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Abstract Real-Time Bidding (RTB) is an emerging and promising business model for computational ad-
vertising in the age of Internet big data. Based on analysis of massive amounts of data generated by Internet
users, RTB advertising has the potential of identifying in real-time the features and interests of target audi-
ences of each impression, and automatically delivering advertisements via auction-based programmatic buy-
ing mechanism. RTB has significantly changed Internet advertising from the traditional way of “media buy-
ing” and “advertisement-slot buying” to “target-audience buying”, and is expected to be the standard selling
model for Internet advertising in future. In this paper, we discussed the current situation of RTB market, its
key participants and business processes. We also addressed several research topics including bidding behav-
ior and strategies, yield management and optimal pricing, business model and trading mechanism design, as
well as RTB market segmentation and advertising effect analysis.
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