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The Trade Desk proves
the ad industry’s need for
new solutions

Article

The news: Programmatic ad firm The Trade Desk reported strong earnings this week, a sign
that the industry thinks its post-cookie solutions and streaming measurement partnerships
could provide a way to tackle addressability challenges.
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* Q4 revenues rose 24% year over year to $491 million, and yearly revenues rose 32% to $1.58
billion.

The programmatic boom: The ad industry has found itself in a tough position over the last
year, with advertiser spending shrinking due to up-in-the-air addressability across multiple
channels, looming ad privacy regulations, and a tightening economy. But amid the chaos,
channels that provide flexibility like programmatic stand to benefit.

" The effectiveness of many ad channels has come into question due to a lack of standards
around measurement and historic pivots away from TV and other reliable formats. Through
programmatic platforms like the one The Trade Desk offers, advertisers feel they can place
their dollars where they can get the best results.

" The Trade Desk has struck high-profile partnerships that revolve around its post-cookie ad
solution, Unified ID 2.0. Disney brought The Trade Desk on board to manage the ad-

supported tier for Disney+ in July, combining its clean room data with Unified ID 2.0.

* But before Disney, other major advertising partners had used The Trade Desk’s tech, including
Nielsen, Liveramp, Criteo, and FuboTV, which revealed in October that its use of Unified ID
2.0 had increased ad impressions by 25% and advertiser spend by 61.5%.

Our take: The Trade Desk’s strong results show the industry’s hunger for solutions that can
clear up the addressability cloud over multiple channels and the sunsetting of browser
cookies. With several successful partnerships under its belt, Unified ID 2.0 could become a
leading solution in the new advertising landscape.
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https://content-na1.emarketer.com/disney-trade-desk-strike-landmark-streaming-ad-deal

How Do Marketers and Customer Experience
Professionals Worldwide Plan to Track and Target
Customers With Programmatic Advertisingina
Cookie-Less Future?

% of respondents, Oct 2022

Contextual targeting

63%

Ad experimentation and testing

39%

Geotargeting

£
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Advertising creative

20%

In-house programmatic
29%

Private marketplaces or shared data services
28%

Intent data providers
20%

Data co-ops

14%

OTT advertising
8%

Qut-of-home advertising
6%

Naote: top 3 responses
Source: CMO Council, “Cracking Tomorrow's CX Code,” in partnership with SAS, Dec 8, 2022
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