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Introduction
The rapid growth of programmatic advertising has transformed 
how advertisers reach audiences across digital channels. As 
this transformation unfolds, Private Marketplaces (PMPs) have 
gained traction as a preferred alternative to open exchanges, 
offering a blend of targeted reach, privacy compliance, and brand 
safety. Unlike open ad exchanges, where inventory is accessible 

to any bidder, PMPs operate as invitation-only environments, 
providing access to premium inventory with negotiated pricing 
and minimizing ad fraud risks.

In the current privacy-first era, with regulations like GDPR and 
CCPA imposing stricter limitations on data collection and use, 
PMPs offer a structured approach that enhances transparency 
and trust. This paper examines the role of PMPs in the digital 
advertising landscape, key strategies for implementing PMP 
campaigns, and the advantages PMPs offer for publishers and 
advertisers alike.
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ABSTRACT
As digital advertising evolves, Private Marketplaces (PMPs) have emerged as a powerful strategy for achieving targeted, brand-safe, and high-quality ad 
placements. Unlike open exchanges, PMPs allow advertisers to negotiate and secure premium inventory through curated, invitation-only marketplaces, 
often leading to higher engagement and better return on investment (ROI). This paper explores the role of PMPs in modern digital advertising, covering 
their benefits, implementation strategies, the types of ad units suited for PMP campaigns, and future prospects enhanced by artificial intelligence (AI). The 
insights provided will help advertisers, publishers, and marketers understand how PMPs can be leveraged to navigate today’s privacy-centric landscape 
while maintaining high levels of ad quality and targeting accuracy.

Figure 1: US programmatic digital ad spending share (2018–2024), indicating YoY growth with direct and private marketplace.



Citation: Abhishek Shetty (2023) The Future of Programmatic Advertising: Leveraging Private Marketplaces (PMPs) for Optimal Results. Journal of Marketing & 
Supply Chain Management. SRC/JMSCM-E119. DOI: doi.org/10.47363/JMSCM/2023(2)E119

J Market & Supply Chain Managem, 2023         Volume 2(4): 2-4

Overview of Private Marketplaces (PMPs)
Private Marketplaces are curated, invite-only programmatic 
environments where advertisers and publishers connect to enable 
controlled, premium ad placements. Here’s a closer look at how 
PMPs function and their unique value proposition.

How PMPs Work
PMPs function similarly to a VIP section in the advertising 
marketplace. Publishers—such as website or app owners—invite 
specific advertisers whose offerings align with their audience. 
Unlike open exchanges, PMPs allow for more controlled, tailored 
interactions. Below is the standard PMP transaction process:
•	 Publisher Selection: Publishers identify valuable ad space 

and opt to sell it through PMPs, ensuring exclusivity.
•	 Advertiser Invitation: Publishers extend invites to advertisers 

whose offerings match their audience’s interests.
•	 Pricing Agreement: Advertisers negotiate terms, often 

agreeing on either a fixed price or a minimum bid, ensuring 
cost transparency and alignment on pricing expectations.

•	 Enhanced Control: PMP setups provide greater control over 
ad placements, reducing exposure to fraudulent impressions.

•	 Deal ID Creation: Once terms are agreed upon, the publisher 
generates a unique Deal ID for each advertiser, allowing only 
those with the Deal ID to bid on the premium inventory, 
enhancing exclusivity and quality.

Figure 2: Private Marketplace Deal Workflow

Benefits of Adopting PMP Strategies
PMPs offer several unique advantages that contribute to successful 
digital advertising outcomes:

•	 Brand Safety
	 PMPs enable a brand-safe environment by allowing publishers 

to maintain strict content guidelines and vet advertisers, 
reducing the likelihood of ads being associated with 
inappropriate content.

•	 Premium Inventory Access
	 PMPs offer advertisers access to premium, high-quality 

inventory, resulting in improved visibility, engagement, and 
performance metrics.

•	 Targeting and Personalization
	 With the ability to access first-party data and premium 

inventory, PMPs offer granular targeting options, including 
demographic and contextual targeting. By leveraging this 
data, advertisers can tailor messaging to align with users’ 
current interests, enhancing relevance and engagement.

Figure 3: CTR uplift for premium inventory in PMPs vs Open 
exchanges

•	 Improved Transparency and Trust
	 The closed, curated nature of PMPs provides greater 

transparency in ad placements and impression delivery. 
Advertisers gain insights into where their ads are displayed, 
fostering a trusting relationship with publishers and reducing 
the chances of ad fraud.

Key Strategies for Implementing PMP Campaigns
To maximize the benefits of PMPs, advertisers can adopt several 
strategies:
Leveraging First-Party Data for Targeting
With the decline of third-party cookies, PMPs allow advertisers to 
harness first-party data from CRM systems and DMPs, enabling 
effective segmentation and personalized messaging within a 
trusted environment.

Contextual and Behavioral Targeting
Contextual targeting ensures that ads are shown in relevant contexts 
based on the content users are currently viewing. Behavioral 
targeting, where possible, adds depth to audience engagement by 
leveraging user interests.

Frequency Capping and Optimization
Advertisers can set frequency caps in PMPs to balance ad visibility 
with user experience, preventing ad fatigue and improving user 
engagement.

Electing the Right Ad Units
PMPs support various ad formats that can be tailored to align with 
campaign objectives:
•	 Display Banners (desktop, mobile, tablet): Effective for 

general awareness.
•	 Native Ads: Blending seamlessly with content, native ads 

offer a non-intrusive experience.
•	 Video Ads (in-stream, out-stream): Ideal for storytelling 

and capturing attention.
•	 Audio Ads: Gaining popularity within streaming 

environments, especially in mobile and podcast formats.

Measuring Success: KPIs for PMP Campaigns
To evaluate PMP campaign success, advertisers should monitor 
specific KPIs:
•	 Click-Through Rate (CTR)
	 CTR measures user engagement with the ad, indicating how 

effectively targeting strategies resonate within the PMP.
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•	 Viewability and Video Completion Rate (VCR)
	 Viewability reflects the percentage of ads actually seen, while 

VCR measures video ad completion rates. Both metrics 
provide insights into ad impact.

•	 Conversion Rate (CVR)
	 CVR reveals the percentage of users who take the desired 

action after seeing the ad, showing PMP’s effectiveness in 
reaching and influencing the right audience.

•	 Return on Ad Spend (ROAS)
	 ROAS calculates the revenue generated per dollar spent, 

helping assess the financial value of PMP campaigns.

The Future of PMPs in Digital Advertising and the Role of AI
As privacy concerns grow and third-party tracking diminishes, 
PMPs will play a central role in programmatic advertising. 
AI’s integration into PMPs offers a transformative approach to 
campaign optimization, audience targeting, and fraud prevention.

AI-Enhanced Targeting and Optimization in PMPs
AI can enhance PMP targeting and performance in several ways:
•	 Predictive Audience Targeting: AI analyzes historical data 

to predict behaviors and identify high-value users likely to 
convert.

•	 Dynamic Creative Optimization (DCO): AI customizes 
creatives in real-time, adjusting visuals and messaging based 
on user preferences.

•	 Automated Bidding and Budget Allocation: AI optimizes 
bids based on performance data, ensuring ad spend is allocated 
efficiently within PMP auctions.

•	 Real-Time Fraud Detection: AI detects fraud by analyzing 
traffic patterns and detecting anomalies, helping PMPs 
maintain a trustworthy environment.

•	 Enhanced Audience Segmentation: AI-driven segmentation 
allows advertisers to tailor ad experiences by analyzing first-
party data and user engagement metrics.

AI in Performance Prediction and Personalization
AI’s ability to predict ad performance helps advertisers deploy 
personalized strategies. For example, AI helps determine optimal 
ad formats for specific audience segments, allowing customization 
within PMP environments.

AI in Measuring and Reporting Performance
AI-driven analytics platforms enhance PMP reporting by providing 
real-time insights into KPIs, enabling data-driven decisions that 
improve PMP campaign outcomes.

How PMPs Benefit Publishers
PMPs offer publishers distinct advantages that strengthen 
relationships with advertisers:

•	 Revenue Stability Through Premium Inventory Sales
	 PMPs allow publishers to sell inventory at higher rates than 

open exchanges, providing stable revenue streams.
•	 Control Over Ad Quality and Brand Safety
	 Publishers have control over ad quality, selecting advertisers 

who align with brand values, ensuring a consistent and 
positive user experience.

•	 Improved User Experience
	 PMPs enable publishers to optimize ad frequency and 

relevance, improving user experience and reducing ad fatigue.
•	 Leveraging First-Party Data
	 PMPs allow publishers to use first-party data to create unique 

audience segments, enhancing value for advertisers and 

maximizing CPMs.
•	 Transparency and Trust with Advertisers
	 PMPs offer transparency in delivery and performance, building 

trust and encouraging long-term advertiser partnerships.

Conclusion
As the digital advertising landscape evolves with heightened 
privacy regulations and a shift away from third-party tracking, 
Private Marketplaces (PMPs) offer a powerful, privacy-focused 
alternative. PMPs not only ensure brand safety and access to 
premium inventory but also support transparency and trust 
between advertisers and publishers. By leveraging first-party data, 
contextual targeting, and artificial intelligence (AI)-powered tools, 
PMPs provide advertisers with precise targeting and optimized 
ad placements, leading to higher engagement and better return on 
investment (ROI). For publishers, PMPs secure revenue stability, 
enable ad quality control, and enhance the user experience by 
curating relevant, high-value ads.

Looking ahead, AI will continue to drive innovations in PMP 
performance, from predictive audience segmentation and real-
time fraud detection to personalized creative optimization. As 
advertisers and publishers increasingly adopt PMP strategies, 
PMPs are positioned to become a cornerstone of programmatic 
advertising, meeting the demands of both privacy compliance and 
effective audience engagement. By embracing PMPs, industry 
stakeholders can navigate the future of digital advertising with 
enhanced control, targeting accuracy, and sustainable growth in 
a privacy-first ecosystem [1-20].
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