
A May survey of 300 US marketers 
conducted by Advertiser Perceptions and 
Trusted Media brands also validated the 

shift towards more conservative, privacy-friendly 
ad buying behavior. According to the findings, 
more than half of respondents were more inclined 
to move ad dollars from open exchanges to 
programmatic guaranteed and private marketplace 
PMP deals in the months after GDPR. PMPs and 
programmatic guaranteed deals, while typically 
more expensive, are advantageous because unlike 
open exchanges, they allow advertisers to work 
directly with publishers in a controlled setting that 
provides more transparency into how their data  
and audiences are being leveraged.

The Impacts of GDPR
Marketing, given the common practice of leveraging data to reach and engage customers using data, is just one  
of the many functional areas within an organization that has seen a notable impact. However, prior to the deadline, 
many in the industry debated how significant the impacts would be felt in the US. Now that several months have 
passed, and in light of recent news of data breaches and increased consumer distrust, it is clear that the sentiment  
of GDPR is here to stay and that the impacts will continue to extend far beyond the EU.
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Advertising in a Post-GDPR World
The enactment of the European Union’s General Data Protection Rules (GDPR)  
on May 25, 2018 has had an impact on businesses, not just in the EU but worldwide. 
GDPR and its unprecedented restrictions on the collection and handling of user data 
seeks to protect EU citizens by ensuring they are notified of data breaches, as well  
as preventing their data from being sold or used for purposes other than what was 
agreed to. Because companies, regardless of where they are located, are subject to 
hefty fines if they fail to comply, most have already changed or continue to reevaluate 
their practices to ensure the requirements are not breached.

According to a report by Smaato,  
a real-time advertising platform for mobile 
publishers and app developers, the EU’s 

privacy law has changed global ad buying behavior 
in mobile publishing. After analyzing trillions of ad 
requests and impressions on its platform during the 
first half of 2018, Smaato found that spending on 
privacy-compliant ad impressions increased nearly 
7x from when the GDPR regulation went into effect 
as more in-app publishers offered privacy-compliant 
ad inventory. Smaato also found an increase in 
demand for non-targeted impressions, as publishers 
moved away from targeted impressions to limit their 
exposure to regulatory scrutiny.

More Transparency
The imperative to safeguard customer data has not only changed media buying behaviors, it has exacerbated the 
digital media industry’s long overdue need for greater transparency. Advertisers, publishers and industry groups  
have formed working groups to develop best practices and guidelines, and new solutions like blockchain are  
being incubated to help elucidate opaque supply chains. Despite these efforts, it is possible that we could see  
US government regulations enacted if the industry doesn’t self regulate fast enough.

For example, in June 2018, California passed a digital privacy law that is expected to go into effect in January 2020 
that grants consumers more control over and insight into the spread of their personal information online. This law, 
expected to be the first of many in the US, gives consumers the right to know what information is being collected 
about them, why it is being collected, with whom it is being shared, and the right to set their preferences about  
the selling, sharing, and deleting of their data.

https://www.emarketer.com/content/how-gdpr-is-moving-ad-budgets-toward-private-marketplaces?ecid=NL1001
https://pubmatic.com/wp-content/uploads/2018/05/PubMatic-QMI-Q12018-Report.pdf
https://pubmatic.com/wp-content/uploads/2018/05/PubMatic-QMI-Q12018-Report.pdf
https://www.forbes.com/sites/blakemorgan/2017/11/14/consumer-trust-at-an-all-time-low-says-forrester-in-their-most-recent-report/#72c34d6d1a19
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https://venturebeat.com/2018/09/07/smaato-europes-privacy-law-changed-ad-buying-behavior-in-mobile-publishing/
https://hbr.org/2018/07/what-you-need-to-know-about-californias-new-data-privacy-law


Time for Change
From a heightened demand for privacy-compliant ad inventory, to an increase in private marketplace deals,  
to greater scrutiny of partners and the data they provide, successful marketers are making changes to protect  
their customers’ data, while still enabling them to deliver increasingly relevant and personalized experiences.

Here are some best practices marketers can follow to help safeguard their customers data and champion  
the need for greater transparency in the industry:

Conduct an audit of your data. Understanding the data you have can put you steps ahead in terms  
of preparedness for privacy regulations, and help identify data that isn’t being used, but should be.  
An audit can also help identify data that’s being collected but is not useful, and can be discontinued. 

Work with trusted data partners. Take some of the pressure off of your own collection of data by 
partnering with trusted companies that have the data you need. Just like many social media users 
frequently manage their friend lists, ensure that your circle of data partners includes only those that 
you trust. Trusted partners have a leg up since they have typically been in business longer and have 
formalized operations around managing the quality and compliance of their data. And with GDPR  
in place, there’s no room to skimp on data management.

Know your data and ask tough questions. Valuable partners will welcome the opportunity  
to educate you about the value adds and differentiators that go into their data strategy.  
Be sure to ask questions such as:

• What is the source of their information? Is it inferred or first party?  

• Are they using cookies and have their users given consent to the  
use of the cookie data?

• Are they transparent about how they collect and control their data?

• Are they complying with GDPR as it relates to the use of data in advertising,  
and are they aware of the potential impacts of non-compliance?
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