
























































Watched your 
favourite 

TV Show

Read about 
the Freo 
Dockers

Listened to a 
podcast

Before we jump into it, think about the last time you…

Steph



You already know how to operate across Search and Social

Conversion 
Focused

Last Click 
Thinking 

It’s a familiar place to start

Steph



of your consumers 
time is spent inside 

those platforms  

24%
THE GAP

Steph



What about the other 76%?

Steph



Growth doesn’t come from being everywhere.
It comes from showing up in moments that matter.

Steph



How are you reaching your customers in moments like 
these?

Checks the 
news online

Check sports 
recaps from 
night before

Reading news 
about favourite 

sports star

Catchs up on 
podcast 
episodes

Watches new 
episode in 

favourite series

Looks up 
recipe to cook 

for dinner

Cues the mood 
playlist

Steph



So where do 
you find them?

Steph



The next place to reach them

Steph



Programmatic advertising uses data to reach the right person, with the right 
message, at the right time., wherever they are online

What is programmatic?

Your Ad Here Your Ad HereYour Ad Here Your Ad 
Here Your Ad Here Your Ad HereYour Ad Here Your Ad 

Here

Kacs



Traditional Media 
buying gives 
publishers the 
choice

Example Publisher

The Publisher 
decides what ad 
your customer 
sees and when

Kacs



Programmatic 
puts the 
choice back in 
your hands

Example Publisher

You decide who’s worth 
reaching, in real time, 
impression by impression

Kacs



The Result? Your investment working harder to reach 
the right person every time

Powered by choice, data and decisioning

Right Person Right MessageRight MomentRight Time

Kacs



The Trade Desk is your programmatic powerhouse

We consolidate the ecosystem to make 
reaching the right person easier 
Connecting you to over 95% of Australians 
Nationwide, across premium content

That’s all we do. 
We do not own any media or inventory.

Objectivity
Unbiased and transparent

GAMING

SEARCH

CTV and 
STREAMING

DISPLAY

CONSOLIDATED BUYIN
G

and MEASUREMENT PLATFO
RM

DIGITAL OUT 
OF HOME

AUDIO 
and 

PODCASTS

ONLINE VIDEO

SOCIAL

Kacs



Helping you
create a seamless
consumer 
experience with

ADVERTISER

WALLED 
GARDENS

DIRECT 
INSERTION 

ORDER

8.5M+ Households in AU

80+ Ad exchanges, SSPs,  
publishers and ad networks

550B+ Ad opportunities in AU every 
month across our platform

Kacs



Is this actually your 
customer?

Have they seen this 
enough already?

Is this a genuine 
quality space?

Only the best opportunities make the cut

Not just any ad 
space. The one 
most likely to 
reach the right 
person, at the 
right moment

We choose the right place for your ad to run – every time

Kacs



Occasion:
Watching 

Yellowstone on 
Peacock

Occasion:
Researching dinner 

recipes at work

Occasion:
At the gym while 

listening to a playlist

Occasion: 
Commuting into 

the office

Occasion:
Checking in on 

daily news

To reach your customer across 
multiple places throughout their day

Kacs



We exist for the moments that matter 
so we can help you reach who matters most

Kacs



Find more people 
like your best 
customer

SOLUTION

using what you 
already know 
about the 
customers you 
have

01

You’re reaching the 
same people repeatedly 
– but your next 
customer is still out 
there

CHALLENGE

Steph



Programmatic knows who 
your audience is and follows 
them everywhere

Who are we 
trying to 
reach?

What do we 
know about 

them?

Where do we 
focus?

Your audience, built in one place - activated everywhere

Steph



Build new connections with potential customers 
who are similar to your key audiences

GROW
Maintain a direct relationship 
with your existing customers

MAINTAIN

How programmatic turns into an audience strategy

+

Your core 
customer

High potential 
audience Lookalike + 3PDFirst Party Data:

e.g email addresses, pixel

Steph



Here’s how we make sure you’re not reaching the same person over 
and over – frequency management

Without a connected view Programmatic media buying delivers 
control & cost efficiency

Total 20x

2x 4x 5x 3x 6x

Total 8x

2x 1x 1x 2x 2x

Steph



We can control her 
customer 
experience 
throughout her 
purchase journey

1 audio ad per week 1 display ad per week 1 social ad 
per week

1 DOOH ad per week 1 display ad per week1 linear ad 
per week

1 BVOD ad per week 1 video ad per week

Until she converts

CONTROL  FREQUENCY THROUGHOUT HER JOURNEY

Ideal Buyer

Steph



Move the story forward. Reach further while you do it.
 

Audience Targeting
Retarget audience and expose to 

additional channels to drive efficiencies.

Tell your story 
with 
sequential 
messaging

Increase 
exposure with 
multi-channel 
retargeting

20%

45%

70%

Audience Suppression
Drive incremental reach by suppressing ads 

to those who've already seen them

Audience who have 
watched your ads 
on CTV

SUPPRESS INCREMENTAL

Suppress them on 
other channels for 
incrementality

Audience who 
have watched 
your ads on CTV

Steph



Same audience.
Different moments.
Less ad fatigue.
More brand impact.

This is what 
reaching who 
matters most 
actually looks like

Steph



See what’s 
really working

SOLUTION

from the first ad 
they see, to the 
sale

02

What's really driving my 
results?

CHALLENGE

Kacs



YouTubeAudio

DOOH

Display or 
Online Video

Social mediaLinear TV

CTV Display

$

Your customers 
path to your 
brand, rarely 
has one step

So, which of these 
moments actually 
mattered?

Kacs



What should we be 
measuring instead?
Sustainable performance is built 
before conversion, 
not at the point of it

Which channels bring someone into the journey
Not just the last one they clicked

How many touchpoints it typically takes
Before someone actually converts

Which channel combinations convert best
Together, not in isolation

Kacs



Version: 26_03_ 18

Here’s what reporting 
is available

Touchpoint 1

Touchpoint 2

Touchpoint 3

CTV Display

Audio

Path-to-Conversion Reporting
Avg # 

touchpoints

Avg days to 
convert

Channel 
effectiveness

1 2 3

Ad serves to 
audience

User clicks to brand site via 
search or social ad

Consumer 
converts

Search and Social Impact Reporting

Kacs



A complementary 
approach to modern 
media planning

Search & Social

Programmatic
 

Reaches people everywhere else 
they spend their time — 
streaming, audio, news, out and 
about

Finds the right person using your 
own customer data

Manages how often someone 
sees your ad, across every 
channel

Measurement you control, not 
locked inside one platform

Reaches people while 
they're actively searching or 
scrolling

Strong engagement, ads 
that feel native to the 
platform

Best for people already 
looking for you

Search & Social 
and 
Programmatic: 
Distinct Roles, 
Stronger 
Together

What it adds

What you know
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Together, we take 
what you start in 
search & social and 
make it more 
impactful.

Kacs



While buying CTV via PG is an effective 
way to drive reach, operating in silos 
leaves value on the table

Buying media in silos 
delivers wasteful 
impressions & creates an 
unfavorable consumer 
experience

DIRECT IO BUYING

20x
total

2x 4x 5x 3x 6x



Decisioning leverages 
holistic frequency 
controls to provide a 
connected advertising 
experience that yields 
greater unique reach

Operational efficiency

Precise audience targeting

Frequency control

Real time optimization

Closed loop measurement

Quantity savings

8x
total

2x 1x 1x 2x 2x

On average, decisioned campaigns in our 
platform see a 77% lower CPA than non-
decisioned counterparts

DECISIONED BUYING





















































https://www.forrester.com/blogs/why-performance-marketing-falls-short/


https://www.nielsen.com/insights/2017/understanding-memory-in-advertising/#:~:text=Explicit%20memory%2C,and%20implicit%20memory%2C
https://www.nielsen.com/insights/2017/understanding-memory-in-advertising/#:~:text=Explicit%20memory%2C,and%20implicit%20memory%2C


https://www.forrester.com/blogs/why-performance-marketing-falls-short/

































