
PROGRAMMATIC TRENDS 
TO WATCH IN 2017



2  |  

7 PROGRAMMATIC TRENDS TO WATCH IN 2017

At Collective, we have a front row seat to the strategies 
our brand and agency partners are turning to in 2017. As 
programmatic spend continues to grow and take a larger 
role in the digital advertising ecosystem, many of the 
industry’s most innovative tools and capabilities are being 
built specifi cally to support programmatic campaigns. 

Along with new innovations and success stories, however, 
come new challenges. Ever-increasing stores of fi rst-party 
data, the addition of new marketing channels to the mix, 
disparate technology systems and continued concerns 
around transparency all threaten a marketer’s potential for 
success. Today’s brands, agencies and enterprises have 
an overwhelming amount of options to consider, from new 
ad tech partners and platforms to new inventory sources, 
targeting and measurement tools. Here at Collective, we 
believe technology will play a critical role in addressing 
these challenges.

With this in mind, here are the trends we believe will 
dominate the programmatic industry in the year to come:

1.  First-party data comes fi rst

2.  Cross-platform marketing expands offl ine

3.  The rise of the DMP

4.   Big ad tech gets bigger through consolidation

5.   Connecting your systems remains a challenge

6.   The fi ght for transparency

7.  RIP Desktop? 

Marketers who can successfully harness these 
trends will have a signifi cant advantage over 
the competition in 2017. Read on to fi nd out how. 

- The Collective Team 



With the rise of programmatic comes increased demand for quality 
data. This past year saw the focus shift to fi rst-party data on both the 
brand and publisher side. Instead of using in-house data merely to 
retarget site visitors, marketers are using CRM data as the seed for 
defi ning new segments of potential customers. 

FIRST-PARTY DATA WILL BE PUT FIRST
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MOST MARKETING INITIATIVES ARE DATA DRIVEN, SEEING SOME BUSINESSES OUTCOMES

Source: Forbes Insights, 2016

DEVELOPING STRATEGIES AND A ROADMAP BASED ON BUSINESS NEEDS AND CHALLENGES

PILOTING DATA INITIATIVES TO DETERMINE VALUE AND REQUIREMENTS

DEPLOYED TWO OR MORE DATA-DRIVEN MARKETING INITIATIVES, AND CONTINUING TO APPLY 
ADVANCED ANALYTICS

STILL FOCUSED PRIMARILY ON KNOWLEDGE GATHERING

72%
18%

First- and Third-Party Data Will Play a Bigger Role in Marketing

67%
40%

62%
39%

58%
40%

54%
52%

MARKETING IS FULLY DATA DRIVEN, ACHIEVING SIGNIFICANT BUSINESS OUTCOMES

44%
49% Now

2 Years From Now

How far along is your organization in leveraging data for marketing 
purposes? What about in two years from now?

http://images.forbes.com/forbesinsights/StudyPDFs/Turn-DataDrivenCustomerCentric-REPORT.pdf


“ We have an 

extraordinary 

amount of 

data about our 

customers that they 

trust us with and 

they want us to be 

able to use that for 

them as a benefi t. 

They’re very clear. 

They know we have 

it, they want us 

to use it in a way 

that’s benefi cial for 

them. Not just to 

sell them things.”

-  Kristin Lemkau, 

  CMO, 

  JPMorgan Chase, 

  at CES 2016
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First-party data is also being used to tailor messages at a much more granular level. In a 
recent Forbes study, two-thirds of marketers say they use fi rst-party audience insights to 
personalize creative messaging and to deliver real-time messaging. The result is higher ROI 
and greater effi ciency in marketing campaigns.

McDonald’s is one brand that has been on a “mass personalization” mission – no small feat 
for a brand that serves 26 million customers each day. Deborah Wahl, the brand’s USA Chief 
Marketing Offi cer, told the ANA that the brand is using fi rst-party data to inform the messaging 
of its paid campaigns as well as on owned channels like the company’s mobile app and 
digital menu boards, and seeing strong early results. 

Publishers are leveraging their fi rst-party data, as well, to support marketers’ need for 
customer-specifi c information. Publishers can tap into signals of a user’s mindset as well as 
contextual behaviors—rich, unique data that marketers to layer on to their campaigns. 

HARNESS THIS TREND: 
Centralize ownership of your fi rst-party data.
If you’re like most marketers, your data likely sits across multiple teams within the 
organization, from Lead Generation to CRM to Sales, Site Analytics, Operations and 
Customer Service. Work to bring your fi rst-party data streams and decisioning together. 

https://www.salesforce.com/blog/2016/02/data-science-and-the-customer-the-new-era-of-marketing.html
http://images.forbes.com/forbesinsights/StudyPDFs/Turn-DataDrivenCustomerCentric-REPORT.pdf
http://adage.com/article/special-report-ana-annual-meeting-2016/video-deborah-wahl-mass-personalization-owned-media/306373/


CROSS-PLATFORM MARKETING WILL EXPAND OFFLINE
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It remains the Holy Grail of marketing: reach the right user with the right ad 
at the right time.  In the continued march toward developing a unifi ed view 
of consumers across platforms, marketers and publishers continue to invest 
in—and struggle with—cross-platform marketing. A recent eMarketer study 
found that cross-channel attribution and measurement remain among 
marketers’ top concerns. 

Digital Priorities for North American Marketers

Source: eMarketer, 2016.

ASSOCIATING CONVERSION EVENTS WITH MARKETING

84%

TAILORING MESSAGING BY CHANNEL

76%

UNDERSTANDING CUSTOMER BEHAVIOR OVER TIME

75%

MATCHING CUSTOMERS ACROSS MULTIPLE DEVICES

74%

http://www.slideshare.net/carlosresino/emarketer-marketingtechnologythesixdevelopmentsthatmatterthemostin2016
http://www.slideshare.net/carlosresino/emarketer-marketingtechnologythesixdevelopmentsthatmatterthemostin2016


HARNESS THIS TREND: 
Take a 360-Approach to Your Consumers
Are your channels siloed? Take stock of how well they communicate with one another. 
Develop a holistic view of each consumer to inform ad targeting, tailored marketing 
communications, media mix modeling and cross-channel attribution. 

“ We have an 

extraordinary 

amount of 

data about our 

customers that they 

trust us with and 

they want us to be 

able to use that for 

them as a benefi t. 

They’re very clear. 

They know we have 

it, they want us 

to use it in a way 

that’s benefi cial for 

them. Not just to 

sell them things.”

-  Kristin Lemkau, 
CMO, 

JPMorgan Chase
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“  We push every 

platform to say, 

‘We’ve worked with 

you a couple of times. 

Here’s what we’re 

learning. But we want 

to make sure we can 

get to closed loop. 

Help us get to the 

point-of-sale data 

so that we know 

exactly when a 

person does some 

sort of action in your 

social media platform, 

did they actually 

buy the product?’” 

–  Ram Krishnan,

     CMO, Frito-Lay, 

     as quoted in CMO.com

Despite the challenges, though, cross-channel marketing continues to incorporate 
new channels, including “traditional” ones. In particular, 52% of marketers surveyed 
by the IAB say their future programmatic efforts will expand to formats like mobile 
and addressable television. 

Though programmatic TV still comprises a small portion of overall TV ad spend, 
factors like stronger targeting data, larger installed bases and better effi ciency in 
the medium indicate programmatic addressable TV spend will double this year. 
Publishers are getting in on the programmatic TV game, too: Refi nery 29 raised $45M 
from Turner in a strategic partnership intended to increase cross-channel possibilities 
for both parties, while Clear Channel, the industry leader in out-of-home (OOH) 
advertising created a new executive role to drive the fi rm’s programmatic offerings.

With new channels, however, come increasing concerns about user privacy. Clear 
Channel faced signifi cant backlash to a new offering that tracks users through 
mobile phone data after viewing an in-network billboard.

http://www.cmo.com/interviews/articles/2015/12/28/the-cmocom-interview-ram-krishnan-cmo-fritolay-north-america.html#gs.23xNU0M
http://www.mediapost.com/publications/article/267678/iab-identifying-cross-channel-audiences-key-to-ma.html
http://www.mediapost.com/publications/article/267678/iab-identifying-cross-channel-audiences-key-to-ma.html
https://www.emarketer.com/Article/Programmatic-TV-Ad-Spending-More-Than-Double-This-Year/1014143
https://www.emarketer.com/Article/Targeting-Key-Driver-of-Programmatic-TV/1014185
http://www.adweek.com/news/television/turner-invests-45-million-refinery29-expanding-its-digital-reach-172919
http://company.clearchanneloutdoor.com/clear-channel-outdoor-americas-hires-wade-rifkin-senior-vice-president-programmatic/
http://www.nytimes.com/2016/02/29/business/media/see-that-billboard-it-may-see-you-too.html


If fi rst-party data that spans online and offl ine channels is to occupy a central 
role in your marketing strategy, getting a data management platform (DMP) 
in place is a key step in that process. The DMP was already on the rise this year: 
An AdAge eustar marketer survey showed that half of all marketers currently 
have a DMP, while another 28% plan to implement one in the next year.

T E DMP WILL TAKE O  A  EVE  LAR ER ROLE 
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50.4%

27.9%

21.7% es, we have a DMP

es, we plan to implement 
a DMP in the next 12 months

es, we plan to implement 
a DMP in the next 1 -2  months

alf of All Marketers Already ave A DMP – and the Rest Plan to Implement 
One Within the ext Two ears

Source: AdAge, an 2016.

http://adage.com/d/resources/resources/whitepaper/getting-most-your-data-management-strategy
http://www.acquireonline.co.nz/wp-content/themes/acquire-online/pdfs/Neustar_WP_PickingTheRightDMP.pdf


HARNESS THIS TREND: 
Get your DMP game in order.
Making the most of your data requires having it housed in a single place. If you don’t yet 
have a DMP, consider engaging a programmatic consultant to help you identify and 
onboard the right one for your business. If you already have one, make sure it’s getting the 
whole picture -- not just online data, but in-store and offl ine behavioral data, as well. 
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“ When I started my 

career, marketing 

used to be a 

creative function. 

Now, marketing 

is becoming a 

technical function. 

The marketers who 

will be successful –

and the brands that 

will be successful – 

will make the leap 

from marketing as a 

creative function to 

being a technology 

discipline using data.” 

–  Ram Krishnan,

     CMO, Frito-Lay, 

     as quoted in CMO.com

All audience data points—from digital to TV to point-of-purchase—can be brought 
together by the DMP to draw a complete picture of audience behavior, and ensure 
a consistent brand experience across channels.

The DMP, once fully utilized, represents the convergence of ad technology with 
marketing technology, and can serve as a unifying engine sitting underneath 
each marketing decision. Properly implemented DMP strategies have a host of 
applications, including to inform paid media decisioning (i.e., advertising) and 
earned media decisioning (e.g., CRM) alike. 

http://www.cmo.com/interviews/articles/2015/12/28/the-cmocom-interview-ram-krishnan-cmo-fritolay-north-america.html#gs.xkRRLFQ


As we all know, the Lumascape is complicated. The industry is ripe for 
consolidation, and 2016 proved no exception to the consolidation 
trend. In just the fi rst half of 2016, there were more than 200 M&A deals, 
totaling an estimated $6.8 billion, up from just 85 deals valued at $2.1 
billion in the same timeframe in 2015, according to global marketing 
consultancy R3. 

Large buyers are responding to the convergence of ad tech and 
marketing tech, as well as to the rising centrality of the DMP. SalesForce 
snapped up Krux for $700M, Dentsu purchased Merkle, and Marketo 
was acquired by private equity fi rm Vista for $1.8B, to name just a few. 
Consolidation has global scope, as well, as foreign investors—and 
notably China—participating in full-force. 

BIG AD TECH GETS BIGGER THROUGH CONSOLIDATION
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http://www.lumapartners.com/lumascapes/marketing-technology-lumascape/
http://adage.com/article/agency-news/digital-properties-dominated-mergers-acquisitions/305397/
http://www.businessinsider.com/medianet-acquisition-chinese-ad-tech-arbitrage-play-2016-8


 “ I believe the 

pendulum will 

swing the other 

way from where it 

has been the past 

few years, where 

there are a lot of 

point solutions 

that have evolved 

for specifi c use 

cases. [I expect 

to see more] 

meta-systems.”

-   Jason Heller, 

       VP Digital 

       Marketing &   

       Operations,  

       McKinsey & 

       Company, 

       as quoted in    

       eMarketer
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Many investors and industry experts believe Krux was just one example of many to 
come, as the “marketing cloud wars” continue to heat up with Adobe and Oracle 
joining Salesforce in acquiring ad tech providers. 

While consolidation can benefi t marketer effi ciency – the average ad campaign 
requires 12.4 logins to execute – it can also result in “walled gardens” that limit 
choice and fl exibility for marketers. Striking a balance between streamlined 
workfl ow and the ability to continue to test new partners effi ciently will be critical 
to success in 2017 and beyond.

HARNESS THIS TREND: 
Be an active participant in technology choices – 
and take the long view.

As full-service technology partners fulfi ll more needs in a marketing 
organization, it’s imperative that marketers be active participants in vendor 
selection and keep an eye toward fl exibility, objectivity and the ability to 
customize solutions to meet their needs down the road. 

http://www.slideshare.net/carlosresino/emarketer-marketingtechnologythesixdevelopmentsthatmatterthemostin2016
http://blog.thomvest.com/the-state-of-adtech/
http://www.slideshare.net/tkawaja/luma-digital-brief-009-market-report-q2-2016
http://www.iab.net/media/file/IAB_Winterberry_Group_White_Paper-Marketing_Data_Technology-January-2015.pdf


GETTING CONNECTED ACROSS SYSTEMS WILL REMAIN A CHALLENGE
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Given the complexity of programmatic marketing systems, marketers 
struggle to attribute performance and optimize across partners. 75% of 
marketers have trouble understanding how each partner contributes to 
campaign success, while fewer than 29% of marketers say their digital 
marketing tools are “Very integrated.”

of US marketers face challenges in isolating 
and quantifying the impact of individual 

digital channels on campaign metrics

75%

Source: Visual IQ, 2015

http://www.mediapost.com/publications/article/278421/are-publishers-the-new-quarterbacks.html
http://www.mediapost.com/publications/article/278421/are-publishers-the-new-quarterbacks.html
http://www.slideshare.net/eMarketerInc/emarketer-webinar-navigating-the-complexities-of-crossplatform-attribution
http://www.visualiq.com/news/marketing-attribution-press-releases/visual-iq-study-finds-majority-brand-marketers-struggle


HARNESS THIS TREND: 
Conduct a systems audit. 
Make sure your systems are interoperable and can “talk” to each other. Conduct an audit 
to understand how quickly this occurs, and then work to improve. Bonus: Do a personnel 
audit as well! Do you have the right knowledge in-house to maximize each technology?

“ We have an 

extraordinary 

amount of 

data about our 

customers that they 

trust us with and 

they want us to be 

able to use that for 

them as a benefi t. 

They’re very clear. 

They know we have 

it, they want us 

to use it in a way 

that’s benefi cial for 

them. Not just to 

sell them things.”

-  Kristin Lemkau, 
CMO, 

JPMorgan Chase
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“ Integration is hard… 

You have different 

pieces of software 

that in many instances 

weren’t designed to 

work with each other. 

But the industry’s 

getting better, and the 

winners are the ones 

who have that open 

cloud perspective 

where they say, ‘Our 

software is engineered 

to work with your 

existing infrastructure.’ 

Those are the vendors 

that make it easiest 

on the client.”

- Chris Curtin, 

  Chief Brand and  

  Innovation Marketing

  Offi cer, Visa, as quoted 

  in eMarketer

With new capabilities, data sources, and channels emerging daily, the challenge to keep 
up is harder than ever. 61% of respondents in a Real Story Group study say they don’t 
feel they have the internal capabilities to make the most of their disparate technologies 
individually, much less in a cohesive, connected way. Marketers must either opt for 
platforms that are already interoperable with multiple partners and “talk” across systems, 
or source internal or external talent to perform the integration – reigning over siloed systems 
is no longer an option. 

In the TV arena, startups like Furious Corp. are trying to unify media planning and buying 
systems, while Pixability made inroads in social video by unifying data across walled 
gardens like Facebook and YouTube so marketers can apply insights from one platform to 
campaigns on another. Still, these point solutions sit within a single vertical – video – and 
marketers will require cross-channel interoperability to succeed in the future. Regardless of 
the focus area, platforms that help get systems integrated will step into the spotlight in 2017. 

https://www.emarketer.com/public_media/docs/eMarketer_CMO_Interviews_Roundup_2016.pdf
https://www.emarketer.com/Article/Marketers-Look-Tech-More-Sales-Leads/1014619
http://www.furiouscorp.com/
http://www.pixability.com/


With tools that enable real-time monitoring and reporting, programmatic 
advertising should offer higher transparency--across price, inventory quality, 
performance, and more. 

Yet, transparency concerns plague the programmatic marketplace. Marketers 
increasingly seek out inventory quality transparency (in the form of viewability 
and anti-fraud protections) as well as price transparency—opening the 
“black box” of old—to understand what portion of their media dollars go 
to working media, and what portion go to fees. Due in part to the desire 
for increased transparency and control, 31% of marketers have expanded 
in-house programmatic capabilities, while 40% have beefed up transparency 
language in their IOs.
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of marketers have beefed up 
transparency language in their IOs.

40%

THE FIGHT FOR TRANSPARENCY CONTINUES

Source: Alliance for Audited Media, April 2016. 

https://www.ana.net/content/show/id/38895
https://www.ana.net/content/show/id/38895
https://www.ana.net/content/show/id/38895


HARNESS THIS TREND: 
Leverage your technology partners to increase transparency. 
Don’t solely rely on terms & conditions protect you from fees and fraud. Lean on your technology 
vendors for third-party verifi cation and unbiased views of performance. Daily performance check-ins 
with key vendors and standardized dashboards across partners will allow you to see what’s actually 
driving your business.
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“ [Programmatic] 

requires a signifi cant 

amount of attention 

to ensure quality and 

mitigate fraud (human 

and bot)…There also 

needs to be much 

more stringent industry 

effort to establish 

human, viewable 

impressions as the 

digital currency and 

have proper third-

party audits against 

those deliveries. Right 

now, it’s a “buyer 

beware” environment 

and every advertiser 

needs to ensure safety 

on its own dime.” 

-  Jeff Holecko, 

  Senior Brand Manager, 

  Kimberly-Clark North

  America, as quoted 

  in Audited Media

Inventory quality has also come under scrutiny—a trend likely to continue well into 2017 
and beyond. According to a Strata study, nearly 60% of ad agency professionals reported 
concern over programmatic inventory quality, including whether ads are viewable and 
whether they are delivered to humans at all. 

With so much at stake, the industry has started to fi ght back. Companies like White Ops 
and Integral Ad Science help provide third-party verifi cation that a brand’s ads are seen 
by humans. Many marketers turn to private marketplaces solutions to work with premium 
publishers directly in an effort to reduce fraudulent traffi c. LinkedIn offers a single, above-the-
fold display ad when marketers purchase on the site programmatically, while Pandora has 
partnered with MOAT to offer 100% viewable ads across desktop and mobile app. 

This year, the ANA, 4A’s and the IAB banded together to develop the TAG registry, which 
fi ghts fraud using a suite of tools like domain blacklists and payment IDs to ensure payment 
only goes to legitimate companies. In July, they signed the fi rst 100 companies to the registry 
Finally, the Media Ratings Council (MRC) introduced mobile viewability standards for mobile. 
web and in-app advertising, which should help boost transparency on those channels in 2017. 

Tech vendors can support brand safety, as well, from preventing ads from showing in unsafe 
environments to unifying performance data so marketers make apples-to-apples comparisons 
across partners. 

https://auditedmedia.com/blog/advertiser-trust-and-viewability
https://www.emarketer.com/Article/Quality-Transparency-of-Inventory-Top-Programmatic-Buying-Fears/1014663
https://www.whiteops.com/
https://integralads.com/
http://www.slideshare.net/eMarketerInc/emarketer-webinar-programmatic-advertisingrising-investment-and-new-realities
https://business.linkedin.com/marketing-solutions/blog/linkedin-b2b-marketing/2016/how-linkedin-is-solving-the-viewability-conundrum-in-programmati
https://business.linkedin.com/marketing-solutions/blog/linkedin-b2b-marketing/2016/how-linkedin-is-solving-the-viewability-conundrum-in-programmati
http://www.mediapost.com/publications/article/281385/attention-guaranteed-pandora-partners-with-moat.html
http://www.mediapost.com/publications/article/281385/attention-guaranteed-pandora-partners-with-moat.html
http://www.prnewswire.com/news-releases/tag-inaugurates-new-era-of-transparency-in-digital-advertising-with-first-hundred-companies-approved-for-tag-registry-300303955.html
https://www.iab.com/guidelines/mrc-issues-guidelines-measuring-viewable-impressions-mobile-web-mobile-app-environments/
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Experts have been forecasting desktop’s demise for years. Recent news 
to bolster that trend was Facebook’s announcement that it was shutting 
down its desktop exchange, FBX, in favor of its mobile-only exchange. 
But the shift to mobile brings its own, known challenges: lack of persistent 
cookies, incomplete attribution models, increased creative needs and 
different KPIs, to name just a few. 

US Mobile Programmatic Display Ad Spending, 2014 - 2017
(billions, % change & % of total mobile display ad spending)

RIP DESKTOP?

$4.44

118.2%

$15.45

$21.22

2014 2015 2016 2017

46%
60%

$9.68

59.6%

69%
78%

37.3%

234.3%

Source: eMarketer, April 2016.

Mobile Programmatic Display Ad Spending

% Change % of total Mobile Display Ad Spending

https://www.emarketer.com/Article/More-Than-Two-Thirds-of-US-Digital-Display-Ad-Spending-Programmatic/1013789
http://www.adweek.com/news/technology/facebook-shutting-down-its-desktop-based-ad-retargeting-exchange-171686


HARNESS THIS TREND: 
Take advantage of mobile’s key differentiators.
Experiment with new mobile formats, from video to scrolling units, and leverage 
location-based capabilities to deliver promotions to customers – or to build an 
ongoing relationship with them. Set KPIs that can serve as benchmarks today, 
but can evolve as attribution technology improves to help tie performance 
back to other channels. 
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“ We know that 

mobile is becoming 

the fi rst screen 

that people use, 

and we want to be 

relevant wherever 

our consumers are” 

- Chris Brandt, 

  Chief Brand Offi cer, 

  Bloomin’ Brands and 

  Former CMO, 

  Taco Bell, as quoted

  in eMarketer

At $21.2B, mobile programmatic spending still lags slightly behind its desktop 
counterpart (which eMarketer predicts will bring in $27.5B in 2017). Mobile video 
programmatic spend, however, has surpassed desktop video spend. As consumers 
continue to make the shift to mobile, advertising spend will surely follow.

Marketers continue to experiment with mobile’s unique capabilities, using in-app 
engagement and location-based marketing tactics to drive sales, and in-store 
customer behavior to inform promotions and loyalty programs. As everyone from 
QSRs to Financial Services brands make mobile a priority, we’re likely to see new 
applications in 2017 that were unimaginable only a few years ago.

https://www.emarketer.com/Article/CMO-One-to-One-Taco-Bellrsquos-Secret-Sauce-Might-Just-Mobile-Marketing/1010776
https://www.emarketer.com/Article/More-Than-Two-Thirds-of-US-Digital-Display-Ad-Spending-Programmatic/1013789
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T O P  P R O G R A M M AT I C  T R E N D S  F O R  2 0 1 7

2017 is shaping up to be an exciting year for programmatic advertising. To recap, here are the 
7 trends to watch – and take advantage of – in the new year:

1. Put fi rst-party data fi rst.
Centralize ownership of your fi rst-party data. 

2. Cross-platform marketing expands offl ine.
Take a 60-approach to your consumers, including digital, in-store and traditional behavioral signals.

. The rise of the P. 
Don’t have a DMP? Get one and set it up for success. 

. ig ad tech gets bigger through consolidation.
Become an active participant in technology choices – and take the long view to preserve fl exibility.

. etting connected across systems ill remain a challenge.
Conduct a systems audit.

6. The continued fi ght for transparency.
Lean on your technology partners to support in the push towards transparency – where your 
media’s running, what it costs, who’s seeing it, and how it’s performing. 

. P esktop  
Take advantage of mobile’s key differentiators – and set KPIs that can evolve alongside 
technology capabilities.  

At Collective, we’re proud to help our clients stay ahead of the curve and harness these trends effectively. 
Our Visto platform, the only truly agnostic enterprise advertising hub, helps marketers unify data, workfl ow and 
reporting in a single system, delivering better results from programmatic campaigns. Visto provides transparency 
into inventory, pricing, and the best path to each impression, as well as apples-to-apples performance 
comparisons across partners, so marketers and their agencies can get the most out of every media dollar. 
Learn more at www.collective.com/visto or drop us a line at visto@collective.com to schedule a demo. 



ONE UI. LIMITLESS FLEXIBILITY. ABSOLUTE CONTROL.

Ready to take control of your media? 

Drop us a line at visto@collective.com 

or visit www.collective.com/visto to learn more. 

http://www.collective.com/visto

