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Introduction

This State of the Industry Report, sponsored by Optable, examines agentic
advertising and how publishers, advertisers and agencies are interacting

with the medium — from investment and readiness to barriers and impact.

Agentic Al is the latest optimization tactic across media, supporting
initiatives like agentic advertising. However, because agentic Al is
described as “a situation where multiple Al agents work together to
complete complex tasks, with minimal oversight or intervention from

ahuman user,” according to Digiday, teams are in various phases of

testing and adoption.

Agentic Al, in the context of advertising specifically, is the use of
autonomous and semi-autonomous Al agents to plan, transact and

optimize media.

While Chief Innovation Officer at People Inc. (formerly Dotdash
Meredith) Jon Roberts recently told Digiday, “there is a trust gap to

be solved before this really gets deployed,” agentic Al’s overall
promise — saving time so creatives and media planners can use more
of their time for thinking than for manual, tedious tasks — is likely to

push advertisers, agencies and publishers toward further adoption.

In this State of the Industry report, Digiday and Optable surveyed
180 agencies, publishers, brands and retailers about how they
engage with agentic advertising and Al-driven media execution —

from investment and readiness to barriers and impact.

The State of Agentic Advertising Report 2026 | Optable & Digiday


https://digiday.com/media/mythbuster-heres-what-agentic-ai-actually-means-for-advertisers-agencies-and-publishers/
https://digiday.com/media/mythbuster-heres-what-agentic-ai-actually-means-for-advertisers-agencies-and-publishers/
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Overall, the media industry is quick to
experiment despite fragmentation

Most respondents (publishers, agencies and advertisers) noted that their respective industries are
mainly in the early stages of using agentic advertising, with 31% selecting “experimenting but
fragmented” and 42% choosing “early but moving quickly.

Eighteen percent of respondents said the industry is ready to start scaling, but the majority are still
skeptical of that preparedness. While agentic advertising has potential and is part of the Al wave, the
ad industry is still figuring it out.

Most respondents are working with agentic advertising in some capacity
Q: How would you characterize the advertising industry’s overall readiness for agentic advertising?

Mostly Not ready
conceptual today o
o 2%
7% Ready and
beginning to scale
18%
Experimenting but
fragmented
31%
Early but
moving quickly

42%

In terms of the industry’s overall investment in agentic Al, it’s primarily media
buying optimization (70%) and measurement and reporting (58%).



31VLS

40

JILN3IOV

ONISILY3IAQAYV

el
m
0
o
e
—

9¢0 ¢

 3T74dvido

AVAaI9NIaAa

Most respondents are working with agentic advertising in some capacity

Q: Which areas are seeing the most investment across the industry today? Select up to three.

Media buying

0,
and optimization 70%

Measurement

and reporting 8%

Audience discovery 47%
and planning °
Creative o
automation 47%
Infrastructure

O,
and standards 28%

Other 2%

Respondents noted less of a focus on investing in agentic Al for governance
(56%) and human-in-the-loop controls (45%) across their industries.

Notably, agentic Al isn't seeing much investment in governance

Q: Which areas are seeing the least focus or investment right now? Select up to three.

Governance and

auditability 56%

Human-in-the-loop

controls 45%
Education and o
organizational change 43%
Out -based
utcome-base 43%

transaction models

Buyer-seller

[»)
interoperability 41%
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Publisher investment is slow,
citing tech-related barriers

Publishers are fairly evenly split among three stages of agentic Al application. While 42% of publishers
are either not prioritizing agentic advertising investments or have no long-term plans in the space, 29%
are either in early planning or piloting stages, with another 29% actively deploying the technology.

Publishers aren't as motivated to invest in agentic capabilities themselves just yet
Q: How would you describe your organization's current level of investment in agentic advertising

capabilities (e.g., sales agents, automated packaging, agent-readable inventory)?

. Ready and beginning to scale . Early but moving quickly . Experimenting but fragmented

. Mostly conceptual today . Not ready

In planning or

early R&D
7% Monitoring, but no
Not acurrent near-term plans
priority 32%

10%

Piloting or testing
in limited use cases
24%

Actively deployed
in production
29%

Among those currently deploying Al agents is The Weather Company.

“Building on decades of Al and modeling expertise, we've fully embraced the
agentic era by deploying Al agents across our core operational pillars. [...] This
evolution allows us to serve customers in new, beneficial ways — a shift that
is particularly evident within advertising.”

Benny Pang

Product Leader, Audience Data
The Weather Company




H1

“Here, we utilize agentic workflows for audience discovery, identifying weather triggers that link

m
real-time conditions to consumer behaviors and even creative design,” he added. “These agents
2 act as aforce multiplier: they handle the heavy lifting of discovery while our team provides the
> final verification to ensure every output meets our standards for accuracy and brand safety.”
_|
m
However, there are barriers that prevent some publishers from actively deploying agentic Al,
_|°_I primarily technical complexities (68%) and internal organizational readiness (51%). These
responses indicate that publishers aren’t necessarily averse to agentic Al. Rather, interoperability
> and tech stack issues seem to be keeping them from more widely adopting the technology.
: Publisher teams likely need more education to gain further internal buy-in and resources.
=
_|
: Tech stack issues and interoperability are keeping many publishers from adopting agentic Al
Q: What are the biggest barriers preventing wider adoption of agent-driven demand today?
>
o
<
m
EY) Technical complexity/ o
4 engineeri 68%
gineering resources
-
(%]
H Internal organizational o
= readiness 51%
(ep]
o Unclear standards or o
m interoperability 41%
)
o
= Regulatory or o
= compliance uncertainty 37%
N
© Measurement and .
N reporting limitations 32%
(o)}
— Lack of buyer adoption .
or demand signals 29%
o
0
— Concerns about the .
> commoditization ofinventory 15%
o)
—
m
0
: Some publishers are turning to third-party companies to help
® Because agentic Al is them adopt Al rather than building applications in-house.
(=]
: amore nascent “The industry is currently on a broad spectrum; some publishers
< application of Al, it I've spoken to are deep in the trenches, while others are waiting
can be more complex for the landscape to firm up,” Pang said. “I see a future where

Tl L h ownership is hybrid, with room for multiple agents to coexist.
0 implement than Publishers will likely utilize specialized agents provided by
other AI applications. technology partners for scale and specific tasks, while building
proprietary in-house agents to act as coordinators.
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“This internal ‘manager’ agent is key, as it better understands the organization’s unique workflows,
data and internal processes,” he added. “Interoperability through standards like MCP, AdCP and
AAMP is essential here, as it allows the central coordinator to manage a fleet of sub-agents across
different partners seamlessly.

Pang recommended taking the first step now as the base Al models are always going to evolve, but
the core use cases driving the value and user experience are stable.

“Integrate agents into your workflows today and adjust as the technology matures,
[...] A thriving agent ecosystem requires collaboration across the buy and sell sides.
This is key to the success of the AACP and similar protocols.”

Benny Pang
Product Leader, Audience Data
The Weather Company

Other prevalent barriers to wider adoption of agentic Al are unclear standards (41%) and
uncertain regulations (37%). Because agentic Al can act on behalf of the user, this raises questions
around regulations.

“Companies that are going to open up their web experiences to these kinds of agentic flows,
they're eventually going to want to know that they’re safe from legal recourse from consumers or
consumer groups, based on how they receive and store these kinds of data,” Clive Henry, head of
partner solutions at Adobe, said in a recent interview with Digiday.



https://digiday.com/media/publishers-and-advertisers-face-new-ai-agent-oversight-hurdles/
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Publishers want higher yield and increased
demand from agentic over cost savings

As for what publishers want from agentic Al, most respondents are focusing their testing and planning
efforts on making improvements and increasing use rather than cost savings.

Nearly half are interested in increased demand discovery for premium or niche inventory (49%),
followed by higher yield from buyer-seller matching (46%), improved transparency (46%) and direct
relationships with advertisers (44%).

Publishers are looking to agentic advertising for increased demand discovery, higher yield and
improved transparency

Q: Which outcomes are you most interested in achieving through agentic advertising?

Increased demand

discovery for premium 49%
orniche inventory
Higher yield through better 46%
buyer-seller matching °
Improved transparency vs. 46%
(]

programmatic channels

Direct relationships

0,
with advertisers 44%

Reduced operational overhead 34%

Greater control over pricing
and packaging

27%

For publishers, agentic advertising usage is primarily focused on attracting more advertisers or finding
ways to become more appealing to them.

Many conversations during the Digiday Publishing Summit Europe conference in October 2025 focused
on publishers exploring Al agents for both media and content. Mario Lamaa, managing director of data
and revenue operations at Immediate Media, described how the company’s Al-powered agent was built
to give its sales team instant access to information, like campaign performance and historical post-
campaign analysis, to enable its reps to respond to client briefs in real time.



https://digiday.com/media-buying/how-agencies-publishers-and-platforms-are-actually-using-ai-agents/
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“Our sales team can query [the Al agent] whenever they are in conversations to help
them respond to briefs,” Lamaa said onstage at the conference. “If we were speaking to a

car client, they could speak to the agent and ask it: ‘What kind of segments do we have
around this? What size are they? How could we deliver a campaign over a month?’ That’s
the stuff that typically we would have to ask one of our analysts....[with] a turnaround
time of around 48 hours. It means that we can be responding to our clients ...in amuch
shorter time than we ever could in the past.”

When Digiday and Optable asked respondents which publisher capabilities they were most likely
to prioritize in the coming year, only 5% of respondents said they were focused on building or
enhancing Al agents.

For almost half of publishers, improving first-party data is the focus to boost Al agent discovery

Q: Over the next 12 months, which publisher capabilities are you most likely to prioritize?

Building or enhancing seller-side agents
5%

Holding steady while
the market matures
12%

Expanding direct/ Improving first-party

curated demand data signals for Al
channels agent discovery
19% 49%

Optimizing existing
programmatic
infrastructure

19%

However, publishers indicated they are focused on optimizing for external Al agents. Forty-nine
percent of respondents said they are improving first-party data and signals for Al agent discovery.

Publishers have been heavily affected by the rise of zero-click search and its impact on their ability
to control content scraping. On the ad side, they are likely seeing an increase in advertisers using Al
agents to optimize for digital ad placements and buys.



https://digiday.com/media-buying/how-agencies-publishers-and-platforms-are-actually-using-ai-agents/
https://digiday.com/media/digiday-research-dow-jones-business-insider-and-other-publishers-on-ai-driven-search/
https://digiday.com/media/from-hype-to-reality-ai-in-publishing-by-the-numbers/
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More advertisers are using agentic Al, but
desire additional governance

Advertisers are more keen to use agentic Al than publishers. While only 29% of publishers said they
were actively deploying agentic Al, 89% of advertisers said they were using or building agentic Al.

31VLS
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Sixty percent more advertisers are using agentic Al than publishers
Q: How is your organization currently approaching agentic advertising or Al-driven media execution?

JILN3IOV

Not currently exploring agentic approaches
11%

Working with existing
technology vendors to
build Al agents

11%

ONISILY3IAQAYV

Building/planning
to build Al agents
with an agency
13%
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Using/planning to use out-of-
the-box, ready Al agents from
new technology vendors

46%

9¢0 ¢

Building/planning to build Al
agents internally
24%

3749dVv1do

“We're seeing advertisers, mostly through their agency partners, use Al agents to automate audience
discovery, media planning and campaign activation,” said Bennett Crumbling, head of marketing at
Optable. “Instead of manually configuring campaigns, buyers define objectives in natural language and
agents handle the discovery, matching and execution. The 41% using out-of-the-box Al agents from tech
vendors tracks with what we see: platforms like Scope3 are building brand-side agents, PubMatic is
layering Al into SSP workflows and Newton Research enables Al-powered audience modeling.

3
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“On the agency side, many agency groups are building agentic tools for things like automated inventory
matching and PMP creation,” he continued. “On the sell side, tools like Optable’s Audience Agent
automate RFP-to-audience workflows in minutes rather than days, while the Sales Agent connects
publisher inventory to buyer agents. The critical enabler is open protocols, especially AACP, which
Optable co-founded, that give all these agents a common language across organizational boundaries.”




H1

While advertisers are more likely to use agentic Al than publishers, there are some barriers to

m
adoption for agent-driven buying.

(%]

_|

> Advertisers are concerned about brand safety (63%) and loss of control (61%). In this sense,

: advertisers mirror publishers’ concerns about how to best align technology and compliance.

_|°_I Additionally, 43% of advertisers said they have difficulty integrating agent-driven buying with
their existing tech stacks. Similar to publishers’ challenges with technical complexity and internal

> organizational readiness, this is likely connected to advertisers’ interoperability and a need for

: additional resources.

=

_|

: Brand safety, loss of control, and measurement and attribution are top reasons advertisers are
hesitant to further adopt agentic Al

>

o Q: What concerns most limit your willingness to scale agent-driven buying today?

<

m

o)

— Brand safety and 63%

— governance °

(%]

[

=

® Loss of control or 61%

explainability ?

o)

m

i d

o Measurement an °

e attribution challenges 60%

_|

Integration with

0,
existing tech stack 31%

N
o
N
(o)}

Regulatory or

. . 43%
compliance uncertainty

Immature market

0,
adoption 21%

3749dVv1do
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“When a system is making decisions autonomously at speed, the same thing that makes it powerful is what
makes it risky — it doesn’t slow down when something goes wrong,” said Meher Patel, founder and CEO at
Hector Ai. “Beyond that, there’s a real industry-level problem: two competing standards frameworks are

AVAaI9NIaAa

emerging right now, and that fragmentation is slowing enterprise adoption. Brands can’t confidently build
on infrastructure when the infrastructure itself is still debating what it is. That needs to be resolved. Until
it does, the governance concern isn't a perception problem, it’s a legitimate one.”




31Vv1lSsS 3FHL

40

JILN3IOV

ONISILY3IAQAYV

el
m
0
o
e
—

 374a4v.ido | 97ec

AVAaI9NIaAa

Advertisers have already seen improvements
in key areas, with plans for increased spend

Similar to what publishers are looking for, advertisers are seemingly looking to agentic Al to increase the
success rates of their campaigns. When asked where they see the most potential value from agentic
advertising, nearly 8 in 10 advertisers cited improved performance KPls (79%) and increased marketing
success (79%). Nearly half (48%) saw more precise audience insights and discovery.

Advertisers mostly want improved performance from agentic Al, such as increased CTR,
awareness and revenue

Q: Where do you see the most potential value from agentic advertising? Select up to three.

Improved performance KPI

(CTR, impressions, etc.) 79%
Increased success of
marketing goals (awareness, 79%

revenue, loyalty, etc.)

More precise audience

insights & discovery 48%

Faster campaign planning 37%
and activation
Reduced media waste and fees - 34%

Greater transparency into

- 11%
media supply

With 89% of advertisers using or building agentic Al, Patel described some of the implications
for publishers.

“The real gap is on the publisher and sell-side, and it’s structural. Publishers are being asked to rebuild
datainfrastructure and expose their inventory in machine-readable ways while simultaneously dealing
with Al-driven traffic declines eating into their core revenue, Patel said. “That’s not a mindset problem
— it's a bandwidth and infrastructure problem. The bottleneck in agentic advertising isn't advertiser
appetite — it’s ecosystem readiness.”

Ultimately, advertisers are looking toward Al rather than away from it. In the next 12-18 months, more
than 8 in 10 advertisers are expecting to at least maintain current levels of investment in agentic
capabilities, including 66% who plan to increase spend in agent-enabled buying environments.



H1

This is particularly noteworthy, as publishers are much more hesitant about adopting the
technology but are setting up their infrastructure to better match external Al agents —
indicating an awareness that advertisers are adopting agentic advertising and attempting to
accommodate that.

E|
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The majority of advertisers plan to increase or maintain their agentic Al investments

40

Q: What concerns most limit your willingness to scale agent-driven buying today?

JILN3IOV

Unsure/too early to tell
11%

Reduce experimentation and

focus on proven channels
/ 5%

Maintain current allocation
until standards mature
18%

ONISILY3IAQAYV
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Increase spend in
agent-enabled buying
environments

o 66%

0
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= “There are real misunderstandings slowing things down
The reality is semi- [investment], mainly the assumption that agentic means
autonomous: agents fully autonomous and unsupervised. The reality is semi-

handle the tedious work of autonomous: agents handle the tedious work of audience

audience discovery and
campaign setup while drag on adoption isn’t misunderstanding; it’s structural:
humans retain strategic tech stack integration challenges, measurement

decision-making,” uncertainty and the fact that investment in governance
and interoperability has lagged behind investment in

discovery and campaign setup while humans retain

AVAaI9NIaAa

strategic decision-making,” Crumbling said. “The bigger

execution tools. The industry is building the car while
figuring out the rules of the road, and that trust gap slows
adoption regardless of how well the technology works.”’
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With the highest adoption rate, agencies see
themselves as crucial to agentic advertising

Agencies are further along the adoption curve for Al, with the vast majority of agency respondents
saying they are using Al to some extent — 92% to advertisers’ 89%. The majority of agencies are either
building Al agents internally (45%) or using out-of-the-box, ready Al tools (35%).

Agency adoption is furthest along, with most either building agents internally or using
out of the box tools

Q: What tools are you currently using at your agency?

Improved performance KPI

(CTR, impressions, etc.) 79%
Increased success of
marketing goals (awareness, 79%

revenue, loyalty, etc.)

More precise audience

insights & discovery 48%

Faster campaign planning 37%
and activation
Reduced media waste and fees - 34%

Greater transparency into

. 11%
media supply

“Right now, it's less about one specific agentic platform and more about combining the Al capabilities
already built into the major ad platforms with other automation and generative tools or building on
top of them to solve for custom opportunities on behalf of clients,” said Tom Swierczewski, VP of media
investments and partnerships at Goodway Group. “We're using Al to help with things like
optimization, audience insights, creative iteration and analyzing performance data faster. The bigger
shift is starting to connect those systems so more decisions can happen automatically while teams stay
focused on strategy.’

As far as the prevalence of agency clients using LLMs, 63% of agencies found that at least 41% of their
clients are engaging with or are interested in using LLMs. So, while advertisers themselves may not be
heavily investing in Al technology, they are looking for agency partners with access to it.
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“Clients are definitely asking about Al, but usually the conversation starts with performance and
outcomes rather than the technology itself,’ Swierczewski said. “They want to know how Al can help
connect media, commerce and measurement so they can drive things like store visits, sales or other
real-world results. A lot of the opportunity is using Al to build a more connected commerce
infrastructure where those signals can actually inform strategy in a more unified way and drive real
business results. Al is creating a higher bar for what agencies expect to deliver in terms of
customization (i.e., creative), data-driven decisions and measurement.”

Agency respondents agreed that advertisers are not looking to manage Al tools themselves. When
asked about the primary role of agencies in an agent-driven ecosystem, 62% said the primary role is
managing Al agents and tools.

“I think the role shifts from doing every step of the campaign manually to enabling the strategy that
drives performance,’ said Swierczewski. “Al can handle more of the operational work — things like
optimization, signal processing and analysis — while agencies focus on defining goals, aligning media
with commerce outcomes and making sure the right data signals are feeding those systems. In many
ways, agencies become the layer that connects media, retail data and measurement into a more
cohesive, connected commerce ecosystem.

In many ways, agencies become the layer that connects media, retail data
and measurement into a more cohesive, connected commerce ecosystem.
Tom Swierczewski

VP of Media Investments and Partnerships
Goodway Group

“In 2026, there is even more complexity for brands to navigate, more tools that can add incremental
value, more data to make informed decisions and this just increases the role and responsibility of
agencies,” he continued. “At this stage of Al growth, there is a lot of value for agile agencies that
adopt ways for faster test and learn, and a system for vetting and integrating new capabilities. Our
belief is SMEs now have an even more unfair advantage when powered by Al tools to lift up
organizations and clients.”
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Agencies see most workflows benefiting from agentic
Al but education is needed for further adoption

31VLS

Overall, survey results found that agentic Al benefits most agency workflows. At least 1 in 5 respondents

40

expects agentic workflows to benefit organization and pacing (25%), reporting and insights (23%), client
strategy and consulting (22%) or media planning and forecasting (21%).

This aligns with the high level of agentic Al adoption by agencies, indicating that they see value in
technology and are keen on adding it to their tool belt.

JILN3IOV

Agencies are split as to the functions that will most benefit from agentic workflows

Q: Which agency functions stand to benefit most from agentic workflows?

Other

Activation and trafficking
21%

ONISILY3IAQAYV

Optimization and pacing
25%

Media planning
and forecasting
21%
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w© Client strategy Reporting
= and consulting and insights
™ 22% 23%
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Responses for "other" include: all of the above, none/not using the tech.
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Agencies are more focused on using agentic advertising for efficiency purposes — so far,acommon
demand among all respondents that outpaces their desire for lower costs. Thirty-one percent of
respondents said improving task completion speed has the biggest impact, followed by 25% who said
lowering business costs is most impactful
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For agencies, agentic advertising mostly serves to improve efficiency

Q: What do you believe will be the biggest impact agentic advertising has on your business overall?

0,
Improve task 31%

completion speed

Lower business costs 25%

Generate new

17%
revenue streams

Improve business

[»)
retention 14%

Expand existing

O,
client bookings 10%

Other 3%

Responses for “other” include: increase work quality, which will lead to maintaining strong client relationships, not using the tech.

Publishers, in a similar vein, want to use agentic advertising to increase demand discovery and
improve yield and transparency, rather than decrease costs.

While agencies have higher agentic Al adoption rates than both publishers and advertisers, they
face asimilar issue as publishers. When asked about what would accelerate investment, 47% of
respondents said more Al education to lower the learning curve.

One of the main challenges for publishers was technical complexity. Regardless of the type of
company adopting agentic Al, the nascent technology is intricate and businesses are eager for
more education about it.

o
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Almost half of agencies are calling for more Al education to lower the learning
curve and accelerate investment

Q: What would most accelerate agency investment in agentic advertising?

More Al education to
lower the learning curve
47%

Other
2%

Platform-level
support and tooling
5%

Proven case studies and
performance results
9%

Clear client demand Industry standards

and interoperability
14%

Lower implementation
costs
14%

Responses for "other" include: transparency, accurate reporting of the impact.

“Formal education around Al should focus on practical

.. . . use cases,” Swierczewski said. “That means showing
This is all in service of

ensuring it has a tangible

how Al fits into things like media planning, optimization,
reporting and how commerce or retail data can feed

impact on the final into those decisions. It should also cover things like
process, and enhances setting guardrails, validating outputs and
that media-to-business understanding where human judgment still needs to

. play arole. Thisis all in service of ensuring it has a
outcome connection. o
tangible impact on the final process, and enhances that

media-to-business outcome connection.”
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The future of agentic advertising

Among all respondents, the primary factor they expect to determine the success of agentic advertising is
increased investment from advertisers at 29%. This aligns with earlier responses that publishers are not
investing in their own agentic advertising tools but are becoming more discoverable by external
advertiser Al tools.

Twenty-two percent of respondents said demonstrated performance outcomes will determine whether
agentic advertising succeeds, indicating that advertisers may become more willing to adopt agentic Al
once they see more successful use cases.

“There’s no universal connector between planning tools, DSPs, measurement platforms and the agent
ecosystem,” said Optable’s Crumbling. “That’s why open protocols like AACP and MCP matter: they
provide interoperability without bespoke engineering for each integration. The good news is that this is
solvable without rebuilding from scratch. The agentic model asks organizations to make their data
legible and machine-readable, not tear down what they have”

While agentic Al is powerful, companies are still wary of the technology and want guardrails and
standardization in place. Some respondents believe industry-wide standards (19%) and advertiser trust
and governance (16%) are key to the scalability of agentic advertising.

Nearly 30% of respondents think additional advertiser investment will determine agentic Al’s success

Q: Looking ahead, what do you believe will most determine whether agentic advertising succeeds at scale?

Platform-led adoption Publisher participation
10%

Advertiser trust and
governance
16%

Increased investment
from advertisers
29%

Industry-wide standards
and protocols
19%

Demonstrated performance outcomes
22%
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To increase advertiser adoption of agentic advertising, Crumbling recommends: Open standards
adoption so agents can interoperate across platforms; demonstrated campaign intelligence that
demonstrates agentic workflows drive better KPIs and publisher data readiness, including
machine-readable inventory.

For any publishers or agencies who may be waiting for more advertisers to adopt agentic Al or
who are looking for further industry standards and guidance first, Crumbling advises not waiting.

“Two-thirds of advertisers plan to increase agentic spend,” said Crumbling. “The question is
whether you'll be ready. Start by getting audience data organized and enriched, ensure your
identity infrastructure supports multiple frameworks and explore technology partners who can
provide turnkey agentic capabilities rather than building in-house. For those seeking standards:
engage with the bodies defining them now, including the AgenticAdvertising.org, the Prebid
Agentic Taskforce and the IAB Tech Lab. If your position is ‘we’ll adopt once standards are mature,
you're ceding the design of those standards to your competitors.

“The publishers and agencies who invest in data quality, identity and signal
infrastructure, and governance controls today will capture the most value as
agentic workflows become the default.”

Bennett Crumbling

Head of Marketing
Optable
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About Optable

Optable is the Agentic Audience Platform for publishers and
media companies, giving publishers the infrastructure to build
identity, activate premium audiences and transact efficiently
in an era of AI-powered advertising. As a founding member of
AdCP, chair of the Prebid.org Agentic PMC Taskforce and IAB
Tech Lab board member, Optable is built for the AI-powered

workflows reshaping premium advertising.
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https://www.optable.co/solutions/optable-audience-agent

