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Mastering Customer Acquisition Through
Programmatic Advertising

Customer acquisition through programmatic advertising has become the cornerstone of
modern digital marketing strategies, offering unparalleled precision and efficiency in reaching
target audiences. This sophisticated approach leverages automation and data to buy and place
digital ads in real-time, transforming how businesses connect with potential customers. Instead of
manual negotiations, programmatic advertising uses algorithms to bid on ad inventory, ensuring that
your message appears before the right eyes at the opportune moment. This detailed exploration will
delve into the intricate workings of programmatic advertising for customer acquisition, covering
everything from its foundational principles to advanced optimization techniques. We'll uncover how
data fuels its effectiveness, explore various programmatic channels, and discuss strategies for
maximizing your return on investment. Understanding these elements is crucial for any business
looking to scale its customer base intelligently and cost-effectively in today's competitive digital
landscape.
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Understanding Programmatic Advertising for Customer
Acquisition

At its core, programmatic advertising is about using technology to automate the buying and selling



of digital ad space. Think of it as a highly intelligent, lightning-fast auction happening behind the
scenes every time a webpage or app loads. When a user visits a site, an ad impression is made
available, and various advertisers, through their demand-side platforms (DSPs), instantly bid on that
impression. The highest bidder wins, and their ad is displayed. For customer acquisition, this means
we can target specific users based on a wealth of data, ensuring our ads are seen by people most
likely to become paying customers, rather than casting a wide, inefficient net.

This automation is a game-changer compared to traditional ad buying methods, which often involved
lengthy human negotiations and less precise targeting. Programmatic advertising removes much of
that friction, allowing for greater agility and scalability. Businesses can set precise parameters for
who they want to reach, where they want to reach them, and at what price, all driven by
sophisticated algorithms. This efficiency directly translates into a more cost-effective customer
acquisition strategy, as marketing budgets are spent on reaching highly qualified leads rather than
simply broadcasting to a general audience. The ability to make millions of these micro-decisions per
second allows for granular control over every aspect of an ad campaign.

What Makes Programmatic Different?

The fundamental difference lies in automation and data utilization. Traditional advertising often
relies on broad demographic targeting and placement in general publications or websites.
Programmatic advertising, on the other hand, uses real-time bidding (RTB) and advanced data
segmentation to reach individual users based on their online behavior, interests, past interactions
with your brand, and much more. This hyper-personalization ensures that your message resonates
more effectively, increasing the likelihood of a conversion and, consequently, acquiring new
customers more efficiently. It’s like going from shouting in a crowded stadium to having a one-on-
one conversation with someone who has already expressed interest in what you offer.

Furthermore, programmatic offers unprecedented transparency and control over ad placements.
While often perceived as a “black box,” sophisticated programmatic platforms provide detailed
reporting and insights into where ads are being shown, who is seeing them, and how they are
performing. This level of insight allows for continuous optimization, enabling marketers to fine-tune
their targeting, adjust bids, and allocate budgets more effectively to drive down the cost per
acquisition (CPA) and improve the overall return on ad spend (ROAS).

The Role of Data in Programmatic Customer Acquisition

Data is the lifeblood of programmatic advertising, especially when it comes to acquiring new
customers. Without robust data, programmatic would be just another automated system with no real
intelligence. It’s the data that allows us to understand potential customers at a granular level,
moving beyond basic demographics to psychographics, behavioral patterns, and intent signals. This
deep understanding enables the creation of highly relevant ad experiences that are more likely to
capture attention and drive action.

Think about it this way: if you want to acquire new customers for your luxury watch brand, you
wouldn't advertise on a website dedicated to budget travel. Programmatic, fueled by data, can



identify users who have previously searched for luxury goods, visited competitor websites, or shown
an interest in high-end fashion. This data allows DSPs to bid on ad impressions on websites and apps
frequented by such individuals, making your marketing spend far more impactful. The ability to
leverage first-party data (your own customer data), third-party data (data from external providers),
and second-party data (data shared from trusted partners) creates a powerful trifecta for identifying
and engaging prospects.

The Data-Driven Engine: Fueling Programmatic
Success

The effectiveness of programmatic advertising for customer acquisition hinges entirely on its ability
to harness and interpret vast amounts of data. This isn't just about knowing someone's age and
location; it's about understanding their digital footprint, their purchase intent, their browsing habits,
and even their predicted future behavior. By analyzing this rich tapestry of information, marketers
can move from broad targeting to incredibly precise audience segmentation, ensuring that ad spend
is optimized for maximum acquisition impact. This data-driven approach allows for a level of
personalization that was once unimaginable in digital advertising.

When we talk about data in programmatic, we're referring to a spectrum of information sources.
First-party data, collected directly from your own website visitors, CRM, or app users, is invaluable
because it represents individuals who have already interacted with your brand. Third-party data,
purchased from data aggregators, can expand your reach by identifying new audiences based on
shared characteristics and behaviors across the web. Second-party data, typically acquired through
direct partnerships with other companies, offers a unique blend of reach and relevance. Combining
these data streams allows for the creation of powerful lookalike audiences, finding new prospects
who share the characteristics of your best existing customers.

Leveraging First-Party Data for Prospecting

Your existing customer data is a goldmine for customer acquisition. By uploading your customer lists
(anonymized, of course) to your DSP, you can create "customer match" audiences. This allows you to
target individuals who are already familiar with your brand, potentially looking for upsell or cross-
sell opportunities. More importantly for acquisition, you can then build "lookalike audiences" based
on these existing customers. A lookalike audience is a group of new users whose online behaviors
and characteristics closely resemble those of your best current customers. This is a highly effective
way to find new people who are likely to be interested in your products or services because they
mirror the traits of those who have already converted.

The beauty of using first-party data for lookalike modeling is its inherent relevance. If your high-
value customers tend to browse specific types of content, visit certain websites, or engage with
particular social media platforms, the lookalike audience will be built to reflect those patterns. This
dramatically increases the efficiency of your acquisition campaigns because you're not starting from
scratch; you're leveraging proven customer profiles to find new potential customers who share those
desirable traits. It’s like having a map of your ideal customer and then using that map to find similar
individuals in new territories.



The Power of Third-Party Data Segments

While first-party data is king, third-party data plays a crucial role in expanding your reach and
discovering entirely new segments of potential customers. Data providers collect and aggregate vast
amounts of information from various sources, creating rich audience segments based on interests,
purchase intent, life events, and more. For customer acquisition, this means you can tap into
audiences you might not have otherwise discovered. For example, if you're selling gardening
supplies, third-party data can help you identify users who have recently searched for "new home" or
"lawn care services," indicating a potential interest in gardening.

These segments can be incredibly specific, allowing for highly targeted campaigns. Imagine wanting
to acquire new customers for an online course on financial planning. Third-party data could help you
pinpoint individuals who have recently researched investment strategies, downloaded e-books on
personal finance, or expressed interest in retirement planning. By layering these segments onto your
programmatic campaigns, you can ensure your ad spend is directed towards users who are actively
demonstrating intent or interest in areas relevant to your offerings, significantly boosting acquisition
rates and reducing wasted impressions.

Key Programmatic Advertising Channels for Customer
Acquisition

Programmatic advertising isn't confined to just one type of digital placement; it spans across various
channels, each offering unique opportunities for customer acquisition. The key is to understand
where your target audience spends their time online and to deploy your programmatic strategy
across the most relevant touchpoints. By diversifying your programmatic efforts, you can create a
robust and multi-faceted approach to attracting new customers. This omni-channel presence ensures
that potential customers encounter your brand across different digital environments, reinforcing
your message and increasing the likelihood of conversion.

Each channel has its own strengths and nuances. Display advertising, for instance, is excellent for
building brand awareness and reaching broad audiences with visually engaging ads. Video
advertising, with its immersive nature, can tell a compelling brand story and drive deeper
engagement. Connected TV (CTV) opens up opportunities to reach audiences on their living room
screens with highly addressable advertising, while audio advertising can capture attention during
moments when visual engagement isn't possible. Understanding these differences allows for
strategic allocation of resources to maximize customer acquisition efforts.

Programmatic Display Advertising

Programmatic display advertising is perhaps the most ubiquitous form of programmatic, involving
the automated buying and selling of banner ads, rich media ads, and other visual creatives across
websites and apps. For customer acquisition, this channel is highly effective for reaching a broad yet
targeted audience. By utilizing sophisticated targeting parameters, businesses can ensure their
display ads are seen by users who fit specific demographic profiles, exhibit certain online behaviors,



or have expressed intent related to their products or services. The ability to serve ads across millions
of websites means you can consistently reach potential customers wherever they are browsing.

Consider a scenario where a new e-commerce store wants to acquire customers for its range of
sustainable home goods. Through programmatic display, they can target users who have shown
interest in eco-friendly products, visited competitor sites, or browsed articles about sustainable
living. The ads can be dynamically served, showcasing specific products that align with user
interests. This personalized approach, powered by programmatic, makes display advertising a
powerful tool for driving initial awareness and encouraging clicks that lead to new customer
acquisitions.

Programmatic Video Advertising

Video content reigns supreme in the digital space, and programmatic video advertising allows
businesses to leverage this powerful medium for customer acquisition in a highly efficient and
targeted manner. Through programmatic, video ads can be delivered across a vast network of
websites, apps, and even connected TV (CTV) platforms to precisely defined audiences. This means
your brand story and value proposition can be presented to users who are most likely to be
interested in your offerings, rather than broadcasting to a general viewership.

The immersive nature of video allows for deeper engagement, making it an excellent channel for
explaining complex products, showcasing benefits, and building emotional connections that can
drive conversions. For customer acquisition, this could involve running a compelling explainer video
to a lookalike audience of your existing customers, or a visually rich product demonstration to users
who have shown intent in your product category. The ability to track video viewability and
engagement metrics allows for continuous optimization, ensuring that your video ad spend is
effectively driving new customer sign-ups or purchases.

Connected TV (CTV) and Digital Audio

Connected TV (CTV) advertising, delivered programmatically, represents a significant frontier for
customer acquisition, bridging the gap between traditional television's reach and digital
advertising's targeting capabilities. By reaching viewers on smart TVs, gaming consoles, and
streaming devices, businesses can access a premium, engaged audience in a living room
environment. Programmatic allows for precise audience segmentation within CTV, meaning you can
target specific households based on demographics, interests, or even their subscription to certain
streaming services, all while respecting privacy. This makes it an incredibly effective channel for
reaching high-value prospects with a compelling video message.

Similarly, programmatic digital audio advertising offers a unique opportunity to connect with
consumers during moments when they might not be actively watching a screen, such as during
commutes, workouts, or household chores. Through platforms like Spotify, Pandora, and various
podcast apps, advertisers can deliver audio ads to highly segmented audiences. This channel is
excellent for reinforcing brand messages, driving website visits, or promoting specific offers. For
customer acquisition, audio ads can be used to pique interest and drive listeners to your website or



app to learn more and ultimately convert, especially when paired with other programmatic channels
for a more comprehensive approach.

Strategies for Optimizing Programmatic Campaigns for
Acquisition

Simply running programmatic ads isn't enough; to truly excel at customer acquisition, you need a
well-defined strategy focused on optimization. This involves a continuous cycle of planning,
execution, analysis, and refinement. It’s about making sure every dollar spent is working as hard as
possible to bring in new, valuable customers. This isn't a set-it-and-forget-it approach; it requires
ongoing attention and a commitment to data-driven decision-making to ensure your campaigns are
performing at their peak and continuously improving their cost-efficiency.

Key to this optimization process is understanding your target audience deeply and using that
knowledge to inform every aspect of your campaign. This includes everything from the creatives you
use to the platforms you advertise on and the bidding strategies you employ. By constantly testing,
learning, and adapting, you can significantly enhance your customer acquisition efforts and achieve
better results for your marketing investment. The programmatic landscape is dynamic, and staying
ahead requires a proactive and iterative approach to campaign management.

Audience Segmentation and Targeting

The power of programmatic for acquisition lies in its unparalleled ability to segment and target
audiences. Moving beyond basic demographics, sophisticated segmentation allows you to identify
individuals with high purchase intent, specific interests, or behaviors that align with your ideal
customer profile. This includes leveraging first-party data for lookalike audiences, utilizing third-
party data segments for precise targeting, and employing contextual targeting to place ads on pages
relevant to your offering. The more refined your audience segments, the more relevant your ads will
be, leading to higher engagement and conversion rates, and ultimately, more efficient customer
acquisition.

Consider this: if you're selling software for small businesses, simply targeting "business owners" is
too broad. Programmatic allows you to segment further: business owners who have recently
searched for CRM solutions, visited competitor websites, or are reading industry publications. This
level of specificity ensures that your ad spend is focused on individuals who are actively looking for
solutions like yours, dramatically improving the chances of acquisition and reducing wasted
impressions on irrelevant audiences. This precision is the secret sauce to driving down customer
acquisition costs.

Creative Optimization and Testing

Your ad creative is the first impression you make on a potential customer, and in programmatic



advertising, it’s crucial to ensure that impression is compelling and relevant. This involves more
than just having a good-looking banner; it means tailoring your creative to specific audience
segments and continuously testing different variations to see what resonates best. Dynamic creative
optimization (DCO) is a powerful tool here, allowing you to automatically assemble personalized ads
by combining different headlines, images, calls-to-action, and product feeds based on user data. This
ensures that each ad served is as relevant as possible to the individual viewer, boosting engagement
and conversion rates.

A/B testing is fundamental to creative optimization. By testing different headlines, visual elements,
color schemes, and calls-to-action, you can identify which elements drive the most clicks and
conversions. For instance, you might test a creative highlighting a discount versus one emphasizing
a key product feature. The data from these tests will inform future creative development, ensuring
that your ad assets are constantly evolving to meet the demands of your target audience and drive
better acquisition results. It's an iterative process where learning from each variation leads to more
effective campaigns over time.

Bidding Strategies and Budget Allocation

Smart bidding strategies are essential for maximizing customer acquisition through programmatic
advertising. Instead of simply bidding a fixed price for every impression, programmatic platforms
offer advanced bidding options designed to optimize for specific goals. For acquisition, this often
means bidding higher for impressions that have a higher probability of leading to a conversion, while
bidding lower for less valuable opportunities. Strategies like Target CPA (Cost Per Acquisition) or
Target ROAS (Return on Ad Spend) allow the platform's algorithms to automatically adjust bids to
achieve your desired acquisition cost or revenue target.

Effective budget allocation is equally important. This involves distributing your marketing budget
across different channels, audience segments, and campaigns based on their performance. Regularly
analyzing which segments are delivering the most cost-effective acquisitions and which channels are
performing best allows you to shift budget towards the most profitable areas. For example, if a
particular lookalike audience is consistently delivering high-quality leads at a low CPA, you'd want to
increase the budget allocated to that segment. This data-driven reallocation ensures that your
overall marketing spend is optimized for maximum customer acquisition.

Measuring Success and Refining Your Programmatic
Strategy

To truly master customer acquisition through programmatic advertising, you must be diligent in
measuring your campaign performance and using those insights to refine your strategy. Without a
clear understanding of what's working and what's not, you're essentially flying blind. The beauty of
programmatic is the wealth of data it generates, providing granular insights into every aspect of
your campaigns, from impression viewability to conversion rates. This data is your compass, guiding
you towards more efficient and effective acquisition efforts.



The key performance indicators (KPIs) you track should directly align with your customer acquisition
goals. This means looking beyond vanity metrics like impressions and focusing on tangible outcomes
like the number of new customers acquired, the cost per acquisition (CPA), and the lifetime value
(LTV) of those acquired customers. By consistently monitoring these metrics and understanding the
nuances behind them, you can identify areas for improvement, optimize your campaigns, and
ultimately drive sustainable growth for your business.

Key Performance Indicators (KPIs) for Acquisition

When focusing on customer acquisition through programmatic, certain KPIs become paramount. The
most critical is the Cost Per Acquisition (CPA). This metric tells you exactly how much you're
spending, on average, to acquire a single new customer. A lower CPA indicates greater efficiency.
Equally important is the Conversion Rate, which measures the percentage of users who take a
desired action (like making a purchase or signing up) after seeing or clicking on your ad. For long-
term success, tracking the Customer Lifetime Value (CLV) of acquired customers is crucial to
ensure that your acquisition costs are sustainable relative to the revenue they generate over time.
Other important metrics include Click-Through Rate (CTR) for engagement, Viewability for ensuring
your ads are seen, and Frequency to avoid ad fatigue.

Understanding these KPIs allows for a data-driven approach to campaign optimization. If your CPA
is too high, you might need to re-evaluate your targeting, creative, or bidding strategies. If your
conversion rate is low, it could indicate issues with your landing page experience or the relevance of
your ad messaging. By consistently monitoring and analyzing these key indicators, you can make
informed decisions to improve campaign performance and drive more cost-effective customer
acquisition.

Attribution Modeling and Insights

Attribution modeling is crucial for understanding the true impact of your programmatic advertising
efforts on customer acquisition. It helps you assign credit for a conversion across the various
touchpoints a customer may have interacted with on their journey. For instance, a customer might
see a programmatic display ad, then later click on a search ad, and finally convert. Without proper
attribution, the search ad might get all the credit, underestimating the role of programmatic in the
initial awareness stage. Different attribution models exist, such as first-touch, last-touch, linear, or
time-decay, and choosing the right one can provide a more accurate picture of your customer
acquisition funnel.

Leveraging the insights derived from attribution modeling allows for smarter budget allocation and
campaign optimization. If you discover that programmatic display ads are consistently playing a vital
role in introducing new customers to your brand, you can justify increased investment in that
channel. Understanding the customer journey helps you identify where your programmatic efforts
are most impactful in driving users towards conversion. This granular understanding allows for
continuous refinement of your strategy, ensuring that your programmatic spend is not only
generating impressions but actively contributing to acquiring valuable, long-term customers.



The Future of Programmatic Customer Acquisition

The landscape of programmatic advertising is in constant evolution, driven by technological
advancements, changing consumer behaviors, and evolving privacy regulations. For customer
acquisition, this means staying ahead of the curve is not just beneficial, it's essential. Emerging
trends like Al-powered predictive analytics, increased emphasis on privacy-centric advertising
solutions, and the further integration of channels like CTV and immersive ad formats are set to
reshape how businesses acquire new customers programmatically. Adapting to these changes will be
key to maintaining a competitive edge.

The future promises even greater personalization and efficiency. As artificial intelligence becomes
more sophisticated, we can expect more advanced predictive modeling to identify high-intent
prospects before they even explicitly search for a product. The ongoing shift towards privacy-first
approaches will necessitate innovative data utilization strategies, focusing on anonymized data and
contextual targeting. Ultimately, the future of programmatic customer acquisition is about delivering
the right message, to the right person, at the right time, with even greater precision and ethical
consideration.

Al and Machine Learning in Programmatic

Artificial intelligence (AI) and machine learning (ML) are no longer buzzwords; they are integral to
the advanced capabilities of modern programmatic advertising, particularly in customer acquisition.
Al algorithms can analyze vast datasets in real-time to predict user behavior, identify high-value
prospects with greater accuracy, and automate complex bidding decisions to optimize for specific
acquisition goals. This means campaigns can become self-learning and self-optimizing, constantly
adapting to market dynamics and individual user responses to deliver more relevant ads and drive
down the cost per new customer. Think of it as having a super-intelligent marketing assistant
working 24/7 to find your next best customer.

The impact on customer acquisition is profound. Al can power more sophisticated lookalike audience
creation, identify micro-segments of users with emerging purchase intent, and even optimize ad
creatives dynamically to appeal to individual preferences. Predictive analytics can help forecast
which users are most likely to churn or, conversely, which are prime candidates for conversion,
allowing for proactive and highly targeted acquisition efforts. This enhances efficiency by focusing
resources on the most promising prospects, leading to higher quality leads and more profitable
customer acquisition campaigns.

Privacy-Centric Advertising and Its Impact

The increasing focus on user privacy, driven by regulations like GDPR and CCPA, and browser
changes that limit third-party cookies, presents both challenges and opportunities for programmatic
customer acquisition. While the traditional reliance on extensive third-party data tracking may
diminish, it's spurring innovation in privacy-centric approaches. This includes a greater emphasis on
first-party data, contextual targeting (serving ads based on the content of the page rather than the



user's browsing history), and the development of new identity solutions that prioritize user consent
and anonymization. Businesses that embrace these changes will build greater trust with consumers
and maintain effective acquisition strategies in a privacy-first world.

For customer acquisition, this means refining how we understand and reach audiences. Instead of
relying solely on granular user tracking, marketers will need to become adept at leveraging
anonymized data, contextual signals, and clean first-party data to build effective segments. This shift
encourages a more thoughtful and transparent approach to advertising, where value exchange is
clear. By focusing on providing genuine value and ensuring users feel in control of their data,
businesses can continue to acquire customers effectively while building stronger, more ethical
relationships with them.

The Rise of Omnichannel Programmatic

The future of programmatic customer acquisition is undeniably omnichannel. Consumers interact
with brands across a multitude of devices and platforms, from their mobile phones and desktops to
smart TVs and even voice assistants. Programmatic's ability to automate ad buying across these
diverse channels makes it the ideal technology to orchestrate a cohesive and consistent customer
journey. By connecting programmatic efforts across display, video, audio, CTV, and mobile apps,
businesses can ensure that potential customers receive relevant messages at every touchpoint,
reinforcing brand recognition and driving them towards conversion more effectively.

This integrated approach is vital for acquisition because it allows for a more holistic understanding
of the customer journey. A programmatic campaign might start with a broad display ad for brand
awareness, followed by a targeted video ad on CTV for deeper engagement, and finally, a
personalized retargeting ad on mobile to drive a purchase. By ensuring these touchpoints are
programmatically managed and aligned, businesses can create a seamless experience that guides
prospects from initial awareness to becoming loyal customers, optimizing the acquisition funnel at
every stage.

FAQ

Q: How does programmatic advertising improve customer
acquisition cost-efficiency?

A: Programmatic advertising improves customer acquisition cost-efficiency by leveraging data and
automation to target highly specific audiences. This precision ensures that ad spend is focused on
individuals most likely to convert, reducing wasted impressions on irrelevant users. Real-time
bidding and automated optimization allow for continuous refinement, driving down the cost per
acquisition (CPA) and maximizing return on ad spend (ROAS).



Q: What is the role of first-party data in programmatic
customer acquisition?

A: First-party data, collected directly from your own customer interactions, is invaluable for
programmatic customer acquisition. It enables you to create highly accurate lookalike audiences,
identifying new prospects who share characteristics with your best existing customers. This
dramatically increases the relevance of your advertising and the likelihood of conversion, leading to
more efficient acquisition of high-quality leads.

Q: How can a business choose the right programmatic
channels for customer acquisition?

A: Choosing the right programmatic channels for customer acquisition depends on your target
audience's behavior and media consumption habits. Analyze where your ideal customers spend their
time online - whether it's on websites (display), watching videos (programmatic video, CTV), or
listening to content (audio). A multi-channel programmatic approach, tailored to audience behavior,
will often yield the best results for acquiring new customers.

Q: What is the difference between programmatic advertising
and traditional display advertising for acquisition?

A: Traditional display advertising often involves manual ad buying and broader targeting.
Programmatic advertising automates this process using technology and data to bid on ad
impressions in real-time, enabling highly precise targeting of specific individuals based on their
behavior, demographics, and intent. This targeted approach leads to more efficient and effective
customer acquisition compared to the less precise methods of traditional advertising.

Q: How does attribution modeling help in optimizing
programmatic customer acquisition campaigns?

A: Attribution modeling helps optimize programmatic customer acquisition by assigning credit to the
various touchpoints that contribute to a conversion. This allows marketers to understand which
programmatic channels and campaigns are most effective in influencing a new customer's journey,
from initial awareness to final purchase. Armed with this insight, businesses can reallocate budgets,
refine strategies, and improve the overall efficiency of their acquisition efforts.

Q: Can programmatic advertising be used to acquire
customers for niche B2B markets?

A: Absolutely. Programmatic advertising is highly effective for niche B2B customer acquisition.
Sophisticated targeting options allow businesses to reach specific job titles, industries, company
sizes, and even individuals within companies who exhibit certain professional behaviors or interests.
This precision ensures that marketing efforts are focused on the decision-makers and influencers
most likely to become valuable B2B clients.



Q: What are some common mistakes to avoid when using
programmatic for customer acquisition?

A: Common mistakes include poor audience segmentation, ineffective creative testing, a lack of clear
attribution modeling, and not monitoring key performance indicators (KPIs) like CPA and conversion
rates. Over-reliance on third-party data without a strong first-party data strategy and failing to adapt
to privacy changes are also significant pitfalls that can hinder customer acquisition success.

Q: How does programmatic video advertising contribute to
acquiring new customers?

A: Programmatic video advertising allows businesses to deliver compelling video content to highly
targeted audiences across various platforms. The immersive nature of video can effectively tell a
brand's story, showcase product benefits, and build emotional connections that drive interest and
intent. By serving these videos programmatically to users with high acquisition potential, businesses
can significantly increase engagement and conversion rates, leading to more effective customer
acquisition.
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