How Programmatic is Being Affected by MediaMath recently participated in a white
paper released by AdAge that examined the

current and future states of programmatic
through the lens of viewability and verification.

Data used comes from a survey of more than 450

U.S. agencies, marketers and media companies
conducted by AdAge on behalf of RhythmOne.
Below are some key findings.
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Click here to download the full report.
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