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Executive Summary

• Two-thirds of advertising sellers—including publishers, platforms 
and programmatic media sellers—have had advertising rates decline 
since the Covid lockdown began

• Publishers that sell ads directly have been significantly more 
impacted by ad rate reductions than programmatic specialists

• Display ad CPMs have been hit hardest by price reductions

• Ads on connected devices (CTV/OTT) are showing the greatest 
price resilience
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Company TypeTo understand how and where US 
advertising revenue is being affected by 
Covid, IAB is conducting ongoing research 
among ad buyers and sellers. This is the 
second sell-side survey, which provides 
insight into the effect on CPMs, fielded 
Apr 29-May 11. 

N=173 completes; respondents are those 
responsible/reporting U.S. advertising 
revenue at:

▪ Publishers 

▪ Programmatic Specialists (e.g., SSPs, Ad 
Exchanges, Ad Networks)

Respondent Role

Methodology

65%

35%

Publishers

Programmatic
Specialists

24%

48%

7%

1%

20%

C-Level, President, EVP

SVP, VP, Director

Managing Director or Partner

Group Publisher, Publisher

Account Executive & Others
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62% of sellers have seen ad prices fall since the outbreak began
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27%

35%

35%

3%

Covid Impact on 2020 CPMs vs. Original Plan

Decreased significantly

Decreased somewhat

Not really changed

Increased somewhat

Increased significantly

Base:  All Respondents (100%)

Pulse 2 Base: n=173

Pulse 2 Q: Which best describes the effect that the Covid outbreak has had on your overall U.S. advertising CPMs in 2020? Please compare your original planned 

2020 CPMs against your current CPMs. 

62% report that Covid decreased their CPMs
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Publisher CPMs affected 14% more than Programmatic Specialists

1% 8%
36%

34%

34%
36%

29% 21%

Publishers Programmatic
Specialists

2020 CPMs vs. Original Plan, by Company Type

Decreased significantly

Decreased somewhat

Not really changed

Increased somewhat

Increased significantly

Base:  All Respondents (100%)

8% of Programmatic Specialists have experienced an increase in CPMs

Pulse 2 Base: n=173

Pulse 2 Q: Which best describes the effect that the Covid outbreak has had on your overall U.S. advertising CPMs in 2020? Please compare your original planned 

2020 CPMs against your current CPMs. 

14%  diff.
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11%*

20%*

17%*

17%*

86%

20%*

27%*

31%

37%

79%

Category relevancy

Blacklisting

Fewer face-to-face meetings

Media cancellations

Lowered ad budgets

Primary Reasons for 2020 CPM Decreases

Publishers

Programmatic Companies
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Base:  Sellers Reporting CPM Decreases (61%)

Pulse 2: Sellers reporting CPM decreases, n=106

Pulse 2 Q: Which of the following is primarily driving your CPM DECREASE? (Select all that apply)

*n<20 

Publishers are experiencing greater pressures than Programmatic Specialists 

When asked for buy-side rational for lowered CPMs, Publishers are more likely than 
Programmatic Specialists to offer multiple reasons, including:
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30%

48%

51%

51%

Discourage campaign pauses/cancellations

Offer discounts for select advertisers

Ensure revenue

Remain competitive

Primary Reasons for 2020 CPM Decreases

Publishers

Publishers are using pricing levers to maintain business and remain 
competitive
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Base:  Publishers Reporting CPM Decreases (61%)

Pulse 2: Publishers reporting CPM decreases, n=106

Pulse 2 Q: Which of the following is primarily driving your CPM DECREASE? (Select all that apply)

Primary reasons provided by Publishers behind lowering CPMs



Covid Impact on
Ad Pricing by Channel
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Pulse 2: Sellers reporting CPM changes (increases or decreases), n=112

Pulse 2 Q: Thinking about your current U.S. advertising CPMs compared to your original planned 2020 CPMs, provide your estimated percent change (+/-) 

by CHANNEL.

*n<20 

Most resilient ad rates: Podcasts, Video and Search.  Least resilient: Open Web Display

Overall, 2020 Digital CPMs have been impacted by -16%

-16%

Expected % Change: 2020 Online CPMs vs. Original Plan

Digital CPMs
(Base:  67% of Respondents)

-6%*

-7%*

-9%*

-10%*

-11%*

-13%*

-18%

-18%*

-33%

-34%

By Online Channel:  

Open web display

Mobile app display

Social media platforms

AVOD free streaming sites/apps

Digital radio

AVOD subscription streaming services

Music streaming/downloading

Search platforms

AVOD streaming app (requires cable/satellite/telco login)

Podcasting streaming/downloading
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-6%

-29%

-28%

-27%

Expected Percent Change of 2020 CPMs vs. Original Plan, by Device

Desktop

Smartphone

Tablet

Connected TV Devices (includes CTV and OTT: 

connected TV, used to stream video over the internet; over the-top video 
content delivered via traditional closed television system and not requiring
cable or satellite.)

Most price-resilient devices: Connected TV Devices; 
Least resilient: Desktop
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Base:  Sellers Reporting CPM Changes (65%)

Pulse 2: Sellers reporting CPM changes (increases or decreases), n=112

Pulse 2 Q: Thinking about your current U.S. advertising CPMs compared to your original planned 2020 CPMs, provide your 

estimated percent change (+/-) by DEVICE.



What’s Next?
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1. As sellers obtain fresh creative, will the spend rebound accelerate? 

2. How temporary are lowered CPMs?

3. What and how quickly will the buy-side change as some states begin to re-open?

4. What are CPM and/or spend differences by vertical category?

5. How are sellers planning for re-entry? 

6. What new opportunities are Sellers offering to buyers?
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We are keeping our eyes on…
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About Us
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The Interactive Advertising Bureau (IAB) empowers the media and marketing industries to thrive in the digital economy. Its membership is comprised of 
more than 650 leading media companies, brands, and the technology firms responsible for selling, delivering, and optimizing digital ad marketing 
campaigns. The trade group fields critical research on interactive advertising, while also educating brands, agencies, and the wider business community 
on the importance of digital marketing. In affiliation with the IAB Tech Lab, IAB develops technical standards and solutions. IAB is committed to 
professional development and elevating the knowledge, skills, expertise, and diversity of the workforce across the industry. Through the work of its 
public policy office in Washington, D.C., the trade association advocates for its members and promotes the value of the interactive advertising industry to 
legislators and policymakers. Founded in 1996, IAB is headquartered in New York City.

For more content, please visit iab.com

https://www.iab.com/
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Thank You
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*Other Genres include:

• Shopping/E-commerce

• Politics
• Personal finance 
• Business (B2B)
• Home, decorating

• Education
• Esports / gaming
• History / science
• Gambling
• Misc.

The sell-side composition of this survey includes publishers, media platforms and 
Programmatic Specialists, all of which generate revenue from a wide spectrum of 
content types: 

65%

55%

53%

46%

45%

43%

42%

42%

41%

40%

Entertainment

Lifestyle

News

Travel

Health

Food, drinks, cooking

Automotive

Technology

Retail

Sports

Appendix:  Breakdown of sell-side respondents by content genres


