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The QUESTION that will be examined. 
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these different stages as well as in the different stages of the customer journey? 
 
 
 

 

  



 3 

Abstrakt 
Inom digital marknadsföring har displayannonsering alltid varit den största 
inkomstkällan för publicister, och den största kanalen för annonsörer att öka trafiken till 
sina webbplatser samt att få bättre varumärkesigenkänning. Med uppfinnandet av 
smarttelefonen och den ständigt smartare maskininlärningen, har branschen förändrats. 

Denna studie började med hypotesen att sedan displayaffären utvecklats till att bli 
programmatiskt köpt, har värdet av displayannonsering fått ett mervärde långt utöver 
varumärkeskännedom och för att driva trafik till webbplatsen. Programmatisk 
displayannonsering, programmatic, är intelligent displayannonsering där visningar köps 
programmatiskt i realtid baserat på algoritmer och en stor mängd data. Fokuset i den här 
studien ligger på att att analysera programmatiska displaykampanjer, det vill säga, 
kampanjer där köpdelen av utrymme på websidor hanteras av algoritmer baserade på 
kriterier uppsatta av annonsören. 

Det första steget i att svara på frågan: "Vad bidrar programmatic displayannonsering 
med när det gäller marknadsföring i olika steg i ett företags livscykel samt i de olika 
stegen i en kundresa?" var att undersöka hur annonsörer och experter värdesätter denna 
typ av annonsering. 

Att nå rätt kund, vid rätt tidpunkt, med rätt meddelande, har länge varit det mål 
annonsörer haft med digital marknadsföring. Det sätt på vilket de flesta annonsörer går 
tillväga för att uppnå detta är att använda olika marknadsföringskanaler för att nå 
kunden på olika stadier av kundresan. Denna studie syftar till att bevisa att detta sätt att 
göra digital marknadsföring kanske inte är den bästa. Förutom att använda olika kanaler 
för olika ändamål, skulle programmatic potentiellt kunna användas på olika sätt för att 
förbättra marknadsföringen? 

Genom att sammanställa information och data från tidigare studier gjorda i ämnet och 
verkliga programmatiska reklamkampanjer, har resulterat i ett ramverk av 
rekommendationer för hur annonsörer ska segmentera sina displaykampanjer för att få 
mer värde från dem. 

Denna forskning görs i samarbete med experter och annonsörer i Schibsted Media 
Group. Mina förhoppningar är att annonsörer i gruppen antingen läser avhandlingen 
eller lyssnar på min presentation och begrundar hur ramverket i denna studie skulle 
kunna hjälpa dem att ompröva hur de strukturerar sina displaykampanjer och således 
även ompröva hur kanalen värderas. 

Resultatet av denna studie är att ja, det är möjligt att använda programmatic för mer än 
bara varumärkeskännedom eller för att driva trafik. 
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Abstract 
In digital marketing, display advertising has always been the largest revenue stream for 
publishers, and the biggest channel for advertisers to increase the traffic to their sites as 
well as getting better brand recognition. However, with the ever increasing spread of the 
smartphone and the continuously smarter machine learning of today, the industry has 
changed.    

This study began with a hypothesis that since traditional display marketing evolved into 
programmatically bought display, the value of display advertising goes beyond 
branding and driving traffic to sites. Programmatic display advertising is intelligent 
display advertising that is bought programmatically based on algorithms and big data. 
The focus of this study was to analyze programmatic display campaigns, which are 
defined as marketing campaigns where the purchasing of publisher inventory is done by 
algorithms, with a set of conditions set up by the advertiser. 

The first step in answering the research question: “What value(s) in marketing does 
programmatic display campaigns bring in different stages of a company’s lifecycle and 
what should be expected from such campaigns in these different stages as well as in the 
different stages of the customer journey?” was to investigate how advertisers and 
experts value this type of advertisement.  

To reach the right customer, at the right time, with the right message, has long been the 
goal advertisers have with digital marketing. However, the way most advertisers go 
about doing this, is by using different channels to reach the customer at different stages 
of the customer journey. This study aims to prove that this way of doing digital 
marketing might not be the best one. In addition to using different channels for different 
purposes, could programmatic potentially be used in different ways in order to improve 
marketing? 

By compiling information and data from previous studies done in the research area, and 
real programmatic advertising campaigns, this study produced a framework of 
recommendations for how advertisers should segment their display campaigns in order 
to get more value from them. 

This research is done in collaboration with experts and advertisers in the Schibsted 
Media Group. My hopes are that advertisers in the group will either read this study or 
listen to my presentation and re-evaluate how the framework in this study could help 
them rethink the way they structure their display campaigns and also rethink how the 
channel should be valued.  

The findings of this study is that yes, it is possible to use programmatic for more than 
just branding or for the purpose of driving traffic.  

  



 5 

Acknowledgements 
These are the last words I will ever write in a school related work. I want to take this 
opportunity to thank my two excellent supervisors, Jørgen Helland and Christopher 
Rosenqvist, for never even for a second doubting that I could do this. 

I am also thankful to my boss, Gautier Plasseraud, for understanding and being flexible 
with my working hours, I am truly happy to finally get to start working for you and for 
Schibsted full time from now on.  
 
This study could not have been done without the experts and (the anonymous) 
advertisers that I had the privilege to interview. Thank you Joakim Grytberg, Jennie 
Söderström, Larry Pallas and Charley Ohlsson for your time and insights.   
 
A special thank you has to be directed to Niklas Gustavsson, the most encouraging 
person I know. Finally, I want to finish off by directing a huge thank you to my friends 
and family, for always supporting me no matter what I chose to do or who I chose to be. 
If all goes well, this was my last and final step to becoming a civil engineer in media 
technology, with a bachelor in interactive media and a masters in media management. I 
promise that you will no longer hear me talk about school, since these five years has 
now come to an end.  
 
I am very proud of myself. 
 
 
 
� 
 
  



 6 

Table of Contents 
The true effects of programmatic display marketing .................................................. 2 
Abstrakt ........................................................................................................................... 3 

Abstract ............................................................................................................................ 4 
Acknowledgements ......................................................................................................... 5 

1. Introduction ................................................................................................................. 8 
1.1. Background ....................................................................................................................... 8 

1.1.1. There is a new customer .............................................................................................. 9 
1.2. Problem ............................................................................................................................. 9 
1.3. Objective .......................................................................................................................... 10 

1.3.1. Knowledge spreading ................................................................................................ 10 
1.3.2. Contribution to the research area .............................................................................. 10 
1.3.3. Creating a framework of recommendations .............................................................. 10 
1.3.4. Technical learnings ................................................................................................... 10 

1.4. Research question ........................................................................................................... 10 
1.5. Delimitation ..................................................................................................................... 10 
1.6. About Schibsted Media Group ...................................................................................... 11 

2. Theory & related work ............................................................................................. 12 
2.1. Programmatic and Real Time Bidding ......................................................................... 12 
2.2. Tracking results of programmatic ................................................................................ 14 

2.2.1. Impressions & Viewability ....................................................................................... 14 
2.2.2. CPA & CVR .............................................................................................................. 14 
2.2.3. CPC & CTR .............................................................................................................. 14 
2.1.6. Attribution models .................................................................................................... 14 
2.1.7. Ways to measure display campaigns & ROI ............................................................. 17 
2.1.6 Bayesian Truth-telling Bidding .................................................................................. 17 

2.2. The Funnel & The Customer Journey .......................................................................... 19 
2.3 Cross device ...................................................................................................................... 21 

3. Methodology .............................................................................................................. 22 
3.1. The process ...................................................................................................................... 22 
3.2. Motivation of methodology ............................................................................................ 22 
3.3. Sources of information ................................................................................................... 23 

3.3.1. Pilot study .................................................................................................................. 23 
3.3.2. Interviews with advertisers ....................................................................................... 24 

3.4. Method criticism ............................................................................................................. 25 
3.4.1. Administrative & Response errors ............................................................................ 25 

4. Results & Analysis .................................................................................................... 26 
4.1. Introduction of advertisers ............................................................................................ 26 
4.2. Introduction of experts ................................................................................................... 26 
4.3. History of display campaign measurements ................................................................ 27 
4.4. The purpose of programmatic display advertising ..................................................... 28 
4.5. Lifetime cycles of companies ......................................................................................... 29 
4.6. Segmentation of marketing ............................................................................................ 30 

4.6.1. Initial consideration ................................................................................................... 30 
4.6.3. The moment of Purchase ........................................................................................... 31 
4.6.4. The post purchase experience ................................................................................... 32 

4.7. A table of the compiled responses from experts .......................................................... 34 
4.8. Future possibilities .......................................................................................................... 34 



 7 

5. Discussion .................................................................................................................. 36 
5.1. Funnel vs Loop: Does everything end up with search? ............................................... 36 
5.2. Framework of recommendations .................................................................................. 36 
5.3. The importance of data, tech & the right measurements ........................................... 39 
5.4. Sustainability & Ethics ................................................................................................... 40 

6. Conclusion ................................................................................................................. 41 
7. References .................................................................................................................. 43 

8. Appendix .................................................................................................................... 45 
8.1 Abbreviations & Definitions ........................................................................................... 45 

 

  



 8 

1. Introduction 

This study will be introduced with a problem definition, a state-of-the-art analysis of the 
research area, purpose and aim of the study as well as a brief introduction of the 
Schibsted Media Group, in which this study is done in collaboration with. 

In this study there is a strong focus on programmatically bought display advertisement 
(programmatic for short) from an inside out point of view from the advertiser side. The 
concepts handled in the theory chapter are real time bidding (RTB), how tracking of 
programmatically bought display campaigns are done and the concept of the customer 
journey in relation to the marketing funnel. The first part of the study also aims to give a 
brief introduction to the problems that has occurred with this relatively new type of 
marketing, such as cross device tracking and the problem of drawing strategic 
marketing conclusions based on data based follow ups of display ad campaigns. 

1.1. Background 

When the first computer program beat Gary Kasparow, a grandmaster and world 
champion in chess in 1996, man began to realize that computers could match and in 
some cases even concur the smartest human minds. (Newborn, 1997) In digital 
marketing, computers make for an important part in finding and recognizing the right 
users, both in terms of their behavior and demographics. Digital marketing has evolved 
quickly during the last few decades and is nowadays run by algorithms rather than 
manual ad operations. (Newborn, 1997) 
 
The spend on online advertising keeps growing at a tremendous pace. Each April, the 
Interactive Advertising Bureau (IAB) carries out a full year Internet advertising revenue 
report. The results of this report are considered the most accurate measurements of 
online advertising revenues due to the data being directly compiled from information 
supplied by companies selling advertising online. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: In 2016, the spend on display advertisement was 32,74 billion $, which is an 
increase in spend by 19,1% compared to 2015. (IAB/PwC Internet Ad Revenue, 2016) 
However, there has been a shift in device usage when it comes to display advertising. 
IAB is predicting that in the years between 2015 and 2020, mobile display advertising 
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will grow with 13,8% while other display advertising will decrease with 3,6%. (IAB, 
2016) 

1.1.1. There is a new customer 
With the introduction of the smartphone, customers have completely changed their 
consuming behaviors. Instead of going to a physical store and asking for the best TV or 
surround system, users research the product or service they are interested in, and 
compare, not only the product or service but the e-commerce retailers with physical 
stores. They check for reviews on their phone on the bus home and look up the store 
closest to their office to go buy the product during lunch or go home and order the 
product from the Internet. (Friberg, 2017) 

Being in touch with the right customer at the right time is not only about getting the sale 
through anymore, but to cut into and possibly affect the customer anywhere along the 
way. It is more important than ever to catch the attention of a potential customer at the 
“evaluation stage”. As David Court states, “If marketing has one goal, it is to reach 
consumers at the moments that most influence their decisions.” (Court, 2009)  

1.2. Problem 

“Advertising campaigns vary in effectiveness, i.e. how much change they achieve, and 
also in efficiency, i.e. how much effect they achieve for a given cost.” - Robert East, 
2003 
 
There is currently no real standard way for how the results of programmatically bought 
display advertising are measured and what the effects and values of these types of 
campaigns are in comparison to other channels such as Google AdWords’ search or 
Facebook’s paid social banners. It is therefore hard for advertisers to decide on how 
display campaigns fit into their marketing plan and what to expect from them. What 
effect TV commercials and billboards have in terms of ROI is also hard to know for 
sure, but at least there are standards for how it’s measured and valued.  
 
The effect display-campaigns in general (both offline display, premium display, TV and 
programmatic) have on the business is hard to measure since it is hard to put the results 
into numbers. Even if a user spent several minutes on a site and Google Analytics tell 
the advertiser they got a viewability rate of 80% on a banner, you cannot know for sure 
that the user actually looked at the banner. If they did, they might still not click through 
it, but that banner could in the end have a subconscious effect on the user and indirectly 
contribute to a conversion that occur two months later. Delayed conversion and the 
problematics in measuring ROI is a problem in marketing in general, but it is 
specifically prominent in display marketing. 

“The online search process starts not with the search itself, but with the idea to search. 
The search idea may be general or very specific.”  -Mingyu Joo, 2015 

There are different types of traffic. The by the industry called organic traffic 
differentiates from other traffic since it is traffic that cannot be traced. The same applies 
to the idea to search. If the underlying idea to search is a genuine thought, the search 
would be organic. If it on the other hand was a display advertisement for instance, that 
put the idea to search in the head of the user, it would not be organic. What the real 
impact of digital advertising, or more specifically, programmatically bought banner 
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advertising (also called display advertising) and how it should be valued is the subject 
for this study. (McKinsey, 2009) 
 
This study will have a focus on digital marketing and human-computer interaction 
(HCI). Both digital marketing and HCI are relatively new areas of research, and there 
are in relation to other areas, relatively few studies in the subjects. The need to find and 
collect data about advertising on the Internet and people's behavior is becoming more 
and more important. There is an incredible amount of data in this field and there are 
many hypotheses, but few are confirmed. 
 

1.3. Objective 

1.3.1. Knowledge spreading 
If gathered in a report, the knowledge about the effects of display campaigns could be 
spread to the emerging markets of the media group and thus improve the results of the 
separate companies belonging to it. 

1.3.2. Contribution to the research area 
Gathering data from one of Scandinavia’s biggest media groups and compile it in one 
report will most certainly result in learnings that will benefit this area of research. I will 
have the privilege to work with marketing managers, CFO’s, sellers and analysts from 
different companies and branches of Schibsted. 

1.3.3. Creating a framework of recommendations 
If possible, the outcome of this study will result in recommendations for how display 
campaigns should be valued and measured.  

1.3.4. Technical learnings 
Schibsted is working a lot with different tools used in marketing management and 
analysis (Google Analytics, Google AdWords, AppNexus etcetera) and one of my own 
personal learnings from this study will be the technical abilities I will gain in terms of 
handling these tools.  

1.4. Research question 

The question that is examined in this work evaluates is: What role(s) in marketing 
does programmatic display campaigns have in different stages of a company’s lifecycle 
and what should be expected from such campaigns in these different stages as well as in 
the different stages of the customer journey? 
 

1.5. Delimitation 
This report will focus on where programmatically bought display ads fit into the 
customer journey, as well as what to expect from such advertising at those specific 
places in the journey. The study will not handle anything regarding the design process 
of banners or the effectiveness of such. It will rather handle what display advertising 
can be used for and how advertisers should value the display campaigns when used for 
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different purposes. 
 
What the study will evaluate: 

•! Can the effect that programmatic display campaigns have on a company in terms 
of ROI, be measured?  

•! The technical possibilities of programmatic display campaigns. 
•! How display should be valued in the different stages of the customer journey. 

 

1.6. About Schibsted Media Group 

Schibsted is one of the largest media groups in Scandinavia, owning some of the largest 
newspapers and classified medias as well as an early adopter in digitalization. Hence, 
Schibsted has both advertisers and publishers in the group. This study will have an 
advertiser-centered angle and focus on how advertisers in Schibsted can get more value 
from their display campaigns. 
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2. Theory & related work 
This section will go in depth on a few central areas, compile previous studies done in 
the subject and explain the key concepts used. 

2.1. Programmatic and Real Time Bidding 
With computers getting smarter and algorithms incessantly taking over manual work, all 
industries have to adapt. In the area of marketing, the display business has been divided 
into direct sales and programmatic display. 
 
Looking at trends of Google search term-data, the interest for this type of advertisement 
has increased tremendously over the last few years. Programmatic display advertising is 
smart display advertising that is based on algorithms and big data. (Zhang, 2017) 
 
 

 
 
 
 
 
 
 
 
 
Figure 2: Screenshot from Google trends, comparing the search term programmatic 
advertising (red) with display advertising (blue) over the last five years. (Google, 2017) 
 
The concept is that advertisers run their banner ad campaigns on publisher’s inventory 
through an ad exchange. Instead of advertisers guessing on where, when and how to 
reach their target group, Artificial Intelligence (AI)-technologies have algorithms which 
help advertisers to recognize user behavior, demographics and thus make better 
informed strategic decisions based on it.  
 
Specific inventory placements are bought by the highest bidding advertiser in real time 
where the auction for each placement takes milliseconds at most. In contrast to 
Traditional Direct Sales, Passive Programmatic Guaranteed or Active Programmatic 
Guaranteed, Real Time Bidding benefit both the advertiser and the publisher in the 
sense that the model is based on constant auctions, comparable to the stock market, 
which results in a demand and supply market. (Chen, 2017) 
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Figure 3: Schematic views of transactions (or business models) in RTB, traditional 
direct sales, passive programmatic guarantee (PG) and active PG. (Chen, 2017)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4: A flow chart of the technical structure of how the RTB works. The Data 
Management Platform (DMP) and Demand Side Platform (DSP) makes decisions on 
what ad wins the bidding, the ad exchange gives the publisher’s web page information 
about the price of the bid and what ad to serve, which is sent to the ad server. (Lee et. 
Al, 2012)  
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2.2. Tracking results of programmatic  
In order to determine the effect of digital marketing, advertisers need to gather insights 
from the campaigns that have been running. In contrast to conventional marketing 
channels such as TV or print, digital marketing makes all sorts of data available to the 
advertiser. This section will explain a few central concepts used to track programmatic 
display marketing as well as giving a concrete example on how it could be done.  
 

2.2.1. Impressions & Viewability 

Publishers have web pages which holds one or several placements only available to 
advertisement. When an advertisement is displayed on such a placement, that is an 
impression. Impressions are not necessarily always viewable, they can for example 
happen to be displayed on a placement under the fold or get scrolled by too quickly to 
be counted for. For an impression to be counted as “viewed” in most analytic tools, at 
least half the advertisement should be in screen for at least 1 second. (Miller, 2015)  
 

2.2.2. CPA & CVR 

The Cost Per Action (CPA) is a way to calculate how much a by the advertiser desired 
action (a sign up to a newsletter or a purchase of a product for instance) costs. The CPA 
is calculated as the spend divided by the number of conversions (actions). The 
conversions could be post view conversions or post click conversions, depending on the 
advertiser’s preference. Post click conversions is the most common measure, that is, 
only the users that have converted after a click on a banner are accounted for. 
Conversion Rate (CVR) on the other hand, is a way to measure the rate between the 
number of “actions” divided by the spend. Some placements on the publishers’ sites 
have a better CVR than others, which makes the advertisers willing to spend more 
money on them.  
 

2.2.3. CPC & CTR 

The CPC is the measurement for how much each click costs the advertiser. It is simply 
the spend divided by number of total clicks. The Click Through Rate (CTR) is 
calculated as the number of clicks on a banner divided by the number of impressions. A 
high CTR means that many users that see the ad also react by clicking on it. Because of 
the sophisticated machine learning possibilities now existing, although complicated, 
CTR can on beforehand be predicted quickly and accurately, which gives the advertisers 
the possibility to create a strategy for how to spend their money regarding optimization 
of display campaigns. (McMahan, 2013)  
 

2.1.6. Attribution models 

The most common attribution model used by the industry is the last click model, where 
the credit for the by the advertiser desired action, is given to the last channel the user 
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was in touch with before converting in the desired way. The difficulty with attribution is 
to make sure each marketing channel gets the right amount of credit. Multi-touch 
attribution models would give a more relevant indication of what ad channel should 
have credit for each desired user action. Such a model would give credit to each touch 
point in the customer journey rather than just giving credit to the channel that is closest 
in time to the conversion. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
Figure 5: Multi-touch attribution model. (Shang, Li, 2009). 
 
According to the study produced by Shang and Li, the channel that gets the least credit 
from the last click model is display advertisement. Using a multi-touch attribution 
model could hence increase the advertiser’s understanding regarding how much each 
channel contributes with, which also will give insight on how the marketing budget 
should be allocated between the channels. (Shang, Li, 2009) 
 
Looking at the last marketing channel that a user interacted with could give a 
misleading image of which channel is contributing the most in influencing the decision 
a user take. Looking at several touch points the user has had with a brand before a 
purchase will show that the last touch point a user had might not have had the biggest 
influence on the decision making.  

 
 
 

 

 

 

 

 

 

Figure 6: Percentage of touch points per position over touch point position before 
converting. A comparison between display (grey), direct traffic (blue) and generic 
search (orange). (Wiberg, 2017) 
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These graphs display why last click is not an optimal attribution model. Since at the last 
touch point before the conversion 99% consists of some sort of search channel, 99% of 
the marketing budget should be allocated to search and 1% to display. However, 
looking back to touch point 5, 49% of all users that have interacted with the brand at 
that time can be credited to display. Generic search at the same touch point is just at 
16%. (Wiberg, 2017) 
 
Display is thus a channel the industry defines as an assisting one. Display advertising 
does not in, most cases, drive direct conversions, but rather pass on the user to other 
marketing channels such as search from where the conversion occurs. As a result, 
search gets the credit for that conversion. Advertisers are continuously increasing the 
budget spent on digital marketing channels. (IAB, 2017) Most are however still basing 
their digital marketing strategy on what CTR and CPA each channel can generate.  

 

 
Figure 7: Figure a) and d) shows that boosting search or display will have a positive 
effect on the channel that is boosted. Figure b) show that a boost on display has a 
positive influence regarding performance on search whereas figure c) shows that 
boosting search has no positive effect on display channels’ performance. (Kireyev et. al, 
2016) 

As shown in the diagrams above, boosting the display channels will not only increase 
the traffic to site and increase the brand awareness, but also increase the performance of 
both paid search as well as driving organic traffic. Studies such as Kireyev’s have 
proved that focusing too much on performance driven channels will make the advertiser 
loose conversions in the long run since assisting channels such as display increases the 
performance on search both directly and over time. 
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2.1.7. Ways to measure display campaigns & ROI 

Measuring the ROI from display campaigns is difficult, if not close to impossible. 
Measuring the effects and the efficiency of display campaigns on the other hand is not, 
depending on the chosen attribution model. As previously stated, last click is the most 
commonly used attribution model in the industry. Since last click gives more credit to 
desktop search then mobile search or display advertisement it is argued that it might not 
be the most accurate attribution model. One way to track the result of display campaigns 
is to use panel surveys or forms, letting a few percent of the users reached by the 
campaign answer questions regarding the banner they have been exposed to. Then the 
advertiser can measure and follow up on “softer” values such as brand- awareness and 
engagement. (Hoffman, 2010) 
 
The goal of all marketing is to reach the right customer at the right time in the customer 
buying process. A young person looking for a first car should in most cases not be 
targeted with banners featuring Porsche or Ferrari, and a person who is not a car owner 
should not be targeted with banners about winter tires as it is waste of marketing 
budget. What is not waste of a marketing budget is for an advertiser to show banners for 
winter tires in Stockholm in the month of October to a person who owns a car and lives 
in Stockholm.  
 

2.1.6 Bayesian Truth-telling Bidding 

By using the Bayesian Truth-telling model for bidding, it is possible to calculate the 
hypothetical value of each placement bought.  
 
The cost the advertiser should spend on each impression will then be defined by the 
value v from a specific action, calculated as the utility r minus the cost z. The CTR for 
each impression is defined by Zhang as the distribution of y. 
 
 
 
 
 
 
 
 
The utility r will then be: 
 
 
 
To get the maximal value for the minimal cost hence brings the highest profit, which 
according to Zhang requires the advertiser to calculate the maximal profit R as: 
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Set the derivate b to 0 
  
 
 
 
 
 
 
 
 
 
 
Figures 8, 9, 10: Calculations of how bids should be estimated in order to give the 
maximal value to the advertiser (Zhang, 2017)  
 
A simpler method, although less accurate, is to use the historically probable CTR of a 
placement to calculate the relation between the CPC and the CPM and thus, since most 
display channels charge the advertiser on a CPM basis, calculate what CPM the 
advertiser should pay in order to get a desired CPC. For example, advertiser A has a 
budget of 2000 SEK/day and a goal of getting 1000 clicks per day which gives a CPC 
of 2 SEK. Since they need to acquire 2 new users per day if they want to grow by 13% 
in their specific niche market and the mean CVR from that specific display network is 
0,002%. They then need to look at the CTR of the placements on the display network. If 
that CTR is at 0,12% they need to buy impressions for 0,0012*1000*2 = CPM 2,4 SEK. 
(Jeffery, 2010) 
 
Imagine that the company MittBolån (part of the Schibsted Media Group) have been 
running their programmatic display campaign shown below for two weeks on Schibsted 
inventory and want to follow up on the results. They know the algorithms used when 
launching the campaign are self-learning, a type of artificial intelligence that makes the 
campaign perform better over time depending on factors such as the conversion rate, 
click through rate of different placements on different sites.  
 

 
Figure 11: Screenshot showcasing a programmatically bought display banner. 
(Blocket, 2017) 
 
In order to know what to expect from a campaign such as this, the company has to turn 
their business model into a strategy which has to be broken down into tactical goals that 
the campaign managers would follow which are then evaluated during the ad campaign.  
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In this example, the tactical goals would consist of a set CPA goal where the action 
consists of a signup on the company’s website. The cost for that action is calculated by 
breaking down the business goal (to grow the company) into a strategic goal (to acquire 
new users through programmatic ad campaigns) which is then translated into a specific 
tactical goal. The CPA goal for this specific campaign (for example 300 sek per 
conversion). To reach that CPA goal, the campaign manager calculates the CPC goal for 
the campaign and on probability the CPM to bid. The campaign is regarded to be 
successful if the CPA goal is reached. (Casadesus-Mansanell & Ricart, 2010) 
 

2.2. The Funnel & The Customer Journey 

In 1990, webpage owners realized they could make money from letting companies 
advertise on their pages and that was the starting point of the enormous display industry 
of today. Advertisers quickly realized that putting their banners into context was 
effective. Advertisers thus started to experiment with which web pages worked well for 
them and in a way, started to build primitive segments that they exposed their banners 
to. Naturally they then started to test what message worked well to influence these 
potential customers (their target group) and what made them click on the banners and 
make purchases on the site of the advertising company. Measurements such as CTR, 
CPC and CPA were defined. (Berke et. al., 2014) 
 
The by the industry called “Marketing Funnel” was in 2009 the recognized model for 
making digital marketing strategy decisions. The classical way to describe this 
marketing strategy is through a funnel where the user goes through different steps on 
the way to convert. Awareness should turn into Interest, which then would lead to 
Desire that then would drive an Action. This is also known as the AIDA model. This 
model is linear; which customers are not. They go back and forth between the different 
stages and can even jump in anywhere on the line. A customer journey almost never has 
the awareness-familiarity-consideration-purchase-loyalty structure. A customer could be 
totally unaware of the existence of a brand but just before the point of purchase 
somehow change his or her mind and buy that brand instead of the intended one. A 
great example of this is a customer that has decided to go and buy a specific brand of 
ice cream but just outside the store see advertising about another brand which would 
give you two packages of ice cream for a cheaper price than one package of the first 
brand.  
 
The funnel model also has a significant flaw at the end of it, which is that it is open. It 
does not have another goal other than acquiring a purchase. If users are not encouraged 
to interact with the brand over and over again, no loyalty can be built. (Jaffe, 2010) 
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Figure 12: The Marketing Funnel (Jaffe, 2010) 

 
The first “upgrade” of the marketing funnel was to operate at the other end at the funnel, 
caring for the acquired customers through good community management. (East, 2003) 

Instead of a funnel, this thought of the customer journey as an ongoing process turned 
the customer funnel into a customer loop. In the customer loop, the post purchase 
experience will make the threshold to evaluation lower and the customer is more likely 
to pick the same brand over and over again.  

 
Figure 13: The Customer Journey (McKinsey, 2009) 

The theory of the customer loop places the customers into two types of loyalty. Passive 
loyalists and recommending loyalists. What separates the passive loyalists is the fact 
that they are not really loyal in the sense that they would not stick with the brand if 
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another brand would give them a better offer. For instance, most people stay with one 
electricity company even if others are cheaper/more environmentally friendly/has better 
customer service and so forth, not because they are loyal but because they are 
inconvenienced to change. (McKinsey, 2009) 

 

2.3 Cross device 
Since users often own more than one device, it is important to identify him or her over 
the different devices to tailor the user experience. To reach the users cross devices.  
(Montanez, 2014) 
 
There are two methods of achieving this in the industry today, namely deterministic and 
probabilistic. By way of example, Google and Facebook use a deterministic cross 
device method. That is, they can see, determine, based on their database of 
authenticated identify specific users over different devices. Clearly, not all advertisers 
have a database of logged-in users, which makes a deterministic cross device method 
impossible. Instead, a probabilistic cross device method is often used, in which the aim 
is to try and define that a certain user has to be the same on different devices based on a 
number of factors that are unique for that specific user. These factors have to do with 
personal preferences and user behavior and can be anything from language settings to 
screen brightness. Charley Ohlsson, associate ad platform product at Schibsted Products 
& Technology recommends using a combination of the two but states that perfecting the 
solution is ten or so years away. (Ohlsson, 2017) 
 
One difficulty in following a user throughout the full customer journey is to get cross 
device targeting right. The problem is that cookies are not working on some mobile 
operating systems. Advertising on mobile has increased by 17% in 2016, which makes 
great impact on the marketing strategies advertisers should use. If a user has searched 
for a product or service on a mobile device, smart marketing should retarget that user on 
desktop since that is the device that most users convert on. (Widespace, 2017) 
 

One temporary solution for many companies has been exclude Safari and iOS in order 
to get retargeting to work since Apple has rejected third party cookies for a long time. 
Another way to reach Apple users is to set a temporary ID on Apple devices that run out 
after a short while. To summarize, cross device is under development but there is great 
value in getting cross device identification right in audience targeting for instance. 
(Ohlsson, 2017) 
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3. Methodology 
This chapter will handle the methods used to find the answer to the research question. 
The chapter is divided into three parts, all in detail explaining the way each part of the 
method was done. The three parts are the pilot study, the interviews with advertisers 
and the interviews with experts in the area. The chapter also handles typical errors that 
could occur in research studies with this choice of methodology. 
 

3.1. The process  
The first part of this study was the pilot study, where results from other studies done in 
the area were compiled and learnings based on these were found.  

The second part consisted of interviews with people in Schibsted (CFO’s, marketing 
managers, associates in ad platforms and SEM experts) which resulted in an overview 
of how advertisers look upon their display campaigns as well as conducted general 
recommendations from a few of the most knowledgeable people in Sweden in this area.  

Used software/tools: 

•! Interviewees working with programmatic 
•! Access to the media group data 
•! Access to tools such as AppNexus, Google Analytics and Google AdWords 

(provided by the principal) as well as education in these 
•! Excel, drive folder, docs etc. for framework 

 

3.2. Motivation of methodology 
There are two types of methodology in research, quantitative and qualitative. To find 
the statistical answers to how many, what is the most common or how often, a 
quantitative method is preferred. To find out deep reason behind why things are in a 
certain way or how people behave, a qualitative method is better. (Trost, 2001) The 
methods used in this study are qualitative interviews with advertisers and experts in the 
field, quantitative data compilation from actual programmatic display campaigns that 
have been running on Schibsted inventory as well as a pilot study consisting of 
literature research in the chosen area.  
 
The reason these methods were chosen was in accordance to the aim of the study, i.e. to 
have an inside-out perspective of programmatic display campaigns which leads to the 
conclusion that interviews with advertisers and experts is a superior method compared 
to gathering user input. If such a study would have been conducted, gathering 
quantitative results through questionnaires or setting up user tests or group discussions 
would have been a better method. Since the study aims to give recommendations of how 
to value display campaigns, choosing to interview advertisers on the way they value 
their campaigns today, interviewing programmatic experts on how advertisers should 
value their campaigns and then investigating their answers through real campaign data 
and literature studies was decided to be the best method in order to achieve that. 
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3.3. Sources of information 

3.3.1. Pilot study 
The pilot study was conducted over six weeks and includes theory that is of interest for 
the recommendations made in the conclusion of this study. The pilot study was 
constructed in order to conduct a state-of-the-art analysis of the industry and to have 
enough information to both validate and question what experts and advertisers said in 
the interviews. 
 
Every research study should first compile previous work done in the subject in order to 
create a state-of-the-art analysis and thus being able to create a new angle or take on the 
research area with the aim to contribute to it. The problem with programmatically 
bought display advertisement is that there is not a lot of research in the area. What 
would make the most justified method to gather information in the area is to first look at 
studies on digital display advertisement and secondly look at studies done on measuring 
the effect of analogue display advertisement which is a well-researched area.  
 
To gather literature for this study, the database Science Direct, the KTH library and 
Google Scholar were used. The following section will describe the search process in 
these databases. 
  
Search keywords 
advertisement 
banners 
programmatic 
digital 
organic 
effect 
traffic 
search 
brand 

Synonyms to search keywords 
marketing 
web-ad 
performance 
Internet 
advert 
ads 
result 
advertising 

 
These keywords were chosen as relevant ones because they are important complements 
to the search keywords. “Effect” and “result” are for example not the same but still 
complement each other, and gives more hits in the databases which was needed because 
of the limited research area. The second step in the search for literature was to run block 
searches as described below.



Block searches 
•! (banners OR display) AND (effect OR traffic) 
•! (digital OR Internet) AND (advertising OR advertisement OR advert) 
•! web-ad AND (marketing OR advertising OR advertisement) 
•! (digital AND marketing) OR (display AND (ads OR advertisement)) 
•! digital AND marketing AND (result OR effect OR performance) 
•! brand AND (result OR effect OR performance) 
•! organic AND search  

 
The point of combining the search words into blocks is to get as complete of a search as 
possible. Some of the keywords do not work on their own, the word “organic” is a clear 
example of such a word. Using other available tools when searching the databases such 
as searching for keywords in abstracts of articles or choosing a subject such as 
“computers and science” are other segmentations that were used in the search process. 
Since this was an advanced information need, using an iterative search process was 
necessary and therefore the search process was broken down into more generic searches 
that later in the search process were narrowed down to more specific ones. 
 

3.3.2. Interviews with advertisers 
In total, eight interviews were held, four with advertisers and four with experts in 
programmatic display advertising. The advertisers interviewed were a mix of larger and 
smaller companies in different markets. The advertisers are kept anonymous in this 
study and are therefore named as Advertiser A, B, C and D. The interviews were held in 
Stockholm, in person, with one exception. Advertiser D was interviewed through 
Skype, because of the location of that advertiser. The interviews were semi structured to 
allow the advertisers to expand their answers if needed. Questions for the interviews 
were prepared before the interviews were held but there was still room to dive deeper 
into areas of interest during the interviews and go outside of the questions, which is why 
the choice of interviews was of the semi-structured sort. The interviews were between 
ten and thirty-five minutes long. The focus of the study was to acquire a deep 
understanding in how the advertisers value their different channels and thus a 
qualitative method was preferred over a quantitative one.  
 
 
3.3.3. Interviews with experts 

In Schibsted, there is a centralized team working on programmatic display advertising 
for Schibsted on Schibsted inventory. Three experts from this team were interviewed in 
order to get an understanding of how programmatic campaigns are measured and 
followed up on today as well as getting concrete information on how the advertisers 
regard programmatic campaigns. These campaigns were also semi- structured to get the 
experts’ full thoughts on the subject.  
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P: How should programmatic campaigns be designed and measured in order to 
reach their full potential? 
Q1: What is programmatic display currently used for? 
Q2: How are advertisers measuring their campaigns today? 
Q3: How could advertisers come closer to the customer through adapting their 
programmatic campaigns to the different stages of the customer journey? 
 

3.4. Method criticism 
The results and conclusions from this study are mainly based on qualitative semi-
structured interviews. The motivation for using this method makes sense for the 
interviews with experts, but it might not have been the best decision to run interviews 
with the anonymous advertisers. A quantitative form with short questions could have 
been an alternative method to receive answers from more advertisers in Schibsted. 
Getting more advertisers to respond could have resulted in a wider understanding of 
how advertisers in Schibsted value their programmatic campaigns. 

3.4.1. Administrative & Response errors 

If the questions are not worded exactly as conducted by the researcher, questioning 
errors occur. Since some of the interviews were held over Skype, recording errors could 
have occurred. If the researcher did not perfect the questions in order to make them 
completely clear, misunderstanding from the interviewees could result in unintentional 
response errors. Intentional response errors could also occur, if an interviewee would 
feel a need to keep information from the researcher. Response errors could also be a 
result of fatigue or boredom. 
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4. Results & Analysis 
This section handles the history of display advertising, how it has developed into 
programmatic display and how it has been measured in the past and how it is measured 
today. The chapter also reviews the results from the semi structured interviews with 
advertisers and experts in the area. Since the study aims to showcase concrete examples 
as well as giving real recommendations for how to value display campaigns, data from 
real campaigns is analyzed. The chapter is divided into parts, starting off with some 
history of measurements, continuing with the purpose of display, segmentation of 
marketing and the customer journey and ends with future possibilities in the area of 
programmatic. 
 

4.1. Introduction of advertisers 
The advertisers referred to in this study are all part of the Schibsted Media Group. 
Advertiser A and B are established, large companies with big customer bases whereas 
advertiser C is a small company with low brand recognition and advertiser D, although 
being a company that has been running for over ten years, started running display 
advertising only a year ago. 
 

4.2. Introduction of experts 
Joakim Grytberg is digital marketing expert for programmatic at Schibsted. He works 
hands on with the programmatic campaigns for several Schibsted companies. He has 
worked in Schibsted with programmatic for three years.  
 
Jennie Söderström is working as Digital Marketing Advisor at Schibsted and has had a 
three-and-a-half-year experience in display. She has been working explicitly with 
programmatic for about a year and is working with several clients’ programmatic 
display campaigns currently. 
 
Charley Ohlsson is working as associate ad platform at Schibsted Products and 
Technology in the Core Ads-team. He and his team is working with the platform called 
AppNexus, which is the ad server Schibsted advertisers use when running their 
programmatic campaigns. He has been working in the industry for six years and is now 
an expert in the area. 
 
Larry Pallas has had over ten years of experience in the industry and is currently 
working as Digital Marketing Advisor at Schibsted. He is mostly working with 
“performance” channels such as search and social, but have great knowledge in 
programmatic as well.  
 
Magnus Friberg work as Industry Manager at Google which means that he is answering 
questions regarding search advertising, especially questions regarding mobile search. 
He is also helping clients understand how they should follow up on their marketing. He 
has been working at Google for the past five years. 
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4.3. History of display campaign measurements 
The aim of programmatic when it was launched was that advertisers could actually 
reach their intended target group. Data driven display ads that you paid a lot for, 
according to Söderström. Programmatic was therefore more about getting quality than 
quantity.  
 
Pallas says that display used to be about develop brand awareness in that target group. 
Display was the first kind of digital advertising, which started with banners. 
Programmatic is the latest evolution of display which adds a layer of performance to 
display. The aim of programmatic according to Pallas, is to reach a certain level of 
performance, combined with branding. When talking about performance, it is about 
ROI, something that was not possible to calculate before. The display campaigns before 
programmatic were measured on the volume of impressions they got, on branding 
measurements. With programmatic, advertisers really try to reach the right people, at 
the right time and right place, meaning that they then should get a return on the money 
investment on programmatic, that is, advertisers can expect direct sales from these 
campaigns. With the old display campaigns, it was very common to say that half of the 
investment was lost, but you never knew what half. Now with programmatic, Pallas 
says that it is safe to say that a small part of the investment is still lost, but it is not half.  
 
All the interviewed advertisers agree that programmatic is mainly for branding but that 
a multi-touch attribution model would be great to use to get a more realistic picture of 
what channel contributes with and that would help with allocation of the marketing 
budget. However, none of the advertisers were using such a model. Instead, they are 
following up their programmatic campaigns on CTR and CPA. Advertisers are skeptical 
to use programmatic with the purpose of driving direct sales, they do see a positive 
effect on both organic and paid search when they run programmatic display campaigns 
but they do not believe in measuring the ROI of the channel since they have to choose 
between reaching their CPA goal and getting a good volume of sales. To have a 
combination, getting a high volume of sales with a good CPA is not something that has 
been done successfully yet. 
 
“We think that our programmatic campaigns increase the organic traffic. I do not think 
that you should look at the ROI for programmatic, rather view this channel the way we 
view print for instance. On print you never get any return on your money, the ROI is 
minus the cost for the ad. Therefore, I don’t think banners should be selling or 
clickable, rather be more branding.” -Advertiser B 
 
According to Ohlsson, the way traditional channels such as print and TV are measured 
is mainly through panel surveys. Panel surveys are expensive but they can contribute 
with value, especially when looking at the ROI. It is not without reason print or TV only 
run these type of follow ups and advise the advertiser to base the marketing strategy for 
the next campaign almost completely on these surveys. Panel surveys add a value which 
should not be forgotten when following up on programmatic campaigns. Just because 
you can track CTR and impressions, does not mean that you should skip that part of a 
follow up completely, but rather see these new metrics “as the cherry on top”, 
according to Ohlsson. It should never be what you base your marketing strategy on!  
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With that said, it is still not recommended for advertisers to completely stop running 
their programmatic campaigns in favor of traditional channels. According to Grytberg, 
what would happen if an advertiser were to reallocate their whole budget from 
programmatic to traditional display is that it would be even harder to show that there is 
any direct effect on conversions from the traditional channels. Due to it not being 
digital, traditional display does not only make the advertiser completely reliant on 
surveys, but it also has the downside of not being flexible. Programmatic on the other 
hand is just that and has the possibility to change where and when the advertisement is 
shown during the campaign duration. In this regard, following up on data such as CTR 
and CPC can be a great strength when it comes to optimization, something that 
traditional channels lack since the way these campaigns are optimized is through 
learnings from the last campaign. 
 
We used to run surveys to follow up on programmatic campaigns but lately there has 
simply not been time for that. -Joakim Grytberg, Schibsted 
 
The ultimate way to follow up and analyze campaigns would be to try and find out if the 
user has taken part of the message and or have shown interest in the brand, according to 
Grytberg. Running a panel survey before and after a campaign could be one way of 
doing that. A click does not necessarily imply that a user has an interest in the product. 
If you can prove that the user has started to become interested in either the product or 
the brand the channel has contributed. Clicks can be misleading for many reasons, to 
measure and follow up a campaign on other KPIs could be more fair to display channels 
just because of that reason. To eliminate missclicks and broken sessions, measuring 
bounce rate could be an option. When the user has become an entering visitor he or she 
has shown real engagement, which is closer to the final goal and thus a fairer KPI than 
clicks, says Grytberg. 
 
“To follow up on entering visitors instead of click could be a great idea since it comes 
closer to reality. An entering visit has showed more engagement.” -Jennie Söderström, 
Schibsted 
 
Ohlsson says that even though there is a lot of problems with digital marketing today, 
you can track it a lot closer then you can do with any other type of existing marketing. If 
you are engaged in your business you can measure a lot more than just clicks and 
impressions. Buying intention and brand awareness for instance, is possible to measure. 
However, he warns advertisers that there is a discrepancy between different channels, 
different environments, third parties and so on. There is simply no perfect way to track 
what channel a customer has converted on, and therefore, customers are often being 
targeted with products or services that they have already bought, which could harm the 
brand. 

4.4. The purpose of programmatic display advertising 
Advertiser B says that the point of programmatic is that the user can get personalized 
ads depending on his or her behavior on the Internet. They have seen that the more 
visible they are, the more brand recognition they have, and since programmatic is very 
cost effective, it is a good marketing channel to use in order to achieve the needed 
volumes. What is important to Advertiser B is to keep the awareness of their brand up 
and even though they admit that it is hard to track exactly how well this is done with 
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programmatic, they say that what they spend on programmatic might give them three 
weeks of TV-advertising, which would cost them forty-nine weeks of visibility 
throughout the year. 
 
“When the purpose is to drive traffic and get brand recognition, programmatic is great. 
There is no scenario that I could think of that if I was an advertiser would stop running 
display campaigns. I would however keep the banners fresh and up to date so that the 
users do not get tired of the message. Display affect other channels a lot, in the long 
term advertisers that stop running display campaigns will lose market shares.” -Jennie 
Söderström, Schibsted 
 
When asked how they valued their programmatic campaigns, all the interviewed 
advertisers agreed that programmatic is a cost effective way to get exposure, brand 
awareness and that it has a positive effect on other channels. Advertiser D who works 
with a great amount of testing, says that running programmatic campaigns give them the 
volume they need in order to test their site and make it better. For example, in January, 
Advertiser D increased their budget on programmatic which had a positive effect on the 
other marketing channels’. 
 
If they were to stop running programmatic they prognosticate that they would see a 
drop, not only in traffic but also in the performance of the other marketing channels 
they run. All the other advertisers agree on that consequence and that there is something 
to retrieve from every channel, they all contribute which is why there should be a mix of 
them. Allocating budget spent on programmatic to analogue channels such as print 
would not be the same, the reach would be lesser since the advertiser would lose people 
who use the desktop version of a paper but not the analogue version for instance. 
 
According to Pallas, programmatic could be used to reach their audience in places 
where the advertisers think that they are spending their time in order to influence 
potential users to begin a purchase journey. The purpose being to get the customer to 
choose that specific advertiser’s brand over competitors. The goal is to make the user 
have a specific brand in mind when being at the point of purchase. 
 

4.5. Lifetime cycles of companies 
Programmatic has a somewhat different purpose for different types of advertisers. 
According to Grytberg, the difference concerning how the budget should be spent 
depends on what phase the company is in. If it is a completely new company on the 
market with low brand recognition, the majority of the budget should be spent on brand 
awareness, display, native or such. If the advertiser on the other hand is a well-
established one with a larger market share that has a focus on driving conversions, other 
channels should be prioritized, that is, search and social. Programmatic is thus good for 
small companies because you do not have to invest a great deal to go on display. The 
advertiser can really target their audience very precisely and they are not obliged to buy 
premium placements. Non-premium placements can be bought inexpensively, and still 
reach numerous people and show the brand to a relevant audience.  
 
Pallas says that for established companies, display is still important since they are 
always challenged by competitors. It is important to show the brand, when you have 
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strong competition you need to have banners to not lose market shares. The impact of 
pausing display ads would not be seen immediately since brand awareness is something 
that is more of a subconscious thing than a conscious one such as search. Display stays 
in the subconscious part of the mind for a few weeks, or even months, but then, when 
the customer has a need, he or she will probably remember the last few brands they 
have seen.  
 
Ohlsson says that not only is getting as many impressions possible for the cheapest 
price important. He says that as a company you should remember who your audience is 
and try to communicate with them. It is important to remember that in the end, all 
marketing is about communication between brand and consumer. 
 

4.6. Segmentation of marketing  
“The way of thinking of programmatic is that it is an assisting channel to other 
channels such as search or social, it is rare to bring it further than to the first step in 
the journey.”-Joakim Grytberg, Schibsted 
 
How could programmatic fit into the customer journey? The customer can be in 
different stages of the loop, just like they could be in different stages of the funnel, if 
that is the model the advertiser chooses to follow in order to try and come closer to the 
customer and have an impact on his or her decision making. Therefore, there are 
naturally different ways to utilize display advertisement in the different stages.  
 

4.6.1. Initial consideration 
The customer will in the stage of consideration already have a purchase intent and 
consider a handful of brands that provide the service or product that he or she is 
interested in. If advertisers know their target group well, the ongoing display 
advertisements could influence the customer if he or she was recently exposed to a 
display advertisement for a specific brand.  

All the interviewed advertisers think that running branding ads continuously, is good to 
keep their brand top of mind to their customers. Grytberg says that the advertiser’s 
banners have to be shown in the place where the advertiser think that their audience are. 
They need to think about having a contextual relevance to build better top of mind for 
potential customers. In order to do that, they can either use segments or verticals. The 
segments do however need to be sharp enough to reach the right audience. It is really 
important to make use of legitimate and good data to define the audience. During the 
campaign, the advertiser should make sure to target those specific users. The advertiser 
should then buy as much as they can of the impressions shown to their defined 
audience, according to Ohlsson. In addition to segments, Söderström says that 
advertisers should consider seasonality. If Mondays are good and Fridays are not, bids 
should naturally be higher on Mondays for instance. 

 

“I believe that programmatic works pretty well for us, you can say that we are a big 
company but our brand is not that well known. Our products are the type of products 
the customers only purchase rarely, and because of that, it is important that they 
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recently were exposed to an ad from us. We simply can’t run TV year round, it’s too 
expensive. Programmatic display is a great way to keep our brand top of mind of 
potential customers.”  -Advertiser B 

 
According to Pallas, to be top of mind, the advertiser need to make an effort to stand out 
from all the other banners when running programmatic campaigns. Visibility is 
important. Video or take overs (banners that cover the whole screen and require the user 
to press on a “continue to site” button to close it) works really well because of their 
good visibility. Pallas says that ad blindness is an issue and what works today are the 
really dynamic banners that are interactive, it creates engagement.  If you have sound or 
a jingle, it contributes in creating brand identity. Just a picture is not enough. You need 
to distinguish your brand and do something memorable. 
 
Finally, Ohlsson stresses the importance of tracking. The advertiser should make sure 
all the tracking is on place all the way through the flow. If the goal is a sign up, a 
conversion, make sure that the beacons work! They should be tested prior to the 
campaign start and removed when the customer has made the desired action. Everything 
should be up to date, work with the creatives and have a panel survey as a complement 
to other tracking, to follow up on the campaigns, says Ohlsson. 
 
4.6.2. Evaluation 
In the second stage, the customer will actively search for the service or product and 
might add new advertisers to the customer already considerable brands. That gives the 
advertiser another opportunity to show their products and services to influence the user.  
 
Verticals could work for this purpose according to Grytberg, but in the evaluation 
process it is more about data and knowing who the potential customers are. It is no 
longer important in what context, but that you are shown to the right users. That the 
person is someone that has started to think about converting. To find an interest in the 
behavior of the customer is important according to Söderström. In order to reach these 
customers, creating segments to being able to buy advertising that people with a buying 
intent will see could be a good idea. To then adapt the banner content to make the 
relevance of the banner as high as possible is crucial. 
 
The customers who are at this stage should have, if they are part of your audience, 
already seen your banners at least once, according to Pallas. If they have, it is more 
about retargeting. The best way to reach and influence these potential customers would 
be to retarget the people who have seen your banner with a different message. That 
could influence those people to change their mind about what brand they will commit 
on. If people that are at this stage have not seen your banners you are not doing it right. 
You should float the market with your banners and most people you have in your 
segment should have seen your ads, according to Pallas.  
 

4.6.3. The moment of Purchase 
In the third stage, the customer has decided what to do or what brand to buy and commit 
on but have not done it yet.  

According to Grytberg, there should already have been retargeting done on the customer 
to try to influence this moment. The advertiser need a different message in the banners 
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that target customers who are at this stage. Grytberg means that it is possible to cut in 
and convince the customer to commit on another brand, but not with a simple branding 
message. If the advertiser just shows their brand at this stage and expect to make the 
customer change their mind, it could work for Niké or Coca Cola. It would work for 
these brands because everybody knows them, but if the advertiser is in the situation that 
they need to gain a few market shares, they need to come with a promotion or a special 
offer of some sort. The advertiser need to propose something that makes a difference to 
the customer to pick you instead of the brand that the customer has intended to buy. If 
you have an offer such as “two for one”, you have more chance to cut in with display. 
This is nothing you can do with search since the customer does not know you, that is 
when display is important, according to Pallas. TV could influence the customer the 
same way, however, TV is really expensive and not every company can afford it, same 
with busses or billboards. 

 
“Retargeting for products works. Display do convert, we see that. You might forget that 
you are interested in something and then you get an ad about it and is thus reminded 
about it.” -Advertiser B 
 
What is important to keep in mind, according to Pallas, is that in programmatic you are 
not in competition with all the other advertisers like you are on TV, your competitors 
only consist of the ones in the same market. The message is important to stand out in 
this crowd of equally minded, if it is not catching attention then people will not click 
and you will not see the effect in terms of clicks and traffic. If the campaign is good and 
really eye catching and makes people react, you can really get people that think they 
have decided on something to change their mind, according to Pallas. 

 
4.6.4. The post purchase experience 
When the customer have converted and chosen an advertiser to buy a product or service 
from, the post purchase experience should begin, possibly including newsletters, social 
media interactions or other community management that would influence the next 
customer journey partly or completely skipping the Evaluation stage for that specific 
customer. (McKinsey, 2009) 

 
Using programmatic to care for the customers that are in the post purchase stage of the 
journey is possible, especially if the advertiser’s services or products are digital, as is 
the case with advertisers’ included in this study.  
 
“I would put remarketing pixels on the site that are triggered by a certain behavior and 
then show a specific message to these known users. These people have been to a few 
pages on your webpage and you can then build remarketing audiences with specific 
ads.” -Larry Pallas, Schibsted 
 
However, the experts are debating whether it should be done, even if it is possible. 
Grytberg warns to be careful to not target a person who already made a purchase. He 
recommends the advertiser to “lay low” after the point of purchase with all sort of 
advertising toward that user. He says that it is tricky to time when to go back to start 
target that person again, but most important is to stop pushing special offers to people 
who are no longer interested.  
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Grytberg think that more companies should try to use the model of the customer 
journey. He says that most companies usually either focus a lot on some  big campaign 
that they run and try to get as many new customers as possible on that single campaign 
or they in periods only run retargeting. According to him, it is very few advertisers that 
segment their marketing in this way. He thinks that the problem in programmatic is that 
advertisers do not have a long term way of thinking about their marketing, and therefore 
have a problem in putting the customer into different stages.  
 
“To come closer to the customer in the customer journey you need to have better 
algorithms, more, richer data to feed that algorithm with.” -Charley Ohlsson, Schibsted 
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4.7. A table of the compiled responses from experts 
Table 1: Show how advertisers should work with banners to come as close as possible 
to the customer in each step of the customer journey loyalty loop. 
 
Stage in the 
journey 

What should the 
banners be like? 

How to reach these customers? 

1. Initial 
consideration 

Engaging and stand out! Segments with potential users in them.  

2. Evaluation Content is important, 
show the users the 
service/product they are 
interested in. 

Retargeting on users who have been on 
the advertiser’s site. Contextual 
advertising could be a good idea as 
well. 

3. Moment of 
purchase 

With a special offer to 
make the users change 
their mind. 

Heavy retargeting on users that has 
shown interest, or segment on special 
behavior showing buying intent. 
Strongly converting banners with a 
clear CTA. 

4. Post 
purchase 
experience 

Specific campaigns so 
that the user is not feeling 
singled out. 

General but relevant message to these 
known users. Make sure to have block 
script in place to not target this segment 
of users with the banners from the 
moment of purchase-stage. 

 
4.8. Future possibilities 
“The dream would be to follow the user offline and online to target the right people 
with the right message.” - Advertiser B  
 
If enough data is acquired, it is possible to drive more specific direct conversions. 
Dynamic retargeting on product level is an example of such a direct conversion driven 
display campaign, according to Grytberg. To being able to scale such campaigns and get 
good volume as well as having precise data to reach the right people at the right time is 
the utopia.  
 
“I would go as far as to say that getting targeting right is essential for digital 
marketing’s existence in the future. The number of ad blockers are increasing, because 
of irrelevant or makes the user experience worse. Relevant data is the solution to at 
least one of those problems.” -Charley Ohlsson, Schibsted 
 
There is already a possibility to cut in and target competitors’ customers, this is 
something that Advertiser B thinks will grow in the years to come. Magnus Friberg 
from Google says that running tests in the tools that already exist is the only way to be 
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on the frontline of marketing and doing things such as cut in and target your 
competitor’s customers. He says that there is no point in trying to wait for a big player 
such as Facebook, Google or Schibsted to develop the perfect solution to all the 
technical problems advertisers are facing today. Instead, he thinks that advertisers 
should use the tools they have at hand, use the different channels to their advantage and 
keep testing new things out while keep perfecting the best practices for the existing 
tools in the existing market. 
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5. Discussion  
This chapter will discuss the findings in the pilot study and the results from the 
interviews held. It gives an answer to the research question and discuss what impact the 
findings of this study can have for the advertisers of Schibsted. 
 

5.1. Funnel vs Loop: Does everything end up with 
search? 
As mentioned in chapter 2, there has been several studies done on how digital marketing 
have and should be regarded, and there are also several existing strategies on how 
advertisers should segment customers in order to give them better customized ads 
depending on how close they are in term of purchase intent.  

The biggest reason why an updated model had to take over the marketing funnel is that 
as previously mentioned, customers are not linear. They can jump in at any stage of the 
customer journey. Just because a customer once purchases a product or service from a 
brand does not mean that customer is loyal to that brand. According to the customer 
journey loyalty loop, customers can not only be divided into loyal customers or one-
time-buyers of the brand, they can also be divided into two groups of “loyalty”. The 
passively loyal and the evangelizing loyal ones. The difference between the two is that 
the first group of loyal users are just loyal to the brand out of habit. The second group 
are actively recommending the brand to their family and friends. The second group is 
obviously what all advertisers dream of as having as the major part of their loyal users. 
The first group is the one that should be in focus when it comes to marketing, since 
these customers might be passively loyal to a brand but can consider a new one if the 
offer is good enough for them to change. 

There needs to be an action plan on how to target each user, no matter what stage in the 
journey they are at, and regardless of what their next action may be. Instead of pushing 
potential customers further and further down the funnel, each customer should be put in 
the segment he or she is in at the moment, regardless of what stage he or she was at 
previously.  
 

5.2. Framework of recommendations 
The recommendations from the experts is for the advertisers to have a different mindset 
at all the different stages of the customer journey and segment their programmatic 
campaigns into four different ones to fit the customer journey.  

To start off, having engaging banners that stand out, create segments for your audience, 
buy as much as you can in that segment and make sure the tracking is set up correctly. It 
is important to have branding and informing banners to get your potential customers in 
your defined segment to get a picture of what you can provide them with. To make them 
then consider using your brand over a competitor’s, retargeting directed towards the 
customers that has been on your site could influence them to come back. Also, have a 
segment for the people who have a special interest and show an interest for your type of 
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products or services. The message here needs to revolve more around product and 
services rather than branding. Companies have to show that they know what their 
potential consumers are looking for. It is important to get in touch with people who 
have been evaluating your brand, which could be done with retargeting. You can also 
cut in and try to get people who have evaluated other brands but in order to change their 
minds, the message has to be strongly converting with a clear call to action. Possibly 
with a special offer or promotion. To reach customers that are in the post purchase 
experience, advertisers should be careful to not target customers who have recently 
made a purchase. Having good data and follow the customer behavior closely is 
important to achieve this. Experts debate whether a good community management could 
be better than trying to retarget people with programmatic in order to get them to return. 

In chapter 4.2, all advertisers stated that they mainly used programmatic for brand 
recognition or to drive traffic to the website. Looking at both the pilot study and the 
results there seems to be a clear potential use for programmatic outside of the realm of 
branding. 
 
Experts were asked how different advertisers could use programmatic in different stages 
of the customer journey and all answered that it depended on not only what stage in the 
journey the customer was but also what type of company it was. Therefore, a second 
parameter was brought into the framework, with different recommendations depending 
on if the company is a small one/a startup or if it is a big/established company. The 
difference is displayed in the diagram below, showing how the advertiser should 
allocate their digital marketing budget depending on the parameters described: 
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Table 2: Displaying how the marketing budget should be allocated depending on if the 
advertiser is a big or small company as well as at what stage the customer is at. 
 

 

Stage in the customer journey 

Large/well 
established 

company or small 
company/start-

up? 

Could the advertiser do 
programmatic display at 
this stage in the journey?           

        Yes                 No 

Stage 1: Initial consideration Large x  

 Small x  

Stage 2: Evaluation Large  x 

 Small x  

Stage 3: Moment of purchase Large x  

 Small x  

Stage 4: Post purchase experience Large x  

 Small  x 

 

Looking at the table in chapter 4.8. and the one above, how to run programmatic 
depends on what stage the customer is at as well as how well established the advertiser 
is. Most likely, a larger company has more budget to spend on marketing, which means 
they can spend a small percentage of it on display and still get the reach they need to 
drive traffic and brand awareness. A smaller company needs to have a somewhat 
different strategy. To conclude: 
 

Large company: 
1. Programmatic 
2. Search/Social 
3. Programmatic 
4. Programmatic 
 
However, the biggest part of the budget 
should be spent on the evaluation step, 
that is, search or social. 
 

Small company: 
1. Programmatic 
2. Programmatic/Search 
3. Programmatic 
4. None 

The major part of the budget should be 
spent on programmatic and other 
display channels.

Looking at other channels such as social medias, it is possible to see the reactions actual 
people have since they leave “likes” and sometimes even comments about the ads 
themselves. The “engagement” from display ads are measured differently, with CPC, 
CTR, Viewability etc. These measurements doesn't allow advertisers to get to know 
their audience the same way as they can with social media for instance. You cannot get 
to know your audience through such measurements from display ads. 
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“With acronyms such as CPM, CPC and CPA, driving growth will be harder since that 
would lock us down to one single isolated event on one device in one single customer 
journey. Instead, ask yourself these three questions: What is it that matters to our 
business? What works, regardless how or if we can measure it? How can we take the 
next step in our marketing?” -Magnus Friberg, Google 
 
The follow up of display advertising has not come as long of a way that you would 
think since then. Segments are becoming increasingly important while contextual 
strategies have decreased. Learnings such as that longer messages in banners gives 
higher CTR than visually appealing animations for instance has made advertisers more 
aware of how they design their banners. There are however few studies questioning the 
defined metrics. 
 
Something that is really important to remember is that what works for one advertiser 
might not work at all for another. There is no telling what will work in digital 
marketing. No campaign will have the exact same results and in programmatic the 
variance is even greater. 

5.3. The importance of data, tech & the right 
measurements 
From this study, some things can be concluded about display in general. These are that 
display drives search, drives organic conversions, is an assisting channel, is great for 
branding, could be used for other purposes as long as you have the right data and it is 
inexpensive. 

What can be said is that looking at these statements, display is by no means a waste of 
money. The ROI is however questionable and advertisers should never stop looking at 
display with a critical eye.  

As shown in this study, last click attribution models often give more credit to search and 
social than what is fair. The attribution model also gives too little credit to display 
campaigns effect in terms of ROI and brand recognition to mention a few. Last click 
attribution models are not optimal, however, it is the best there is for the moment.  
 
Display drives search, so if you manage to target a customer at the evaluation stage or 
even at the point of purchase, you might get that person to search for your product and 
buy your brand instead. Based on the numbers presented on the last click attribution 
model in section 2.1.6, advertisers should consider spending a little more than 1% of the 
marketing budget on display. 
 
It is said that time is money and so to say “there has simply not been time for that” is 
then a way of saying that “we do not care about how we spend our money”. Of course 
panel surveys are costly, but they are in a sense an investment in future advertising 
since they bring understanding of the audience the advertiser is trying to reach in a way 
that no statistics from Google Analytics or any tool available today ever could.  
 
Interviewing experts in the area made me realize how important it is for companies to 
make sure they have people in the organization working on the technical aspects of 
marketing. Having all the tracking in place is crucial in order to be able to come closer 
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to the customer in the customer journey. Before starting a campaign, all the tracking 
should be in place, all the beacons should work all the way through the flow. They 
should always be tested in advance.  

Programmatic display campaigns need data. All the interviewed experts are agreeing on 
this. In order to follow any of the recommendations in this study, data is needed. It is 
also crucial as advertiser to know your audience.  It is possible. All it takes is a little bit 
of technical knowledge, enough time spent on implementing and testing. 

5.4. Sustainability & Ethics 
In all data driven products, especially the ones that gather personal data in the purpose 
of profiting from it, there is always the question of integrity to consider. Whether it is 
ethical to keep information and single out individuals in order to influence them to 
make a specific decision. What is more important, how this data is collected. 
 
With the problems all website based display advertising is facing such as ad-blockers 
and increasing tracking complexity, it is more important than ever to consider having a 
sustainable plan for the whole industry. If it does not make a rapid turnaround and make 
usability key, the whole business of banner advertisement might find itself doomed. If 
the usability of publishers’ websites does not improve, the ad blocker industry will gain 
market shares quickly.  It is thus important from an advertisers point of view to validate 
each channel and make sure the data behind it is of good quality. 
 
New technical products will always arise, and in this rapidly changing industry, it is 
important to remember that nothing lasts forever and to be flexible when change comes 
along. Utilizing the whole spectrum of marketing is therefore becoming increasingly 
important, especially to build an economically sustainable business that will let the 
company acquire new customers as well as not losing the market shares already gained. 
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6. Conclusion 
The research question in this study is “What role(s) in marketing does programmatic 
display campaigns have (in different stages of a company’s lifecycle) and what should 
be expected (how should they be valued?) from such campaigns in these different stages 
as well as in the different stages of the customer journey?” 
 
Depending on the size and grade of establishment in their segment of marketing, 
companies need to use different marketing strategies. The goal should however 
regardless be to come as close as possible to the customer in the different stages of the 
customer journey loyalty loop. In this study, it is found that this can be done if all the 
marketing channels of an advertiser are valued correctly, if the tracking is done properly 
and if the evaluation of digital marketing campaigns are done thoroughly.  
 
A few simple recommendations are given from the experts regarding the 
programmatic campaigns: 

1.! The tracking need to work. 
2.! The audience needs to be good, make an effort to find the right segment of 

customers. Get to know your audience. 
3.! Use good, validated data to create these segments. 
4.! Optimization during the campaign should be digital metrics such as CPM, CPC, 

CTR and viewability. 
5.! Follow ups after the campaign should be panel surveys rather than hard 

numbers. Panel surveys say more about the effect the campaign had on the 
targeted audience. 

6.! Learnings and best practices. Keep in mind that what works for someone else 
might not work for you. Use the learnings from previous campaigns to always 
improve your marketing. 

7.! Use an attribution model that give the right amount of credit to each marketing 
channel. If not, you might allocate too much or too little budget to the different 
channels. 

 

What all experts are agree on is that, if doing programmatic, diversify your campaigns. 
Do remarketing, branding, and performance. When running programmatic campaigns, 
advertisers should be as data driven as possible when optimizing the campaigns, to rely 
on data and targeting. Have a good landing page with great usability. Don’t 
underestimate the importance of it. There might be reason to allocate a part of the 
marketing budget to a broad campaign and another part to a very targeted one. It is 
important to run different messages in the two. In the broad one, you can go with gut 
feeling, key is to know your audience and where they are.  
 
It is possible to use programmatic for more than just branding. The findings from this 
study is that segmenting the programmatic campaigns and running different ones for 
different purposes is the most effective way to get the most out of the channel. 
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The research purpose of this study was to find the true value of programmatic 
display, and these are that: 

•! Programmatic is great for brand awareness. For small companies or start-
ups, programmatic display is the most cost effective way to increase brand 
awareness. 

•! When the advertiser has a good position in the market but still has several 
competitors, programmatic could be used to gain market shares. Segments 
based on good data can make competitors’ customers switch loyalty and buy 
a different brand.  

•! Programmatic is a visual channel. That means that it is good for retargeting 
since it will remind people of a product or service they were about to buy but 
then did not for some reason. 

Since advertisers in Schibsted are currently predominantly using programmatic display 
for branding purposes, this study have attempted to prove that the greatest value 
programmatic bring is not branding. Programmatic could be used throughout the whole 
customer journey and if advertisers adopt this new way of thinking when it comes to 
programmatic, the value acquired from programmatic would increase remarkably.   
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8. Appendix  
8.1 Abbreviations & Definitions 
  

Display 
advertisement 

In this study, display advertising is referring to digital 
banners displayed online 

Programmatic Programmatically bought banner advertisement 

Impression Each advertisement shown on the internet is an impression 

CPM Cost Per Mille, Cost per thousand impressions 

CPC Cost per Click 

Viewability If at least half a banner is displayed in the screen for more 
than one second, it is viewable 

CVR Conversion Rate 

CTR Click Through Rate 

CPA Cost per Action 

Branding A way for an advertiser to increase brand recognition 

Brand 
Recognition 

How well users know a brand 

RTB Real Time Bidding 

ROI Return On Investment 
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