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Participant Profile 

250 respondents

Across 32 markets 
and respondents 

with pan-European 
and Global 

remits.   
 

13% Advertisers
27% Publishers
24% Agencies
36% AdTech 
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The value of digital ad spend in 
Europe

€96.9bn 
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© IAB Europe 

US is 2.5x bigger, but faster growth in Europe

+11.1% YoY

+7.3% YoY

Source: IAB Europe & IAB US, US data converted with 1 USD = 0.92 EUR

Digital Ad Spend 2023 (bn) & YoY Growth 
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© IAB Europe 

Programmatic share has decreased, but still over 50% of Display

*Revised methodology, not comparable with previous Adex Benchmark studies. 
Excl. Social and Search “Automation”. 

€12bn +7.4%
Value Growth

53.4%
2022 Share of Display

51.9%
2023 Share of Display
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PROGRAMMATIC ADVERTISING 
ATTITUDES 
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Top trends from 
the 2024 findings

Maturing growth in Programmatic 
Investment

Quality of Media is the biggest barrier 
to future investment for all 
stakeholder groups

 
7



Programmatic Investment 
Increases From the Buy side.. 

Said over 41% of their display campaigns 
were bought programmatically 

Said over 81% of their display 
campaigns were bought programmatically 

27%  32%
Advertisers         Agencies  

40%  68%
Advertisers         Agencies  
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What do you think will be the key 
programmatic growth area over 
the next 12 months? 

Advertisers (47%) CTV
Agencies (57%) cited DOOH
Publishers (47%) cited CTV
AdTech (37%) cited Retail Media 

Q. What solutions are you looking at to find new audiences given the impact of new data protection regulations and browser cookie controls?

9



Programmatic growth areas led by CTV

52% of agencies; 47% of advertisers and publishers 
think connected TV is a key growth area

Q. What solutions are you looking at to find new audiences given the impact of new data protection regulations and browser cookie controls?

40% of advertisers; 30% of agencies think AI is 
a key growth area

29% of publishers think audio is a key growth area

26% of agencies and publishers think retail media 
is a key growth area
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Ability to Discover Audiences Is The Key Driver for 
Advertisers 

Q. What are the key drivers/business impacts for your company to consider investing in / increasing its programmatic trading investment? (Please rank in order of importance with 
1 being the most important and 5 being the least important) 11



Cost Efficiencies Continue To Be The Key Driver for 
Agencies

Q. What are the key drivers/business impacts for your company to consider investing in / increasing its programmatic trading investment? (Please rank in order of importance with 
1 being the most important and 5 being the least important) 12



Quality of Media Is Top Barrier to Investment For All
  Advertiser Agency Publisher

  #1 
2023

#1 
2024

#1
2023

#1
2024

#1
2023

#1
2024

Costs 7% 25% 14% 7% 26% 10%

Operational elements 
(e.g. measurement, 

performance, use of data)

10% 31% 18% 11% 13% 25%

Hiring and training staff 3% 6% 11% 11% 15% 20%

Quality of media (e.g. 
fraud, brand safety, 

viewability, 
transparency)

35% 31% 21% 41% 15% 30%

Political and economic 
environment

19% 0% 11% 19% 28% 10%

Sustainability 15% 6% 25% 11% 3% 5%

Q. What do you consider to be the key drivers  to the adoption of programmatic trading?(Please select all that apply)
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Sell-side continues with first-party data, whilst 
buy-side broaden their data strategy

Q. What type of audience data are you currently leveraging? (Please select all that apply)
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What solutions is the industry looking at 
to find new audiences?

74% of agencies are looking at contextual targeting

53% of advertisers plan to leverage first-party data 

54%

of publishers also plan to use contextual 
targeting66%
of all publishers are also looking at identity 
solutions (48% of agencies)

Q. What solutions are you looking at to find new audiences given the impact of new data protection regulations and browser cookie controls?
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Agencies lead the pack in understanding 
their third-party cookie dependency

82% 
of agencies

77%
of publishers

64% 
of advertisers

understand the full 
extent of their 
third-party cookie 
dependency
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Advertisers need more support in preparing for 
solutions beyond the third-party cookie

% of stakeholders that strongly agree or agree that their company 
is prepared for the deprecation of third-party cookies  

Q. Overall, do you agree that you/your company is prepared for the deprecation of third-party cookies?
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SO, WHAT DO INDUSTRY 
EXPERTS THINK?



PANEL 1: Attitudes to Programmatic 
A review of the 2024 results and what we 
will see in 2025

Moderator:

Gregor Fellner, Sr. 
Director Media 

GSA/EE, Rakuten 
Advertising 

Wayne Tassie 
Group Director, Integrated 
Solutions, DoubleVerify & 

Chair of IAB Europe’s 
Programmatic Trading 

Committee

Xavier Llerena
Executive Director, 

Marketplace 
Strategy, FreeWheel 

Stefanie 
Scognamiglio
Director Client 

Solutions, Microsoft 

Sylwia 
Iwanejko-Sajewska 
Head of Germany, 

Decentriq
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