
PROGRAMMATIC
AD BUYING 101
Reach a growing digital audience at its peak



Traditional advertising 
just doesn’t fly in the
app world.

Chapter One



More than 2,000 apps hit the app store everyday. For advertisers, 
that can make it difficult to know which ones will capture the hearts 
and minds of a massive audience. 

This fact alone can frustrate any ad buyer, but that’s not even the 
half of it. Most apps that do break through have an additional 
problem for advertisers—a short window before their audiences 
move on to something else. 

Programmatic ad buying can help you connect with desirable 
digital audiences in ways that traditional media can’t. In this guide, 
we’ll show you why programmatic is crucial for effective mobile 
advertising. 

How can you reach consumers 
when the latest hot app is on top for 
just under six months?
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Consumers are 
going mobile.
Are you?

Chapter Two



Mobile usage is growing faster than the ad tech world can keep 
up. In 2016, Kleiner Perkins Caulfield & Byers (KPCB) Partner 
Mary Meeker cited a $22 billion gap between where consumers 
are spending time and where brands are putting their ads. It’s a 
disparity that continues to exist today.

Publishers also stand to benefit from filling this mobile ad gap. 
According to VentureBeat, CPMs on mobile have the potential to 
double by 2017. 

When it comes to mobile apps, the challenge for media 
planners and advertisers is really the same: How do you 
capitalize on an audience that can grow out of nowhere and 
decline almost as quickly? 

Advertisers are leaving opportunities 
on the table by ignoring the fast-
growing mobile audiences.
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How do consumers spend their mobile time?
According to ComScore, 40 percent of mobile viewing is spent 
on gaming and entertainment. This trend is growing among all 
demographics. 

34%
Social 

27%
Entertainment

13%
Games

13%
Messaging & Telecom

Advertisers need to reach and influence consumers in apps where 
they’re the most captivated.



Apps lifecycles are 
short. What does this 
mean for advertisers?

Chapter Three



At the end of 2014, Trivia Crack, a relatively unknown app at the 
time, skyrocketed to the top of app store charts, and stayed there 
for 70 consecutive days. It was an amazing feat for Etermax, the 
still-burgeoning Argentinian developer.

For brands looking to reach a highly engaged international 
audience, this was a prime opportunity. But only a small group of 
mobile-first companies actually capitalized on it, buying all of Trivia 
Crack’s ad inventory during its peak.

By the time larger brands got campaigns in place—in a matter 
of two months—Trivia Crack’s position in the app charts had 
changed. While it remains a top title with a large audience, 
advertisers who got in early were able to get in front of millions 
of consumers and take of advantage of the app’s overwhelming 
popularity while it dominated the charts. 

Key takeaway: If you want to fit app inventory into your media 
planning cycle—when you’re normally planning 6–12 months in 
advance—you have to be able to think fast.

Outside of the top 10, most apps 
peak after two months. After that, the 
average app loses 50 percent of its 
daily active users (DAU).
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Programmatic ad 
buying drives mobile 
advertising success.

Chapter Four



Programmatic ad buying is the use of software to automate the 
purchase of digital advertising spending. It’s quick and efficient, 
and it can help you find and capitalize on the meteoric—and often 
unpredictable—wave of apps that scale the app store charts.

Programmatic ad buying is on the rise. According to eMarketer, 
programmatic buying made up “$14.8 billion of the approximately 
$58.6 billion digital advertising pie in 2015, and is expected to 
jump to $22.1 billion by 2016.

With the right programmatic ad buying strategy, you can use data 
to continuously evaluate and optimize your campaigns. According 
to Ad Age, “this is a radical change from traditional ad buying, 
where a buyer agrees to run a certain number of ads with a 
publisher and is locked into the contract.” 

Mobile video spend for programmatic 
will double by 2017, going from 
$1.14 billion today to $3.79 billion.
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Be sure to look for these capabilities 
when choosing a programmatic vendor:

Immediate access to premium inventory 

Impressions available at the app level

Impressions available at the device level

Audience data

Frequency capping

Real-time reporting

Real-time optimization



Vungle can help you 
make the most out of 
programmatic
ad buying. 

Chapter Five



Vungle helps you optimize your ad spend and acquire the 
audiences that matter to your brand. We work with more than 
25,000 app developers across iOS, Android and Windows. We 
increase brand awareness, market share and direct response by 
delivering over 2 billion video ads impressions a month to more 
than 235 million unique consumers around the world.

Our programmatic solution is designed to help advertisers target 
the right audience at the right time. You choose only the apps that 
match your demographic criteria. As a Vungle client, you also gain 
access to our proprietary algorithm that helps you target apps 
before they rise to the top of the charts. 
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With Vungle Programmatic, you get all this and more:

Access to premium apps
Immediate access to more than 80% of the world’s top apps, accessible 
through the leading demand-side platforms (DSP), agencies, trading desks, 
and even direct first-party access.

Easy setup and operation
Choose our lightweight, fully programmatic solution or a managed service 
option for ease of access.

Continuous relevance
Target dynamic inventory optimization as apps peak in popularity.

High completion rates
With Vungle’s full-screen mobile video platform, your ads will always 
viewable. Additionally, our completion rates are more than 80 percent.
 
Scalable ad buying
Reach hundreds of millions of consumers globally, when they’re most likely 
to engage.



Buy premium 
video inventory 
programmatically
The world’s top brands and agencies gain immediate access to Vungle’s 
premium inventory through existing connections with leading demand-
side platforms (DSPs). Gain direct, first-party access to the world’s 
top apps as they peak in the charts. Reach hundreds of millions of 
consumers globally, when they’re most likely to engage.
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Learn more at vungle.com/programmatic


