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Frequency according to type of digital campaign Sample

Share of programmatic according to digital channel

MATRIX Wave 8

Investments in digital touchpoints : 39,6% of the mediamix

38%

37%

22%

13%

15%

10%

19%

21%

19%

18%

18%

19%

11%

8%

29%

Awareness and image

Drive to web activation

Drive to store activation

Frequency of use per type of campaign
Advertisers (n=298)

Always on (12 m/year) Intensively (6 to 11 m/year) Often (3 to 5 m/year)

Occasionally (2 m/year or less) No campaign of this type

51%

34%

15%

Sample profile
Total (n=587)

298
ADVERTISERS

199
AGENCIES

90
MEDIA

57%
44% 40% 34%

42%

43%
56% 60% 66%

58%

less than 100 000 € 100 000 to 499 999 € 500 000 € to 999 999 
€

1 000 000 € to 4 999 
999 €

5 000 000 € and +

Online vs offline
Advertisers (n=298)

39,6%

36%

64%

DISPLAY
Advertisers & Agencies knowing about 

programmatic & invested in display
(n=192)

Programmatic Non-programmatic

33%

67%

VIDEO
Advertisers & Agencies knowing about 

programmatic & invested in video
(n=162)

Programmatic Non-programmatic

20%

80%

NATIVE
Advertisers & Agencies knowing about 

programmatic & invested in native
(n=145)

Programmatic Non-programmatic

23%

35%

22%

14%

1%

1%

4%

21%

38%

28%

7%

2%

5%

Increase sharply

Increase moderately

Increase slightly

Remain stable

Decrease slightly

Decrease sharply

No idea

Digital budget evolution

Advertiser (n=298) Agency (n=199)


