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ollowing the polarizing 2016 presidential election, digital ad

platforms came under fire for their lack of rules governing

political ads. But despite the hand-wringing that ensued, political ad

buyers don’t appear to be changing their approach heading into the

2018 midterms.

In April, Centro surveyed over 50 US digital marketers who work on

political campaigns. More than three-fourths of respondents said that

programmatic advertising will be a key component of their midterm

strategy. About seven in 10 said their overall digital budgets will

increase this election season compared with last year's.

https://www.centro.net/blog/digital-media-trends-political-marketers-2018
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The biggest concern that the surveyed marketers had about their digital

political campaigns was providing impact for their clients, which 67%

cited as an important issue. Meanwhile, just 32% worried about fake

news and fake ads, and 35% were nervous about brand safety and

fraud—problems that have long plagued programmatic advertising.

Critics of digital advertising have blamed the confusing nature of

programmatic for placing ads next to questionable content. And unlike

TV ads, which have stricter regulations when it comes to political

messaging, digital advertising remains the wild west during political

campaigns.

Frustrated lawmakers have lately advocated for more regulation of

online ad platforms. In the past year, Google, Facebook and Twitter

each took baby steps toward making political ads more transparent on

their platforms.

But stories implying that the rules of online political advertising are

being overhauled obfuscate the fact that many political marketers will

continue relying on automated ad buying this election season. And

their preference makes sense, given that more than 80% of digital

display ads will be bought programmatically this year, according to

eMarketer. For many digital political marketers, the upcoming elections

will be business as usual.

https://prolink.emarketer.com/content/more-than-80-of-digital-display-ads-will-be-bought-programmatically-in-2018

