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2015: Microsoft retreats from Display Advertising
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Things have worked out nicely for Microsoft



They are still the third largest western advertising player
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SOURCE: E-marketer, 2017
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Bing’s market share is 17% in Norway, 33% in the United States

SOURCE: 1. comScore qSearch(custom), June 2017.
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The Microsoft / AppNexus partnership

AppNexus is a platform offering a 
marketplace to buy and sell programmatic 
advertising, helping publishers to monetize 
their inventory better and helping buyers to 

buy smarter and achieve better results. 

Microsoft’s publishers are
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= Nordic Programmatic Pilot

= AppNexus Supply                   

Evangelism Team
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Microsoft’s Programmatic Transformation



REVENUE GROWTH 
of 13% YoY in Norway

ORGANIZATIONAL 
RE-DESIGN 

34 people in MSFT A&O
2 people in AN SET

In the Nordics

STRONG INCREASE
IN PROFITABILITY 
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The results of the transformation



Strong programmatic growth is one key reason
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‘000 NOK
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RESERVED / DIRECT SALES PROGRAMMATIC SALES

• Giving the markets all the necessary access 
to execute the buys themselves

• Inform about solutions, products and programmatic 

opportunities

• Consult and advice on buying and bidding strategy, help 

troubleshooting when needed

• Finding the right agreements and set-ups

• Not pitching on campaign by campaign level

• An assisted self-service model

Reserved and programmatic sales differ fundamentally
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Any learnings?
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# 1: A programmatic sales model requires a different skill set
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PEOPLE ANALYTICAL 
SKILLS

DATA & 
TECHNOLOGY

RELATIONSHIPSCONSULTING



# 2 : The inventory quality and performance is ultimately what sells

AppNexus Inc. — Confidential

� Brand noise and relational selling losing importance

� Campaigns across many different publishers 
optimizing for metrics such as viewability and clicks

� The best inventory will be prioritized



# 3 : Data has become abundant, but drives more revenue 
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� Giving up data monopoly - potentially less demand for own 
data

� Harder to have a unique data offering

� However, all external data (advertiser and third party data) 
greatly increases the value of all inventory
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Quiz: What was the highest paid CPM price in 
the Microsoft Ad Exchange in Norway in October 
2017? 

Answer: 663 USD CPM = 5446 NOK CPM



# 4 : The beauty of competition and willingness to pay
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Premium reserved

RON Audience

Exchange

Performance CPC

Microsoft Waterfall 2015

Programmatic

Microsoft’s Unified Auction Today

Performance

Audience     Brand



# 5: A different monetization approach is needed
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INCREASE FILL FIND POCKETS 
OF PREMIUM

INCREASE BID 
DENSITY

CONVERT IO 
BUSINESS



The Road
Ahead...
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# 1 : Video and Native

Innovative Video Solutions

• BannerStream
• Outstream

• Instream 
• Windows Video Interstitial

Native Formats to Launch
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# 2 : Focus on transparency

“ Microsoft was the first global publisher to go fully programmatic in these 

markets back in 2015. We are excited to be at the forefront of yet another 

industry-leading development to support great marketplace transparency and 

a sustainable premium marketplace that will benefit both buyers and sellers.
“

~ Barry Dougan, VP, Worldwide Display, Microsoft Advertising
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# 3 : Truly unique data

The second part is around data. LinkedIn, of course, has signed-in users with very deep 
profiles…. In a totally privacy-compliant way, we will be thinking about how we make 

advertising more relevant by combining our data sources. 

~ Rik van der Kooi, Corporate Vice President, Microsoft Advertising

“

“



The Programmatic Disruption 
disruption
[dis-ruhp-shuh n]

”To change the traditional way that an industry operates, especially in a new and effective way”
(Cambridge Dictionary)
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“YOU CAN’T 
STOP THE WAVES 
BUT YOU CAN 
LEARN TO SURF.”
- Jon Kabat-Zinn
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Thank You!

skehl@appnexus.com
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