto betterunderstand
the contextinwhich ads are served.
With Al playing a majorroleinthe
development of ad tech, itis likely
that 2024 will see burgeoning of
more sophisticated solutions that
help advertisersimprove how they
reach, targetand measure ontheir
advertising outcomes.

3. The industry will unite even more:

Advertisers, publishers, andtech
companies willexplore collaborative
modelsto compensate forthe

loss of third-party cookie data.
More alliances will form, sharing
anonymised data pools or utilising
technologieslike cleanrooms
tocombine insights without
compromisinguser privacy.

New advertising models, such as
subscription-based ad experiences
orvalue-exchange ad formats, may
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Cookieless + Browser Share

OTHER

o

CHROME

also gaintraction, offering users
more control over theirdataandad
preferencesin exchange foramore
tailored experience.

How to close the addressability
gap

By using cookieless solutions,

such as the Quantcast Platform,
several businesses have already
begunto close the addressability
gap, effectively future-proofing
themselves forthe future of digital
advertising.

o SkyMobile, the UK’s largest
pay-TV broadcasterand
telecommunications company,
found that advertisingin cookieless
environments notonly drove a120%
increasein traffic to the website
but also delivered 3.4x incremental
mobile conversions.

o The Container Store, the leadingUS
retailer of organising solutions, was
able toreach previously untapped
audiences, resultingin 37% more
purchases, 1.43x higherreturnon
investment (ROI),and 4.2x more
efficient CPSV.

o Singapore Airlines, the world’s most

SAFARI
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found that 40% of their total sales
were generated through cookieless
advertising, with the quality of leads
markedly superior, converting ata
25% higherrate andresultingina
20% lower cost persale.

How to get started closing
thegap
Assesshow audience datasignalloss

is already affecting your ability to
advertise effectively.

O Cookieless
Reassessyouradtechpartners. Ask
how they are currently reaching and
engaging audiences whose browsers
don’t support third-party cookies,
how they are measuring campaign
performance, and what kind of
results they have achieved.

Work withapartnerthatisnot
dependentonstale, third-party
cookies. Withamulti-signal approach,
youcaningestand processall
available datasignalsforscale
andaccuracy.

awarded airline, saw remarkable
sales and efficiency gains, driving
40% more conversions, 2.5x better
ROAS, and 28% morerevenuein
cookieless environments.

Choose aDSP thatusesAland
machine learning to help make sense
of allthese signals, analysing real-
time audience behaviour patterns
and creating predictive models to
findandreach theideal audience
foreachcampaign.

o Tesco, aleading supermarketinthe
UK, sawa 63%increasein grocery
delivery sign-ups, highlighting
the performance opportunityin
cookieless environments today,
with performance largely driven
by previously unaddressable
Apple users.

Startrunning cookieless campaigns
and measure outcomes to gain
insightinto performanceimpact
and optimise campaigns to
maximiseresults ®

o Vodafone, one of the world’s largest
telecommunications companies,

3

“Quantcast’s cookieless solution is transforming the
digital ecosystem. Quantcast is delivering both sides
of the equation — business results with incremental
audiencereach andincremental sales whilst putting
consumer privacy at the heart of the technology.”
JackLynch

SeniorAssociate Director, Data & Tech
Strategist, Mediacom
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—> Post-cookie Technology

Finally, Google has pulled
the trigger onits phase-out
of third-party cookies. This
process has beendragging
on fortoolong, and the
reality is that cookies offer
only a fraction of the value
they once did. With Safari
and Firefox already blocking
third-party cookies and
Chrome having begunits
long-delayed transition to
‘cookieless’ as of January
2024, advertisers have been
exploring alternative ad
targeting and measurement
solutions for some time.

Worryingly, however, in a survey of
3000 globalmarketing decision-
makers that we conductedin
partnership with YouGovin 2023,
over half (53%) of respondents said
they were not yet ready for cookieless
advertising. Likewise, 57% reported
that they are not fully aware of the
available potentialreplacement
solutions.

While some brands may stillbe
pinning theirhopes on Google’s
Privacy Sandboxinitiative, where
arange of alternative targeting

and measurement solutions are
currently being trialled by advertisers
and publishers, thejuryis still out
astowhether Google candeliver
the transparency and control that
brands are currently demanding.
Forexample, crucialuse cases

are missing forthose testing the
solution. Without these, it’s hard to
imagine that the Sandbox canbe the
future of a holistic approach toward
programmatic advertising.
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n the cookie

Regardless of whether Google’s
Sandboxworks or collapses, whatis
overwhelmingly clearis thatidentity
isnotatrend, butanabsolute must for
theindustry. We canexpect the focus
onandthe need forhigh-quality, first-
party datato only get strongerand
strongeracross 2024.

What advertisers should take from this
isthat, if they haven’t already done so,
it’shightime forthemtoinvestigate
andtestavailable solutions that
cansupportsuccessful cookieless
strategiesinthe multi-ID world. While
this willbe a considerable challenge
formany, it willnevertheless also
openup aplethora of opportunities
foradvertisers. Indeed, itisachance
tochange the game whenitcomes
totheirad spend andbring the whole
ecosysteminto abetterera.

Identity delivers success

Fundamentally, based onthe
evidence available to date, the
switchtoID-basedtargetingand
attribution willnot only wholly replace
the capabilities of cookies, it will
alsoimprove upon the effectiveness
andthe sustainability of their digital
advertising campaigns.

Forexample, one of the biggest
issues associated with the
deprecation of third-party cookies
is the difficultiesit creates around
frequency capping, i.e. controlling
the number of times anindividual
consumeris servedyouradvertising.
Too little can beineffective; while too
oftencan frustrate users.

Fortunately foradvertisers, there are
now solutions that allow the control
of frequency in first and third-party
ID environments. With the majority of
users already browsing the internet
in cookieless environments, this

Philip Acton
UK Country Manager

adform

approachcandeliverrealvalue to
advertisers by allowingthemto
address users onbrowsers such
as Safariand Firefox.

Likewise, with sustainability
rightfully high on the priority list,

the switch away from third-party
cookies towards IDs willincreasingly
help advertisers meet theirESG
objectives. Reducing the number of
ineffectiveimpressionsinfavour of
lower frequency but more relevant
and accurate targeting, willimprove
bothengagements andleads to more
efficient energy consumption.

Addressing the future

The move away from cookie-based
marketing towards ID-based
addressable advertisingis already
having considerable influence on
how advertisingbudgets are being
allocated. Forexample, booming
channels suchas connected TV
(CTV) andretailmedia (whichhad
stratosphericrisesin 2023 that will
likely continue in 2024), are gaining
market share precisely because
they provide access toinsight-rich,
high-quality first-party data. For
bettertargetingand measurements
amongst addressable audiences.
Meanwhile, the generaltrendin
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Thoughts on
end of cookies

o 48% of
not have a clear idea how
abandoning third-party
cookies affects their

respondents do

companys marketing.
57% ara not fully aware
of thie solutions available
to replace third-party

cookies

traditional publishingis also towards
providing addressable audiences for
advertisers. Indeed, recent figures
suggestthat 80-90% of the top 1000
publishers can now offerinventory
linked to first-party IDs.

However, with the proliferation

of addressable data across
environments, whetherthey be
traditional publishers, social media
platforms, CTV andretailmedia
network operators, thishas meant the
media marketplace has alsobecome
more fragmented than ever. Making

it difficult to execute acoordinated
omnichannelad campaign.

Add growth areas like digital out-
of-home and digital audiointo the
media mix, aswell as alack of internal
expertise and assistance fromthese
publishersinsomeinstances, it
becomesclearthatthereisnoeasy
way forthe average marketing team
toengage withan endlesslist of
specialist DSPs and walled garden
platforms. The latter of which are
not always directed toward the
advertiser’s bestinterest.

Thisisanevolving ecosystem but one
which advertisers mustinevitably
alignwith. This means leveraging
solutions that can seamlessly

It is clear to me how abandoning third-pamy cobkies

affects our company’s manketing
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thread through these differentID
environments, which are data-driven
and, mostimportantly, built with
privacy by design. It's alarge ask,
especially considering the budgetary
challenges facingbrandsright now,
butit'sapriorityif brands are to take
back control of theirspend.

A changinglandscape

The depreciation of cookies has
beenhanging overourindustry for
sometime, soit’s concerning that
now the process has begunmany
advertisers are stillinthe process of
finalising their post-cookie strategy.
However, thisis just one of a multitude
of challenges facing ourindustry
today. Geopoliticaland economic
turbulence aside, thereishuge
pressure to be more sustainable,
make budgets work harder, and find
new solutions foran ever-evolving
landscape. Nevertheless, the

move toID-based targeting and
measurementisananswertoalot

of theseissues.

With such adizzying array of
challenges and media channels

to contend with, selecting the

right partners foryour|D-based
omnichannel advertising solutionsin
2024 willbe key to securing brand-

adform

specific successinthe post-
cookie world.

These solutions will prevail
independently of the Sandbox test
results, by closing the gaps onbrand
advertising, reach and frequency
controls thatitcan’t fulfill. Indeed,
onlywiththese technologiesinplace
willyou truly have yourad spend
workingthe hardestitcan @

A\

“Identity mustbe
considered the centrepiece
of the advertiser’s arsenal.
With Google having seta
pace of urgency for 2024, if
they haven’t already, teams
need to move quickly in
testing solutions that can
support acomprehensive
omnichannel strategy.”

TajjZeb
Programmatic Lead
atVodafone UK
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For digital natives like me and many of our
digital practitioners at ISBA, the residing
sentiment at the moment s that things are
seemingly getting more complex whilst at
the same time arguably less sophisticated.

Acaseinpointisthatthe Chrome Privacy Sandbox now
lists 40 different APIs all with niche and very specific
capability — alongand technical read foranyone.
Consideringit’s potential to become the building blocks
forasignificant proportion of digitalad spendin 2025 —
the targeting, planning andreporting layers still feel very
underwhelming compared towhat we are used to.

However, | strongly believe the reset we are witnessing
indigital advertising has givenus the opportunity to
rethinkinfrastructure and processes wholesale across the
industry but this time, have the key themes of privacy and
transparency at the foundation. Retailmediais a prime
example of this, accurate and auditable databought
across premiuminventory — with amassive focus and push
oncreating universal standards to allow foraresponsible
ecosystem that works forbrands and media owners.
Somesstillthink that retailmediais a flashinthe panorjust
asmall part of the ecosystem, but if done properly, |hope
we mightone day drop the ‘retail’ part and simply call it
‘responsible media; — and who would want to buy or sell
outside of that?

Additionally, thereis evidence of abiggerfocuson
creative effectiveness thisyearas mediametrics and
tactics have arguably become more consolidated. This

is potentially great news for creative technology and
measurement specific companies but also forconsumers
aswell,whomay (atlonglast some might say) see an
increaseinthe quality of the ads they see as mediaand
creative process and measurement comes even closer
togetherin2024 @
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Isabelle Baas
Chief Digital, Data
& Technology Officer
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Whilst for targeting, many advertisers
have been able to move to new methods
of data collection to connect with
relevant audiences, measurementis still
largely reliant on third-party-cookies as
companies have not fully transitioned to
alternative methods.

Fortargetingitis becoming clearthat explicit consent
isthe only viable route forthe future. The IAB’s TCF2.2
sets out that explicit consentis the only legal basis for
collecting personal data for personalisation-related
purposes. This leaves advertisers with various options
depending ontheirtargeting needs:

o Contextual targetinghas significantly matured from
simple keywords to NLP, sentiment analysis, audio and
video transcription. Al will drive its granularity in addition
to contextual’s already well-established scale.

o Anoften-overlooked techniqueis using geo-signals for
targeting with measurement — it’s free, available and
canbe highly effective.

o Industry and walled garden|Ds provide another
consented method to connect with audiences, with IDs
being highly efficient and effective inreaching safari-
basedaudiences.

o We'veincreasingly activated advertiser first-party
audiencestodrive quality audiences as part of a
diversified media buy.

Having transitioned off the third-party cookie for
targeting overthe last few years we have helped brands
find alternative, more privacy-compliant methods

to connectwithrelevant audiences at the right ROI.
Whilstinmeasurement we have adjusted to tag-less
multitouch attributionand MMM-based effectiveness
measurement, much of the ecosystem stillneeds to adapt
toimplementing the required changes to enable consent-
based effectiveness measurement and optimisation.
Anotherpushisneededto getusthere @
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— Curation

Programmatic’s promise
— one of efficiency, speed,
scale, and simplification
— has always beena
compelling one. Over
time, ithas beenreplaced
with a confused, complex,
convoluted, and opaque
reality that frankly needs
addressing to deliverits
promise.

Gettingyourmessage infront of
therightaudience hasbecome
increasingly hard; among the many
reasons why we can blame evolving
technology layers, low-quality
inventory, over-extended and
distorted supply chains, reduced data
signals, and alack of transparency.
The state of programmaticis feeding
negative perceptions around
advertising and alienating consumers
atatime of rapid market change.

Today, digitaladvertisingneeds a
shotinthe arm — and curationis the
ideal prescription.

Cleaning up the market

‘Professional’, ‘organised’, ‘carefully
selectedto present the best’: the
very definition of the word ‘curation’
sumsup whatitdelivers. It’swhy we're
seeing curationcome to the fore asan
antidote to programmatic’sills.

As aconcept,it’seasy:it’'sabout
finding theright audience foran
advertiser’s campaign. While

that sounds straightforward, itis
increasingly hard to do. Skilfully
amalgamating multiple dataand
supply sources, overlaying audience
data, and targeting parameters to
curate purpose-built, personalised

www.exchangewire.com/industry-review
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rated: why curation
igital advertising

publisher private marketplace

(PMP) deals at scale — thatis a difficult
process that takestime. Thisis time
and expertise well spent if it satisfies
advertisers’ needs forbespoke,
quality audiences that extend
theircampaignreachandcan

be activatedinany DSP.

Ratherthanaddingtotheindustry’s
complexity, curationdoesthe
opposite — disintermediating
over-extended supply chainsand
replacing themwith a simplified
targeting solution. Curation allows
anagnostic approachtobe adopted
across the supply side, collating the
best SSPinventory, intelligence,
data, andformatsto deliverto the
advertiser's campaign goals. Built
fortransparency onafoundation

of quality data sources, curation
restorestrustinthe process. Itbrings
buyers andsellers closertogether,
reinforcing the critical element of
controland ensuringads only runinthe
environments they're supposedto.

Theresult? Betteraudiences,
bettertargeting, bettercampaigns,
and betterresults. Inan era of
technologies that favourone party
atthe expense of the other, curation
ushersindemocratisation. Many
parties benefit from curation — from
brands and agenciesto publishers
and dataproviders —andthere’sa
genuine win-winforeach participant.

Curationis evolving — being a
specialistisimportant

Although curationis stillanew
concept,inanever-changing
advertisinglandscape, it can’'t stand
still. That’s why we’'re movingit to the
next stage by delivering Curation-
as-a-Service —andthisoneisareal
game-changer.

JamesLeaver
CEO

Multilocal

Multilocal has built ateamand
processes groundedindeep
curation-specific ad operations
expertise to change this paradigm.
Our curated audiences are built
ondynamic PMPs, thatuse our
proprietary platformand processes
toenhance the targetingand adjust
the data, ensuring every campaign
overachievesits KPIs.

Going from ‘set and forget’
to ‘setand get’

Audiences aren’t static — so your
PMPs shouldn’t be either.

Campaigns don’t existinavacuum

— they change based on the daily
environment. Just as every campaign
evolves across the course of its
duration, so targeting must adapt to
ensure the audience remainsrelevant
andthe campaigncontinues to deliver.

Not only does the Multilocal
optimisationapproachhelp deliver
betterresults, it alsomeans that no
campaignwithusis “setand forget”:
we drive optimisations from the

first day to the last. As the only
business optimising on the supply
side, we’re proud to be moving
curationforward andimproving

it through Active Curation.
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However, reachand performance
aren’t the only campaign metrics that
mattertoday: digital advertising’s
environmentalimpactisalso an

increasinglyimportant consideration.

Curationis the perfect opportunity
toremove unnecessary bidrequests
andresponses from the supply chain
while simultaneously lowering your
campaigns’ carbonfootprint.

Buyingonthe openmarketresultsin
millions of unnecessary bids. If you're
plugginginhundreds of PMPs and
notusingthem,itincursthe same
carbon cost. Eachbid transaction
createssignificant emissions, and
with asingle campaignaveraging 5.4
tonnes of CO2, the scale of theissue

canbeunderstood. It meanswhen
advertisers seek campaign scale,
this has sustainability implications.
Butawell-curated PMP removes
allunnecessary bidrequests and
responses, dramatically reducing
the carbon footprint.

To address this, we’ve developed
technology that applies awin-rate
match to every bid transactionin
aPMP, eliminating, on average,

90% of unnecessary ones. Called
CarbonSmart, our process translates
into approximately 90% carbon
emissionreductionforeach
campaign, without compromising
impressions or performance.

We wantmarketers to be confident
inusing ournumbers to delivertheir
sustainability goals and openabout
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“Multilocal Media's uniquely
curated supply-side
marketplaces enable us to drive
performance across anumber
of different audiences. Their
tech optimises data, media,
and formats across anumber
of SSPs; giving us the most
effective path to purchase.
Thisunique solution has so far
proventodeliverahighlevel
of results for our clients.”

Chris Childs
MD, HAWK

how we’re supporting the pushfor
betteradvertising. That’s why we're
workingwithThe CarbonIntelligence
Platform, Cedara, to measure, verify,
andvalidate ourresults.

Inrecognising how critical this
is,we're alsonotgoingdown the
standardroute of charging forgreen
credentials. Instead, we’re providing
sustainability and performance as a
standard part of our Active Curation
offering, somarketers get the best
of bothworlds — better performing
programmatic that’s always green.

Withtheimpending elimination of
cookiesin2024, programmatic
failings, andincreasing privacy
regulations, marketers may be
feeling despondent about the future
of targeted advertising — but they
shouldn’t. Targetingremains the key
driver of campaignsuccess, and
curationistakingup the mantle to
deliverthis. By providing bespoke,
quality audiences foreach campaign,
allowing optimisation onthe supply
side toimprove performance, and
supporting the push for sustainability
inmarketing, curationis the industry-
wide solutionforthe future of digital
advertising @
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CiaranO’Kane
Founderand CSO
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As we move away from an addiction to
cheap metrics, curation poses the clearest
path to scaling quality. It has been around
for some time in the form of private
marketplaces (PMPs), but over the past
12-24 monthsiit’s started to evolve into the
go-to programmatic activation tactic.

PMPs can often beinefficient in putting data-driven media
spendto work. With curation, thereis now away to scale
campaigns successfully.

Curationis not merely anenhancement of targeting
precision;itdives deepinto consumerdata to unlock
freshaudiences by identifying unique behavioral patterns
and emerginginterests that transcend traditional
demographic groupings.

Brands can go beyond the received wisdom of their
traditional scope, engaging with previously unknown
segments. Apersonal approach, meaningful engagement
with new audience segments, and a future-proofing
againstthereliance onthe soon-to-disappear third-
party cookie. What’s not to like? @
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Vincent Niou
Founderand CEO

SKELETON KEY

Ad tech curationis a promising
development that has the potential to
bring positive impact to several different
areas of the industry.

Forbuyers, it offers the potential fortargeted open

web scale outside of traditional open exchange buying
methods, which canbe challenging to navigate froma
brand safety/suitability standpoint. Curation could also
make private auction deals aviable buying tactic and
revenue option foradvertisers and suppliersrespectively.
While offering theoretical utility, private auctions have
always faced scale challenges. This has resultedinmost
favouring programmatic reserve/guaranteed deals
instead. By packaging aggregatedinventory across
supply sources with valuable data, my hopeis that curation
cansolve forthis. Foragencies, it provides an evolved

role within programmatic planning/buying as historical
areas of expertise (ie. platformlever pulling) become
more abstracted away with the proliferation of “black box”
solutions and automation/ML atlarge. Curation also offers
more options for data providersinterms of packaging
third-party data without relying on third-party cookies or
device|Ds ashasbeenthe caseinthe past. Last butnot
least, the prospect of real-time open-web optimisation
from the supply-sideisinterestingand one that canadd
anew layer of campaign performance modulation.

Challengesto adoptionare the current lack of
standardisation, yet anotherintermediaryinthe
supply path,and more complexity inwhat’s already
averyintimidatingindustry for general advertising
professionals @
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— Futureof TV

We're set to withess a
furtherboostin streaming
TVin2024, as marketers
seek new avenues for
investment and some
brands ventureinto
streaming TV for the

first time.

While adoptionandinvestment will
continue to grow, the industry must
domoreinorderforthe channelto
fully scale andreap the rewards of
programmatic.

The key to achieving scale and
effective campaignsliesinthe
adoption of industry standards,
which are designedto bringadded
transparency and efficiency to the
video supply chain.

One of the standards that can

help accelerate programmatic TV
advertisingis OpenRTB 2.6, whichis
atrue game-changerforstreaming
TV.Developedinpartnership with IAB
TechLab, Index, Publica,and other
industry leaders, it defines how media
owners, media buyers, exchanges,
andintermediaries communicate with
eachother. It creates standardisation
around a host of new capabilities that
willpave the pathforthe streaming
TV ads of the future, makingit critical
foreveryone across the industry to
adoptthe spec.

OpenRTB 2.6 solves foravariety of
streaming TV complexitiesincluding:
o Supportforadpodding

o Adoption of new taxonomies

o Richersignalling forvideo

o More helpful bidresponses
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ogrammatic
continue to

:

Supportforadpoddingin OpenRTB
2.6 hasbeeninstrumentalin
recreating the linear ad experience
instreaming TV. Pod bidding
consolidates multiple bidrequests
downtoasingle poddedrequest
tohelp solve forduplicate ads and
allows fordynamically constructed
ad breaks through flexible podding.
These features also enable positional
transparency so media owners can
indicate the position of anad podor
slotwithinapod andreflect the true
lengthand structure of the podfor
eachimpression.

All of these features help improve
the viewer experience, ensure
media buyers make the most of
theirinvestments, and maximise
monetizationformedia owners.

What’s more, pod biddingin
OpenRTB 2.6 cansignificantly reduce
carbon emissions from programmatic
transactions. Researchwe conducted
with The Trade Desk, Publica, and
Scope3uncoveredan 84% dropinad
selection emissions when streaming
TV adimpressions were purchased
fromaprogrammatic supply chain
using OpenRTB 2.6’s pod bidding
versus anolderversionof the
OpenRTB protocol.

Before OpenRTB 2.6 introduced
pod bidding, media ownersand
buyers had to transact each ad slot
individually, whichrequired more
processing power and contributed
carbonemissions to the environment.
With pod bidding, we can take
multiple requests and group them
withinasingle ad podinasingle bid
request. Thisreduces computational
load, leading to significant energy

s
"u'du -

Chloe Gilman
Head of Buyer
Development

Index?
Exchange

and cost savings, while allowing more
accurate and efficient ad placement.

The adindustry’s carbonfootprint
isconsiderable. Asanexample, one
millionvideo adimpressions emit one
metric tonne of CO2, orthe equivalent
of around-trip flight from Bostonto
London. The good newsis that many
companies have beguntoincrease
theirinvestmentin sustainability
initiatives to work toward the goal

of netzero emissions—adopting
OpenRTB2.6isakeyinitiativein
supportof that goal.

Inadditiontointroducing support for
adpodding, OpenRTB 2.6 brings new
features thatimprove transparency
instreaming TV. For TV buyers and
sellersto fullyinvestin programmatic,
they need tools that more closely
alignwith theirneeds, which also
include more transparency around
content signals and the ability to
share show-level data. Thislevel of
transparency haslong beentable
stakesintraditionallinearTV aswell
as otherdigital channels like web and
mobile app, and buyers expectit to
be the same forstreaming TV.
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“As acompany that supports viewers across both linear
and digital, we strive to create a viewing experience
thatintegrates the strengths of both mediums. The
implementation of OpenRTB 2.6 has enabled us to
manage competitive separation more efficiently and
reduce the occurrence of duplicate ads.”

David Pudjunis
VP, Revenue Operations and Partnerships,
AMC Networks

Providing more contextual
information like genre, language,
network, and show-level data
provides media buyers withmore
control overrelevant placements.
This gives buyers bettertargeting
information, a clearerunderstanding

: of the content theirads are running
. within, andimprovedreportingand
: measurement, which supports the
buying final decisions.

Improving content signal
. transparency through OpenRTB 2.6
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isanincredible opportunity. Ensuring
. marketers are betterinformed about
© theirbuys willencourage increased
investmentinstreaming TV, inturn

. benefiting the whole ecosystem

. Through collective effort marked
by efficiency and transparency, the
. streamingindustry is positioned

: to maximise the potential of

. programmatic video advertising.
Todo so, we need everyone across
. theindustry to adopt OpenRTB

. 2.6and supportadpoddingand
improved transparency.

The landscape forstreaming TV

. marketersin2024 promises an

- unprecedented era of opportunity

- andinnovation. Collaboration across
theindustry willbe key in driving

. adoption of standards and fine-

© tuning them to meet the needs of

: this fast-growing channel @
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— Futureof TV
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SonyaDavid
Head of Strategy, SG

dentsu

OTT platforms have opened to
programmatic ads, and marketers want
tolink OTT ad data to brand campaign
metrics, when making them part of
channel plans.

Inhighly digital and penetrated markets like Singapore
and Australia, finding reasons to shift parts of traditional
TVspendsto OTTis easier. Howeverin most markets, it
stillcannot dent traditional TV’s hold onmarket due to
adoption, digital penetration, andlocalrelevance. OTT
also adds fragmented sources and maybe anotherwalled
gardento datamanagement. Yet, thismight not put

off some marketers who already leverage social media
and app-based walled gardens foractivations. Media
effectiveness and measurement is still critical and metrics
like reach and GRPs still determine channelimpact. As
agencies working with marketers, supply curationis a
solutionformarketers to navigate these complexities.

OTT advertising willevolve furtherwhen attention
tracking, user profiling, andindependent measurement
meet the standards of popular social and programmatic
channels. But OTT platforms are not the only ones trading
inconsumer attentiononTV for marketing dollars: Some
businesses have developed ecosystems across smart
devices, to engage abigger share of eyeballs and time
of day. Inventory value willincrease alongside data

and measurability of which consumers are active on
platformandreachable formarketers. Depending on
how partnerships are setup, theirsolutionsin-market
willenhance orundercut the value which that OTT
inventory can promise marketers. Either way, marketers
come outahead with better measurement, data, and
brandintegration @
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Scott Ensign
Chief Strategy Officer
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The TV spaceis changing rapidly, and
innovation will be the mostimportant
dimension of its future. This is the year
that digital video has officially surpassed
TVinterms of time spent, according to
eMarketer.

Withincreased streaming fragmentation and limited
ad-supportedinventory, marketers will have to focus
onreachingmore targeted audiences, and platforms
willhave to focus on enhancing the userexperience.
This willrequire innovationin a space thathaslargely
stayedthe same fordecades. With the proliferationand
cost of streaming services, consumers willbe more and
more willing to participate in clearvalue exchanges that
respect their privacy and puttheminthe driver's seat. If
ad-supported streaming platforms want to survive and
grow, they willneed to cast off the old ad experiences that
today's consumers have left behind.

If they try to drag all of the limitations of linear TV (frequent,
untargeted, highly interruptive ad breaks)into the new
world, they willnot succeed. The endresult foradvertisers
willbe fewer, targeted, premiumimpression opportunities
that come withahigherprice tag. Old methods of buying
based only onthings like tonnage and efficientreach will
be obsolete. While these changes willundoubtedly result
inwinners and losers, the ultimate impact onthe space
willbe net positive. Consumers willget much betteruser
experiences and optionality, while advertisers will have
more meaningful access to the audiences that matter
mosttothem @
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INSIDER

INTELLIGENCE

The TV screen continues to endure. The
way that content is delivered might evolve,
but there’s still a thirst for quality long-form
“TV-like” content. Within this ever-more-
complicated landscape, we see a couple
of specific user trends emerging.

Viewership trends are erring towards free/cheaper
options. The economic climate has had anindelible impact
onthe waysinwhich people are looking to view content on
the TV screen.Insiderintelligence forecasts that the allure
of “free” on-demand services means UK broadcasters’
combined on-demand userbase will overtake that of
Netflix, Amazon, Disney+ et al next year — 42.1 million
versus 41.2 million, respectively (thisincludes overlaps
inusers withmultiple service subscriptions). SVOD
continues to fightits corner, but even here, cheaperad-
supportedtiers are proving popular. And then there’s
FAST, of course...

FAST to the fore as viewers are becoming fatigued
by choice

Theinexorablerise of TikTok hints at a broader desire
amongvideo viewers for the removal of choice. UK TikTok
users willspend, onaverage, more than anhour perday on
the platform next year, more than a Netflixuser orany other
SVOD (or AVOD) platform user, for that matter. The removal
of choice that the TikTok algorithm brings withit hints at the
potential forsuccess of FAST services. These are already
proving popular, and you can expect to see that particular
landscape expandin the coming year(s). Flicking through
anumberof curated “live” channels for a bit of something
you fancy; sounds familiar! @
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— Retail

Every few years, certain
topics, trends, and themes
dominate the programmatic
advertising industry. For the
past couple of years, the
dominant theme has been
retail media.

Butunlike some trends that were
simply full of hype and no substance,
like blockchaininadtech, the
enthusiasm surrounding retailmedia
is backed by some very promising
opportunitiesthat are already
beingrealised.

Understanding therise of
retail media

While some of the majorretailers
launched theirretailmedia networks
afewyearsago, it seems that market
factorsare acceleratinginterest
inthis new digital channelandthe
opportunitiesitbrings.

Therise of retailmediacanbe
attributed to three key factors:

1. The end of third-party cookiesin
web advertising.

2. The shift towards first-party data.

3. The potential of building an
advertising business as anew
revenue stream.

Let’s take acloserlook at those
three factors.

The end of third-party cookiesinweb
advertisingmeans it willbe harderfor
brands to find theirtarget audiences
across the web, display relevant
advertising to them, and measure the
performance of theircampaigns.

While most brands will simply turn to
the various alternatives available to
them, such asuniversalDs, there are
some brands that stand to benefit
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ent, buy or build
1 network (RVMIN)?

from branching outandintroducing
retail mediainto theirmedia mix. After
all, retailmediais essentially another
digital advertising channel.

The move towards first-party datais
directly connected to the first point.
The end of third-party cookies means
companies onboth sides of the media
supply chainneed to utilise their first-
party dataforaudience targeting,
measurement, etc. Forcompanies
that sit onatreasure trove of valuable
first-party data, thisrepresents a
massive opportunity.

Andretailers are one of the main
types of companies that possess
this valuable first-party data.

The potential forretailers to build an
advertising businessis probably one
of themostunderrated and least
talked about points.

Infact, retailers could have benefited
from building theirown advertising
businessyears ago. However, given
allthat’s happening with the end of
third-party cookies and the move

to first-party data, it seems that

the timingisjustright.

The opportunity forretailers to build
anadvertising business also comes
fromone of the biggest challenges
foranyretailer: increasing profit
margins onretail sales.

Mostretailers have done all they
cantoincrease profitmarginson
retail salesinahighly competitive
and economically challenging
environment. To grow andincrease
revenues, retailers needtolook
forotherrevenue streams. And
whenitcomestofindingasimple,
straightforward and high-margin
revenue stream, it’shard to go
past advertising.

It’sthese three key forcesthat are

Piotr Banaszczyk
CEO

CLEARCODE

PART OF QINSHIFT

leading retailers to build theirown
retail advertising business.

Inorderto power theiradvertising
business, retailers willneed to develop
theirownretailmedianetwork —an
advertising technology (ad tech)
platformthat facilitates the targeting,
buying, sellingand measurement

of retailmedia, as well as activates
advertising campaigns across
differentchannels (asillustrated
onthe accompanyingimage).

Whenit comes to developing aretail
medianetwork, retailers have three
main options: rent, buy, or build.

Shouldretailers rent, buy
or build their retail media
network (RMN)?

Using anexisting adtech platform
(the ‘rent’ option) providesretailers
withaready-to-use toolthat can
gettheiradvertising business off

the groundinashort period of time.
However, retailers may find that the
adtechplatformdoesn’tintegrate
well with their existing retail systems
andlacks the flexibility to build new
features andintegrations they need
to generate the most value from their
advertising business. There’s also the
concernthat theretailer’svaluable
customerdatamay be leaked to their
competitors — asituationthatis all
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too common for premium publishers
in programmatic advertising.

Anotheroptionretailers could
considerisacquiringan existingad
techcompany —i.e. the ‘buy’ option.
The main problem with this optionis
that retailers will just need the tech;
they’lllikely have no need forthe ad
techcompany’s existing client base,
whichis often one of the selling points
of any acquisition. That means that the
retailerwillhave acquired 100% of a
company but only needed one part of
it. Additionally, acquiringan ad tech
companyjustforitstechalsobrings
the same technical challenges as the
‘rent’ option, such asissues around
systemintegrations.

Thelast optionretailers have at their
disposalisthe ‘build’ option.

Formany retailers, this option makes
the most business sense. By building
the technology, retailers cannot only
developitto fully integrate into their
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“Mostretailers have done all they cantoincrease
profit margins onretail sales in a highly competitive
and economically challenging environment. To grow
andincreaserevenues, retailers need to look for
otherrevenue streams. And when it comes to finding
asimple, straightforward and high-margin revenue
stream, it’s hard to go past advertising.”

Piotr Banaszczyk
CEO, Clearcode

existing retail systems but can build
allthe features andintegrations they
really need.

The ‘build’ option also allows retailers
to maintain full controland ownership
of theirvalue customer data,
preventingit frombeingleaked to
the openweb and theircompetitors.

It’s the only option that gives retailers
the control, ownership and flexibility

theyrequire tolaunchand grow their

advertising business.

Forthesereasons, | believe that
in 2024, many retailers will opt for
the ‘build’ optionto power their
advertisingbusiness @
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Asretail media movesinto 2024, there are
no signs of a slow-downininvestment from
advertisers, and the importance of media
monetisationisinretailers’ growth plans.

Buoyed by this positive context, and building on early
momentum, |view 2024 as the year that retailers beginto
emerge as heavyweight media ownersin theirownright,
building on the blueprint laid out by Amazon. This will be
facilitated by the following key trends:

Rise of non-endemic retail media: Fuelled by the
growing attractiveness of retailer first-party dataahead
of the upcoming deprecation of third-party cookies on
Chrome, and more bespoke packaging of audience data,
inventory and pricing by retailers.

Improved accessibility of in-store retail media:
Facilitated by grocers scaling theiraddressable digital
screenfootprints across further stores, and the continued
reassessment of trade and brand budget balancing
amongst advertisers.

Social commerce: More broadly covering the increased
‘shoppability’ of media touchpoints, enabled by greater
linkages betweenretailers and existing walled gardens
to countersignalloss.

Measurement maturity: Namely viaimproved bridging

of retailand mediametrics (eg. sell-out and ROAS),
flexibility in attribution models towards standardisation,
andimproved transparency/brand safety metrics
(thelatterbeing flagged as veryimportant by 75% of
respondentsin Epsilon’srecent state of retail media study).

Suchtrends willbe accelerated by ongoing pivots being
made by advertisers and agencies tore-thinklegacy
buying structures, and furtherdevelopmentsin the
supporting technologylandscape. It’s notlikely to

be aquietyear! ®
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Ad tech enabling retail marketplaces
and the decoupling of retail data.

There willbe increased willingness amongretailers to
venture beyondtheirowntechnology stack to assess
and enable offsite capabilities across the openinternet.
Technology enablersinthe ad tech space will play an
importantroleinunifyingthe retailerecosystemand
paving the way forthe creation of retail marketplaces.

Supporting this shift are conversations and openness

to decoupleretailerdata fromaretailer'sinventory. The
emerging application, ownership, and control of retailer
datathrough cleanrooms and/or SSPswill form the
foundation to audience extension and offsite capabilities.
This evolution willredefine how advertisers connect with
audiencesinamore seamless andintegrated manner
across more holistic touchpoints.

Unlocking opportunities through enhanced
measurement

Anticipated advancementsin measurementand
attributionto account forboth the openweb and
transactional metrics above and beyond aretailer’s
platform will play a significant role in the space. Retail
mediawillenable more measurable impact across the
entire consumerjourney, enabling budgets to flow
upwards to attract branding and consideration campaigns
while providing advertisers with amore comprehensive
view of theirreturn oninvestment.

We furtherexpect to see retailmedia offerings extend
beyond endemic advertisers, welcoming a diverse
range of brandsinto the fold. This expansion willbroaden
revenue streams forretailers and provide non-endemic
advertisers withunprecedented access to highly
targetedaudiences @
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Retail mediainvestment s poised for
continued growth, fuelled by brands
seeking measurable and effective
marketing strategies.

The expansion of retailmediainto top and middle-
funnel campaigns presents exciting opportunities for
brands to engage with consumers throughout their
purchasingjourney.

Innovationin retail media will revolve around
experimentation with new formats and interactive
customerengagement tactics. Video andlive
streaming are expected to become cornerstones
of retailmedia, offeringimmersive and engaging
experiences forconsumers.

Technologicaladvancements will facilitate seamless
performance measurement, cross-platformbudget
allocation, and data-driveninsights for creative
generation. These tools willempower brands to
optimise theirretail media strategies and maximise
campaign effectiveness @
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We’ve had the year
(decade, perhaps) of
mobile, 2023 was the

year of Al — could 2024

be when gaming hitsiits
stride as agenuine force
for advertisers? Brands
should be waking up to the
massive benefits of in-
game advertising — it’san
opportunity to reinvent the
wheel. As gaming culture
continues to permeate
mainstream society, the
potential for brands to
connect with audiences
within virtual worlds is
unprecedented.

Gaming has become a majorsource
of entertainment across the globe,
capturingamassive and diverse
audience, estimated toreach avalue
of USD$300bn (~£237bn) globally
before the decadeis out.Inthe US
alone, 27% of people spend between
one and five hours gaming each week.
Engagingandinteractive,in-game
ads offeradirectroute toahuge
swathe of target markets.

Embracing therealism

Sohow canadvertiserslevelup
ingaming? Developmentsinad
placements and strategies mean
that we’re moving away from

the disruptive, intrusive banner
placements associated within-game
ads; advertisers can get creative and
enhance the overalluser experience
ratherthaninterruptingit.

2024 should see brands embracing
theincreasingly realistic environments
offered by gaming: brandedin-game

www.exchangewire.com/industry-review

game

items and sponsored events within
games willbecome common.

Expectto see more sophistication
over the next twelve months. Gaming
offers the chance to make real-time
offers, update creative, and enhance
relevance through dynamic updates
basedonvariables such aslocation,
time of day, anduserbehaviour.

As the metaverse continues to bubble

underas a genuine opportunity
forbrands, gaming has takenthe
baton as atesting ground for the
opportunities offered by virtual
environments. In-game OOH could
be fun, virtual billboards showcasing
real-world brands alongside a
virtualrace track forexample.
Orsponsorship of the scoreboard
inasports game, perhaps. It’s
areality-reflecting, receptive
environment forbrand messaging,
andthis canbe harnessed by
brands to deliverreal-time offers
ormessaginginasophisticated,
non-intrusive manner.

User experiencereally, really
matters

“We cansell 80% of aperson’s visual
field before inducing seizures.” said
Nolan Sorrento, fictional antagonist
inErnest Cline’s sci-finovel Ready
Player One, as he tried toroll back
restrictionsinthe metaverse-esque
VR Oasisinorderto sellmore
gamingads.

Beless like Nolan Sorrento.

We've already turned parts of
theinternetinto pop-upriddled,
almostunreadable platforms with
aseemingly purposeful disregard
foruserexperience. Repeating

the same mistakes andinflicting

the errors of display onanew and
enthusiastic gaming audience would
be unforgivable. Striking the right
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balance betweenmonetizationand
user experience remains a critical
challenge. Gamers are discerning
consumers andintrusive ordisruptive
adscancauseplayerstoabandona
gameorturnonabrand.

Getting this balance right requires
adeepunderstanding of gamer
behaviour, preferences, andthe
unique dynamics of gaming
environments. Therewards are
obvious, but the pitfalls are many
— planning forthe intricacies of the
platformis essential. What works
formobile gameswon’t necessarily
work foranimmersive role-player
environment. Successfulin-game
advertisingwillbe rootedinauser-
centric approach, ensuring that
brands become an additive element
to the gaming narrative rather than
anintrusive interruption.

The evolution of in-game metrics

Measurement has beenanissue that
has perhaps put the brakes onthe
rise of in-game advertising. With the
industry increasingly cautious about
thevalue of its spend, gaming needs
some robust metrics: avast audience
and opportunity of global exposure
isone thing, proving efficacy s

quite another.
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In-game advertising market size — aggregate forecast

£15bn

£10bn

Market size

£5bn

£0bn

2024 2024

It’sanareathat’s openforinnovation,
andinimmersive andinteractive
gaming experiences, click-through
rateswon’t cutit. Metrics such as
engagement duration, brandrecall
within the game environment, eye
tracking and biometrics could make
wavesin2024.

Thiswillbe ayear of refinement, as
brands and agencies betterlearnhow
gamersinteractwithin-game ads,
advertisers canrefine their strategies
to delivermore personalisedand
effective campaigns.

Harnessing community

Long gone are the dayswhen
community ingaming extended to
the ability to plug four controllers
into yourconsole. Games are now
simultaneously enjoyed by millions
across the globe, interactive worlds
with theirownsocialnorms, values

justplayers: they're fans, celebrities,
influencers and potential brand
ambassadors.

2024 2024

Year

2024

: Therise of Twitchand YouTube gaming
. channels, which have some of the

. mostwatchedvideos onthe planet

‘ means that taking gaming advertising
: off-game canbe apowerfulway to
make a splash.

© Putting social andinfluencer
marketinginto the gaming mix

. extendsthereach ofin-game

. advertising, so expect to see more

. brandslooking beyond the game and
- striking outinsearch of the MrBeast-

" levelsocialengagementin2024.

Pressing play on the future

In-game advertisingis not merely a

. trend; it offersawhole newway for

. brandsto connectwith consumers.

: While the possibilities are vast, and

. therewards massive, much like

* gamingitself, the success of in-game
advertising hinges on strategy.

andlanguages. Gamers are more than : o Respectthe userexperience:

augment, don’tdisrupt

. 0 Understand the unique audience

dynamics

2024 2024

. 0 Harness communities: know

where youraudienceis outside
ofthe game

One of the biggest areas for potential
. growthand development over2024,
. thegameiswellandtrulyon @
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Even though gaming is experiencing a
small and steady decline after the
pandemic, it’s stilla huge market for
companies to explore. According to the
Mobile Marketing Association, in LATAM
theindustry is expected to grow 20%in
five years, reaching 325 million gamers
in 2024. Brazil and Argentina are the
marketsleading this trend.

Technologies like generative Al will create more
opportunities to develop evenbetterinteractionin
gaming stories, where NPCs willbe able to have a much
more humantype of behaviour, creating an even better
experience forplayers. Advancementsin Mixed Reality
(MR) are set torevolutionise gaming experiences as well,
by blendingvirtual andreal worlds (eg Meta Quest 3).
Andthe deployment of 5G networksinthe biggest cities
willcontinue to play a critical role inenhancing these

MR experiences throughimproved connectivity and
reducedlatency.

From abrandloyalty point of view, the exponentially high
levels of fandom and engagement in this market create
anamazing platformforcompanies that want to connect
with new kinds of audiences. No wonderwhy Messi just
announced heisjoining the eSport team KRU Esports,
partnering with Kun Aglero — as this will bring huge hype
into the e-sports market and will, if not already, push
companiesto furtherinvestinit. Thisinvestment can
come eitherthrough sponsors, oreven as players
building theirown teams, imagine brands Nike and
Adidas competing against each otheron e-sports.

Sowe see ahuge opportunity forbrandsinthe gaming
industry tied to the market growthin LATAM and the
advancementsin Al and Mixed Reality. All this willcombine
in2024, and beyond, to help create even betterinnovative
userexperiences that will take the quality of the games to
awhole new level of interaction @

www.exchangewire.com/industry-review

Industry Review 2024 64

“ ﬁ& Dylan Collins
aqé ” Chairman, OMAC

Investments
) |

Therise of the ‘virtual console’ category.
With Fortnite launching LEGO Fortnite,
other developers of scale begin to think
of their existing games as alaunch
platform for new titles.

2024is finally the yearwhen meaningful amounts of brand
dollars break throughinto non-mobile games. Roblox
hasinvestedinto (andis now actively talking about) an

ad toolingroadmap which might finally achieve the ease
and scale that has made YouTube the default forgames
content mediabuyers.

Relatedly,in 2024 we see more agency holding groups
acquiring game services businesses to accelerate their
in-game offering to brand clients.

Increasingly we see gamesimplementing age-verification
forvarious features as developers continue to wrestle with
young audiences and a patchwork of digital safety laws.

2024 will see much more activity frommajor publishers
acquiring Robloxand UEFN developers. Embracer
quietly acquiring Bloxburgin 2022 for ~USD$100m
(£78.5m)was just the beginning.

The VC market forgamingis going to be very quiet. We’'ll
see ahuge amount of emergency M&A as game startups
struggle for cash. Those who survive willhave a high
probability of outsized success. I'd expect atleastone
public games company to be acquired.

Inthe crossover between creatoreconomy and gaming,
the continued wave of anti-VC rhetoric will continue and
2024 willbe an excellent vintage for bootstrapped digital
services companies.

Asingle Web3 game emerges attheend of 2024 as a
‘maybe’ candidate forthe space champion @
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People are spending more time and money
than ever in gaming, but advertising spend
stilllags far behind.

In2019, Red Dead Redemption 2 sales smashed all

the biggest films for the same year, so thishasbeenan
ongoingtrend foratleastfouryears. Why will 2024 finally
startto buck this trend? Google Chrome isremoving
third-party cookiesin 2024. This means that measurement
willneed to evolve and we're going to see anincreased
focus onregression-based measurement models (like
econometrics ormedia mixed modelling). The beauty

of these modelsis that they can correlate sales with
channelsthatdon’t directly track sales through cookies.
Measuring sales off the back of gaming campaigns

has always been difficult but with different forms of
measurement emergingin place of more classical digital
attribution, we might finally see gamingrecognised as
arevenue driver. Proof of revenue leads toincreased
investment and once that ball startsrolling then
everyone getsinvolved.

Gaming often performs well foreconometrics results
with some brands evenseeingitas theirmost efficient
channel (evenbetterthan PPC on occasion).I'm
excitedto see more brands expand measurement so
we can start testing more channels (including gaming)
and understanding the sales contribution of less
performance-led mediabuys @
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