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Executive Summary 

  

Delivering the right advert to the right 
consumer at the right time is the key goal for 
advertisers. Programmatic Display advertising 
has made that concept a reality for brands. 
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Programmatic Display 

Programmatic Display is the targeting of consumers in terms of the value of an individual impression. The 

technical process is to buy and sell Display inventory on a case by case basis, in real-time dependent on 

factors such as audience, time period, associated content etc. Each Display impression is evaluated, 

purchased, and sold, individually, in an instant. 

As a result, Programmatic Display has revolutionised the way ad inventory can be purchased as well as the 

performance that advertisers can achieve through the channel. Simply put, it helps lower the price of ads 

while also help to maximise yield 

Why is Programmatic Display important? 

Scale of the opportunity 

With 37 billion impressions available to bid on every day, advertisers have the opportunity to drive 

conversions on a local, national or global basis. 

Flexibility and measurability 

Advertisers can dissect and analyse each Display ad – right down to where it was displayed, for how long 

and to whom. This means that campaigns can be quickly reviewed, improved or stopped if they are under 

performing. 

High relevance 

Programmatic Display delivers advertising in real-time enabling advertisers to serve highly specific ad 

messages, based on individual consumer behaviour or a profile. This builds a truly customer-centric 

experience with a focus on building engagement. 

Cost efficiencies 

By reaching more qualified consumers with highly targeted messaging, advertisers can drive higher levels of 

new customer acquisition and bring back ‘lost’ customers. 
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Understanding the key roles 

There are 5 key components in the Programmatic Display landscape 

 

This automates the purchasing of Display advertising. Advertisers use DSPs to set the 

buying parameters of their campaigns and to monitor campaign performance. Some 

of the largest DSPs are DoubleClick Bid Manager, AppNexus, Turn, Quantcast and 

Rocket Fuel. 

 

This helps publishers manage their advertising impression inventory and optimise the 

selling of their online media space. A constant relay of information between the SSP, 

the ad exchange and the DSP occurs. Some of the largest SSPs are Admeld, Rubicon 

and PubMatic. 

 

 

The publisher provides the inventory. Programmatic Display is increasingly used on 

premium inventory due to advertiser demand. Some publishers may use SSPs to help 

better manage and sell their inventory. 

 

The advertiser assesses which inventory to bid on and how much they are willing to 

pay depending on the relevancy of the inventory. Advertisers can work with specialist 

agencies to take advantage of the Programmatic Display landscape. 

 

 

These facilitate the purchase of Display inventory in real-time through auctions that 

take place in the milliseconds before a page loads. Through these auctions publishers 

are able to maximise the price for their inventory. Some of the largest ad exchanges 

are Facebook Ad Exchange (FBX) and DoubleClick Ad Exchange. 

  

The Demand 

Side Platform 

(DSP) 

The Supply 

Side Platform 

(SSP) 

The Publisher 

The Advertiser 

The Ad 

Exchange 
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Benefits for advertisers 

• Build brand awareness - Prospecting tactics or ‘lookalike’ targeting can be effective in 

targeting new customers who match existing profiles also it is possible to use third-party 

customer data to target specific types of consumers. For example, an advertiser selling 

shoes could purchase a segment of consumers who are interested in buying shoes. 

• Better engage with consumers - Contextual targeting means the ability to reach 

audiences that are browsing content relevant to the brand or product. Placement 

targeting allows a selection of individual websites, or specific sub- sections where the ads 

will appear. This ensures that ads appear in places where the target audience is most likely 

to engage with the ad. 

• Increase conversions - By using remarketing tactics, it is possible to target consumers 

based on their recent on-site engagement. These consumers can then be remarketed with 

highly specific messages to help drive them through the purchasing funnel. For advanced 

Remarketing, it is also possible overlay additional analytics data, such as bounce rates and 

number of visits to the website, as well as other custom data, to deliver even more targeted 

ad messaging and delivery. 

Building a Display campaign 

• Set clear objectives - Have a clear picture of the goals of the Programmatic Display 

campaign. Define the key metrics that should be measured and put relevant KPIs in place. 

• Research your audience - Develop a customer framework to define the target audience, 

and research the types of consumers who may be interested in the product. It can be 

helpful to use third-party data sources to understand the internet browsing behaviour of a 

particular type of audience. 

• Allocate sufficient budget - Ensure sufficient budget is allocated to give campaigns time 

to mature through optimisation. 

• Optimise campaign performance - Put structured testing in place for audience targeting, 

ad placement, ad creative, budget allocation etc. These core factors can help maximise 

the budget, reach and on-going performance across all audience segments. 

• Attribution - Use multi-touch weighted attribution modelling to improve decision making 

on target audience, budget allocation, and campaign optimisation factors. There are a 

number of attribution models available, choose the one that best fits the needs of the 

business. 
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Success Story 
Using Programmatic Display to win new customers 

 

 

Sk:n is the clinic of choice for non-surgical treatments in the UK. They had a 

specific requirement to reach a new audience with a high likelihood of 

booking a Sk:n consultation. 

 
 

 

 

Approach 

User behaviour was monitored on Sk:n’s website in order to define the ideal potential customer. 

Using this data at scale, audience profiles were created which identified which potential 

customers would be the most likely to make an enquiry, but who had never visited Sk:n’s website. 

New Display ads with highly specific messaging were then created and served to new potential 

customers that fit the target profile while they browsed other websites online. 

 

Results 

Since launch, the campaign has achieved over 20 million impressions. The resulting increase in 

traffic to the website drove over 3,000 new client enquiries, whilst reducing the cost-per-enquiry.  
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Benefits of Working with NMPi 

Market Leading Technology 

Our Mercury Platform helps to deliver a “full-

funnel” approach to find new customers and 

convert your existing prospects. 

Award-Winning Experience 

With over 12 years of experience in the digital 

industry, we have helped numerous brands 

create a step-change in their business.  

Granular Targeting 

Our granular approach to audience 

segmentation delivers the right message, to 

the right person, at the right time. 

Passion Management Team 

We are a dynamic team of the most qualified 

analysts, account managers and technologists 

operating in the online advertising industry. 

International Reach 

Already active in your core markets? We can 

deliver campaigns in markets where you are 

not active.  

Full-Funnel Visibility 

Integrated Paid Search & Display offers a 

full-funnel view of the consumer, from initial 

display impression to final conversion. 

Get in Touch 

For more information please contact us: 

 
  +44 (0) 207 186 2100      info@nmplondon.com 

 

 

 

 

About NMPi 
NMPi is an award-winning digital agency helping ambitious brands maximise the potential of their 

online marketing. Based out of London, UK we work with clients ranging across sectors including retail, 

travel and finance.  We operate across more than 100 countries, in over 55 languages and generate 

client revenues of over £100 million annually. 

 


