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1) Programmatic TV in 2018:The next big thing in AdTech, MTA, 2017.11

, 2) Programmatic TV Ad Spending, eMarketer,

2018.07 | What is Advanced TV, GoodwayGroup, 2018.02| Advanced TV Targeting, iAB, 2018.08| Addressable TV Households,
eMarketer, 2018.07| Addressable TV, Experian, 2018| New Addressable TV Ad Spending estimates, eMarketer, 2017.07
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Case Studies
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Google Marketing Platform
P> Display & Video 360
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1) Programmatic TV is still 1 or 2 years away, Digiday, 2018.02
Evolution of TV : The Promise of Programmatic TV, Google, 2015.03
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