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Insights

According to the survey, “Better data” and “Transparency” are TWO vital factors to enable programmatic 
success no matter which stakeholder group our respondents are in. 83% of Adtech companies indicated 
that  the growth of programmatic requires continuous investment in “Education” while 63% of agencies 
voted for one important resource - “Experienced Talent” to enhance and grow their existing team.

What is the key to realize more Programmatic Spend in 2021/2022?



Insights

Most brands and agencies are working with several data sources to achieve a better balance between scale and 
accuracy. With 88% respondents expressed concerns upon the quality of 3rd party cookies, the demand and 
reliance on first-party and higher quality data (i.e. CRM and website analytics) will increase in the new ecosystem.

It’s critical for brands to proactively evaluate the impact of their current targeting strategy when cookies goes 
away. In the meantime,  both brands and agencies will need  to get ready for testing out identity solutions which 
are aligned in their company roadmap and campaign KPIs.

What sort of data are you using for your Programmatic Activation?



Insights

● Currently, display, video and in-app are the top 3 programmatic channel.  
● Marketers expressed that video,  digital out of home and In-app are the most expected to grow 

programmatic channel in 2021.

Which Programmatic Channels do you expect to grow the MOST in 2021?



Insights

● Over 67% of respondents expect to buy more via Programmatic channel this year

● And, about 83% of respondents expressed that they will spend 10% - 30% more budget on 

programmatic channels this year

How much more do you expect to buy via Programmatic Channels this year?



Insights

- 67% of adtech vendors think they are well prepared (scale >=6) for the cookieless future, followed by 
publishers (59%) and agencies (40%). 

- Brands were the least optimistic, only 8% said they are well prepared for the cookieless change  (scale >=6) 
and 50% of brand responded that the removal of cookies could have a major impact on their digital strategy, 
especially on campaign performance. 

How prepared are you for the cookieless change? (1 being the least prepared, and 10 being fully prepared)

While the alternative solutions to the 3rd party 
cookie is still uncertain, there is tremendous 
opportunity for both adtech companies and 
content producers.  For Premium/larger 
publishers, they may take this opportunity to 
develop new digital products by leveraging 
their 1st party data like logged-in activities. 
However, by using this walled garden 
approach, the local publishers are unlikely to 
reach audiences at scale. Make their data 
accessible from the open internet via trusted 
identity partners should be an essential part of 
their monetization roadmap in the cookieless 
era. 

Brands, agencies and data providers will need 
to work closely and become more 
sophisticated in crafting targeting strategy 
with a combination of digital signals.  



Insights

- Interestingly, advertisers buy through programmatic because of data (74%) and performance (71%), 
almost half of the respondents think that the removal of cookies is at the level of ‘somewhat impactful 
and no major strategy change’. 

How impactful do you think the removal of cookies will have to your current strategy?
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