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Consultants are coming
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What is PwC doing in programmatic?

Build trust in society and solve important problems
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Agenda
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Where are you advertising?

1
DATA
Who are you targeting?
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Are you feeling lucky?

3
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How good are your traders?
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7% of domains attract 80% of traffic
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Media owners working together
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Optimisation & Trading
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Targeting parameters

Geography
Region, country, city, postcode, IP 
targeting, latitude, longitude

Time of day
Day of week, day-parting, recency, 
frequency capping 

Channel
Desktop, mobile 
(smartphone/tablets), social

Ad Format
Display ads, video ads, social ads, 
mobile in-app

Contextual
Content of website, category of 
websites

Site targeting
Whitelist/Blacklist

Third Party audience segments
Automotive, financial etc.

Inventory partners
Ad exchanges

Technology
OS, device, browser type, connection, 
browser language

Mobile
Carrier, device id

Brand safety
View ability, in-view, fraud, blocked 
categories etc.
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information contained in this publication without obtaining specific professional advice. No representation or warranty (express or implied) is given as to the 
accuracy or completeness of the information contained in this publication, and, to the extent permitted by law, PricewaterhouseCoopers LLP, its members, 
employees and agents do not accept or assume any liability, responsibility or duty of care for any consequences of you or anyone else acting, or refraining to 
act, in reliance on the information contained in this publication or for any decision based on it.
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