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AGENDA 

I. WHAT'S HEADER BIDDING 
Asaf 

2. WHAT'S OUR OFFERING 
Asaf 
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3. HOW TO SELL 
Asaf 

4. HOW TO TROUBLESHOOT 
Henry 
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e ubiquitous DFP waterfall model is broken 
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• Not maximizing reven 

• Not really ''real-time'' 

• Linear 

• Non-transparent I Goe 

• Cumbersome 
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blishers have revolted against DFP/Google with 
iader Bidding 

Waterfall 
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• Multiple demand ~ 

are called before 1 
server 

• Publisher sets tim 
demand sources 1 

• Winning bid is the 
passed to DFP, ar 
competes with dir• 
AdX 
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blisher benefits 

• Monetization - Increased CPMs (generally 10°/o-30°/o 

• Transparency - Get the real value of every impressio 

• Speed - Avoid passbacks and decrease latency 

• Efficiency - Avoid manual maintenance of waterfall 

• Intel - Understand what is the real value of inventory, 
order 
to arm direct sales team 
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•Transparency -As we know, much of the programmatic eco-system is driven by Google/Doubleclick. 
Publishers increasingly distrust Google, in particular around data policy changes its lack of transparency 
around decision-making in DFP, and around the fees it's charging (fees is charged out of the bid price) . 
Google's dynamic allocation product cuts out other demand partners, who are further down the waterfall. 
Publishers say that they don't like the fact that Google is effectively the only company to get a 'fi rst look', 
which is intuitively anti-competitive. Header Bidding removes this bias and complete dependence on 
Google, and switches the decision-making into an objective 3rd party in the form of a wrapper, making it 
an even playing field for all , with full transparency to the publisher. 
•Monetization - Publishers implementing HB are reporting a significant increase in CPMs - 10°/o-30°/o -
due to the fact that they're maximizing thei r access to demand, doing it on the impression basis, and 
allowing all sources, direct and indirect to compete for this impressions. 
•Efficiency - Publishers don't need to constantly maintain the waterfal l, and change the demand sources 
on a daily basis based on the previous day's performance. Instead, they let all demand sources compete 
in real-t ime. 
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t it's not easy to get started ... 
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Complex integration - HB is not a turn-key solution: it requires a significant initial set up and 
maintenance by engineers of the HB configuration. This means that HB will be restricted to publ ishers 
with engineering teams. 

CONFIDENTIAL TREATMENT REQUESTED BY FACEBOOK, INC FBDOJ012559579 

7 



ter - Header Bidding wrappers 

le piece of code that contains the code for multiple header 

HeaderTags f r. ' 
I 

Ad 

Benefits: 
• Simpler integration 
• Simpler managemer, 
• Holistic reporting 

Leading wrappers: 
• PreBid (open-source) 
• Index Exchange 
• PubFood (open-source) 
• Technorati 
• Monetize More 
• Sortable 
• Pubmatic 
• Rubicon 
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eryone wants to bid ... 

SSP/Exchan 
ges 

■appnexus 
□qr:] 8 1

INDEX EXCHANGE 

oo• 

rub1con 
PI\ O JECT 

''t>penX 

PulbMatic 
sovra 

Aol. 

Native 

tripleilift 

8 sharethrough 

YAHOO/ GEMIINJ 
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Retargeting 

•-:---1 cr1teo ·-· 
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Ad networks 

audience 
network 
by Facebook 
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dience Network is almost the only direct-to-advertise 
annel 
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Retargeting 

Native 

Low Demand volume 

CONFIDENTIAL TREATMENT REQUESTED BY FACEBOOK, INC 

audience 
network 
by Facelbook 

SSP/Exchan 

ges 

High 
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,at'~ Go,s:,gie ~ doing? 

r, ~ 
,namic Allocation.----"---' ,\ ::nhanced Dynamic~ Exchange Biddi 

X/Adsense can outbid 
lny non-guaranteed 

• • 

1mpress1on 

I 
/ Allocation 1 (beta) 

AdX/Adsense can outbid 
any guaranteed & non­
guaranteed impression 

Multirple demand 
sources can outbid 

guaranteed & nor 
guaranteed impres~ 

Beta bidders: Rubicon , Ind 
Beta pubs:Albout, Hearst, Mer 

Zillow 
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1aller bidders get a fair chance ... 
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• 

"With its low fill-rates, 
Triple Lift just didn't perf< 
before header bidding. 
since its revenue jumpe 

Gary Manr 
CEO 
Diply 
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a world of header bidding ... 

■ ■ 
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Criteo has low fil l-rates 
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,at do we hear from the market? 

Working with 4-6 bidders 

Working mostly with Index (managed) or Prebid (open-source) 

A good win-rate for a bidder is ,.__7-10°/o 

AdX takes 50°/o-60°/o of inventory 

Latency time varies - 300ms-800ms 
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iid-2017 all NA publishers are likely to fully adopt Hee 
1ng •

Header bidding adoption among US publishers 
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l header bidder is an easy way to access AN demanc 
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1sitioning 

1dience Network header bidder introduces massivi 
1ique demand to the world of header bidding, 
1abling publishers to better monetize by accessing 
icebook's 4M advertisers. 
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formats 

Current Nov'16 Q2'17 Q2'17 

■ ■ 

"" 
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(no 320x50) 
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~wability 

AN Tag 

Pay per viewable 
■ ■ 

1mpress1on 

N only pays for viewable impressions 
>> 

>ublisher needs to reconcile revenue 
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AN Header Bidding 

Discounted bid 

AN bid is discounted based on publish 
viewability >> 

AN pays for 100°/o impressions it win: 

For example, if our bid is 5$ 
and the publisher viewabilit} 
is 70%, than we 'll bid $3. 5 
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·appers 

Current 

Integration with: 

llllllllllll 

11rnmt 

!Iii • II 

* but it's an open endpoint, so any 
publisher can potentially leverage 
it 
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Q4-Q1 

More to come ... 

Monetize More, Sortable, 
Pubmatic, Rubicon, PubFood 

We need your 
feedback! 
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,ere are we currently? 

20 publishers LIVE 

20 publishers INTEGRATING\ SIGNED ADDENDUM   

Daily revenue: $26k 

Average win-rate: 10°/o 

Average viewable win-rate: 7°/o 

Q4 Goals 

. 60 publishers 

• $250K/day 

• Viewablle win-rate: 
5°/o+ 
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~al closed beta candidate 

3orn-offline/online managed accounts 

_ive with Audience Network 

ntegrated Index Exchange wrapper or PreBid wrapper 

-las at least 2.5M ad impressions/day running through its Header Bidding 

Nrapper 

Nilling to participate in joint PR/ case study in the future 
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)sed beta Process 

~ sure 
t beta 
iria) 

PMM 
approval 

Publisher 
intro call 

with 
CP/PDM 
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Publisher 
to sign 

addendum 
Intro to SA Integration 

Mane 
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ro call 

\ ,___, ,at we want to learn 
;rom the publisher 

\ 

lo-----------. / 

When did they start HB? 
What impression °/o goes to HB? 
What has been impact? 
Which wrapper and bidders? 
What is success? 

/ 

What we want the 
publisher to know 

• Wrapper support 
• Ad formats 
• Viewability 
• Reporting 

I
,,_ 
'· ,____, 

• Closed beta expectations 
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Next steps 

• Addendum 
• SA intro 
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dendum 

'Oid recording losing bids 

~lete winning bid after 90 days 

j party tracking such as DFP is ok 
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~xt steps 

)Ve forward with the 40 publishers that are -
iE / INTEGRATING / SIGNED ADDENDUM 

>ntinue conversations with other publishers that use Index or 
ebid: 

Have intro calls 

Get addendums signed 

In November - intro to SA to start integration 

Id the the beta pipeline clients that use other HB solutions 
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H E N R Y C R U M ,  A S A F H O C H M A N  
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AG  E  N  DA  

1. WHAT’S  HEADER  BIDDING 
 Asaf 

2. WHAT’S  OUR  OFFERING 
 Asaf 

3. HOW  TO  SELL 
 Asaf 

4. HOW  TO  TROUBLESHOOT 
 Henry 
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 What’s  Header  Bidding  anyway? 

3



           

   

   

   

The ubiquitous DFP waterfall model is broken 

• Not maximizing revenues 

• Not really “real‐time” 

• Linear 

• Non‐transparent / Google‐y 

• Cumbersome 
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Publishers have revolted against DFP/Google with Header
Bidding 

Waterfall Header Bidding 

• Multiple demand sources 
are called before the ad 
server 

• Publisher sets timeout for 
demand sources to bid 

• Winning bid is then passed 
to DFP, and competes with 
direct and AdX 

             

     
       

     
     

         
         

 

 

5

5 



 

         

             

         

       

                 
       

Publisher benefits 

• Monetization ‐ Increased CPMs (generally 10%‐30%) 

• Transparency ‐ Get the real value of every impression 

• Speed ‐ Avoid passbacks and decrease latency 

• Efficiency ‐ Avoid manual maintenance of waterfall 

• Intel – Understand what is the real value of inventory, in order 
to arm direct sales team 

•Transparency ‐ As  we  know,  much  of  the  programmatic  eco‐system  is  driven  by  
Google/Doubleclick.  Publishers  increasingly  distrust  Google,  in  particular  around  data  
policy  changes  its  lack  of  transparency  around  decision‐making  in  DFP,  and  around  the  fees  
it's  charging  (fees  is  charged  out  of  the  bid  price).  Google's  dynamic  allocation  product  cuts  
out  other  demand  partners,  who  are  further  down  the  waterfall.  Publishers  say  that  they  
don't  like  the  fact  that  Google  is  effectively  the  only  company  to  get  a  'first  look',  which  is  
intuitively  anti‐competitive.  Header  Bidding  removes  this  bias  and  complete  dependence  
on  Google,  and  switches  the  decision‐making  into  an  objective  3rd  party  in  the  form  of  a  
wrapper,  making  it  an  even  playing  field  for  all,  with  full  transparency  to  the  publisher.  
•Monetization ‐ Publishers  implementing  HB  are  reporting  a  significant  increase  in  CPMs ‐
10%‐30% ‐ due  to  the  fact  that  they're  maximizing  their  access  to  demand,  doing  it  on  the  
impression  basis,  and  allowing  all  sources,  direct  and  indirect  to  compete  for  this  
impressions. 
•Efficiency ‐ Publishers  don't  need  to  constantly  maintain  the  waterfall,  and  change  the  
demand  sources  on  a  daily  basis  based  on  the  previous  day's  performance.  Instead,  they  let  
all  demand  sources  compete  in  real‐time. 
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But it’s not easy to get started… 

Complex integration ‐ HB is not a turn‐key solution: it requires a significant initial set up 
and maintenance by engineers of the HB configuration. This means that HB will be 
restricted to publishers with engineering teams. 
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Enter ‐ Header Bidding wrappers 

A single piece of code that contains the code for multiple header tags 

Benefits: 
• Simpler integration 
• Simpler management 
• Holistic reporting 

Leading wrappers: 
• PreBid (open‐source) 
• Index Exchange 
• PubFood (open‐source) 
• Technorati 
• Monetize More 
• Sortable 
• Pubmatic 
• Rubicon 
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Everyone wants to bid… 

SSP/Exchanges Retargeting Ad networks Native 
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             Audience Network is almost the only direct‐to‐advertiser 
channel 

Demand 
type 

Unique 

Generic 

Retargeting 

SSP/Exchanges 

Native 

HighLow Demand volume 
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‐
‐ ‐

Google

11 

What’s doing? 

Dynamic Allocation 

AdX/Adsense can outbid 
any non guaranteed 

impression 

Enhanced Dynamic 
Allocation 

AdX/Adsense can outbid 
any guaranteed & non 
guaranteed impression 

Exchange Bidding 
(beta) 

Multiple demand sources 
can outbid any guaranteed 

& non guaranteed 
impression 

Beta bidders: Rubicon, Index 
Beta pubs:About, Hearst, Meredith, 

Zillow 
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‐

Smaller bidders get a fair chance… 

Volatile 
CPM / 
fill rate 

Often 
Low 
CPM 

Lower in 
waterfall 

Lower 
quality 
visitors 

Lower 
CPM 

“With its low fill‐rates, TripleLift 
just didn’t perform before 
header bidding. Ever since its 
revenue jumped 3X” 

Gary Manning 
CEO 
Diply 
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In a world of header bidding… 

Fill‐rate Win‐rate 

Criteo has low fill‐rates 
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What do we hear from the market? 

• Working with 4‐6 bidders 

• Working mostly with Index (managed) or Prebid (open‐source) wrappers 

• A good win‐rate for a bidder is ~7‐10% 

• AdX takes 50%‐60% of inventory 

• Latency time varies ‐ 300ms‐800ms 

14
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By mid‐2017 all NA publishers are likely to fully adopt Header 
Bidding 

Header bidding adoption among US publishers 
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 What’s  our  offering? 
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AN header bidder is an easy way to access AN demand 

Audience Network BID 

17
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Positioning 

Audience Network header bidder introduces massive 
unique demand to the world of header bidding, enabling 
publishers to better monetize by accessing Facebook’s 4M 
advertisers. 
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Ad formats 

300x25 
0 

(no 320x50) 

Native 

Current Nov’16 

Video 

Q2’17 

App 

Q2’17 
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20 

Viewability 

Pay per viewable 
impression 

AN only pays for viewable impressions 
>> 

Publisher needs to reconcile revenue 

AN Tag AN Header Bidding 

Discounted bid 

AN bid is discounted based on publisher viewability 
>> 

AN pays for 100% impressions it wins 

For example, if our bid is 5$, and 
the publisher viewability is 70%, 
than we’ll bid $3.5 

20



     

     
   

     

               
       

21 

Wrappers 

Integration with: More to come… 

Monetize More, Sortable, 
Pubmatic, Rubicon, PubFood 

We need your feedback! 

Current Q4‐Q1 

* but it’s an open endpoint, so any 
publisher can potentially leverage it 
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Where are we currently? 

• 20 publishers LIVE 

• 20 publishers INTEGRATING \ SIGNED  ADDENDUM 

• Daily revenue: $26k 

• Average win‐rate: 10% 

• Average viewable win‐rate: 7% 

Q4 Goals 

• 60 publishers 

• $250K/day 

• Viewable win‐rate: 
5%+ 

22
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 How  do  we  sell  it? 
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     Ideal closed beta candidate 

• Born‐offline/online managed accounts 

• Live with Audience Network 

• Integrated Index Exchange wrapper or PreBid wrapper 

• Has at least 2.5M ad impressions/day running through its Header Bidding wrapper 

• Willing to participate in joint PR / case study in the future 

24
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25 

Closed beta Process 

CP/PDM 
outreach 

(make sure 
they fit beta 
criteria) 

PMM 
approval 

Publisher 
intro call 
with 

CP/PDM 

Publisher to 
sign 

addendum 
Intro to SA Integration 

Managemen 
t 
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Intro call 

What we want to learn 
from the publisher 

What we want the 
publisher to know 

Next steps 

• When did they start HB? 
• What impression % goes to HB? 
• What has been impact? 
• Which wrapper and bidders? 
• What is success? 

• Wrapper support 
• Ad formats 
• Viewability 
• Reporting 
• Closed beta expectations 

• Addendum 
• SA intro 
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Addendum 

• Avoid recording losing bids 

• Delete winning bid after 90 days 

• 3rd party tracking such as DFP is ok 

27
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Next steps 

• Move forward with the 40 publishers that are – 
LIVE / INTEGRATING / SIGNED ADDENDUM 

• Continue conversations with other publishers that use Index or Prebid : 

– Have intro calls 

– Get addendums signed 

– In November ‐ intro to SA to start integration 

• Add the the beta pipeline clients that use other HB solutions 

28
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Thank  you 
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AGENDA  

1. WHAT’S  HEADER  BIDDING 
 Asaf 

2. WHAT’S  OUR  OFFERING 
 Asaf 

3. HOW  TO  SELL 
 Asaf

4. HOW TO TROUBLESHOOT 
Henry 

31
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 What’s  Header  Bidding  anyway? 



           

   

   

   

The ubiquitous DFP waterfall model is broken 

33

$2.00 floor 

R OU sr -.... 

SS C 

• Not maximizing revenues 

• Not really “real‐time” 

• Linear 

• Non‐transparent / Google‐y 

• Cumbersome 



             

     
       

     
     

         
         

 

 

$2.00 floor $2.00 floor 

. 

REOU ST 

Publishers have revolted against DFP/Google with Header
Bidding 

Waterfall Header Bidding 

• Multiple demand sources 
are called before the ad 
server 

• Publisher sets timeout for 
demand sources to bid 

• Winning bid is then passed 
to DFP, and competes with 
direct and AdX 

34
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Publisher benefits 

• Monetization ‐ Increased CPMs (generally 10%‐30%) 

• Transparency ‐ Get the real value of every impression 

• Speed ‐ Avoid passbacks and decrease latency 

• Efficiency ‐ Avoid manual maintenance of waterfall 

• Intel – Understand what is the real value of inventory, in order 
to arm direct sales team 

35
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           But it’s not easy to get started… 
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Header Tags 

Enter ‐ Header Bidding wrappers 

A single piece of code that contains the code for multiple header tags 

Benefits: 
• Simpler integration 
• Simpler management 
• Holistic reporting 

Leading wrappers: 
• PreBid (open‐source) 
• Index Exchange 
• PubFood (open‐source) 
• Technorati 
• Monetize More 
• Sortable 
• Pubmatic 
• Rubicon 
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Everyone wants to bid ... 

SSP/Exchanges Native Retargeting Ad networks 

~ a pp nexus triplelift 
□Cb 

■INDEX EXCHANGE 

criteol. o o• 0 sharethrough 
rub1con 

P ltO J[CT audience . 
• OpenX lfil NATIVO network 

PubMatic by Facebook 

A9 YieldMc>" sovra '----..;, 

Aol. YAHOO/ GEMINI 

~) sonobi 
9 
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Audience Network is almost the only direct-to-advertiser 
channel 

Unique 

Demand 
type 

Generic 

Native 

Low 

Retargeting 

Demand volume 
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audience 
network 
by Facebook 

SSP/Exchanges 

High 



What'sGo gle doing? 
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Smaller bidders get a fair chance ... 

• • 
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1JipbJ 
uwith its low fi/1-ratesJ Triplelift 
just didnJt perform before 
header bidding. Ever since its 
revenue jumped 3X" 

Gary Manning 
CEO 
Diply 



         In a world of header bidding… 

Fill‐rate Win‐rate 
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What do we hear from the market? 

• Working with 4‐6 bidders 

• Working mostly with Index (managed) or Prebid (open‐source) wrappers 

• A good win‐rate for a bidder is ~7‐10% 

• AdX takes 50%‐60% of inventory 

• Latency time varies ‐ 300ms‐800ms 
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By mid‐2017 all NA publishers are likely to fully adopt Header 
Bidding 

Header bidding adoption among US publishers 
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 What’s  our  offering? 



AN header bidder is an easy way to access AN demand 

WATERFALL AUCTION 

$2.00 floor 

REQUEST-+ 

8 
U>WFLOOR J PASSOACK 

w 

vs. HEADER AUCTION 

REQUEST -------1 
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$2.00 floor 

Audience Network I 
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Positioning 

Audience Network header bidder introduces massive 
unique demand to the world of header bidding, enabling 
publishers to better monetize by accessing Facebook’s 4M 
advertisers. 
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Ad formats 

300x25 
0 

(no 320x50) 

Native 

Current Nov’16 

Video 

Q2’17 

App 

Q2’17 
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Viewability 

AN Tag 

Pay per viewable 
• • 1mpress1on 

AN only pays for viewable impressions 
>> 

Publisher needs to reconcile revenue 
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AN Header Bidding 

Discounted bid 

AN bid is discounted based on publisher viewability 
>> 

AN pays for 100% impressions it wins 

For example, if our bid is 5$, and 
the publisher viewability is 70%, 
than we'll bid $3.5 
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Wrappers 

Current 

Integration with: 

D~'J 
■ INDEX EXCHANGE 

Prebid.js 

* but it's an open endpoint, so any 
publisher can potential ly leverage it 
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Q4-Ql 

More to come ... 

Monetize More, Sortable, 
Pubmatic, Rubicon, PubFood 

We need your feedback! 
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Where are we currently? 

• 20 publishers LIVE 

• 20 publishers INTEGRATING \ SIGNED  ADDENDUM 

• Daily revenue: $26k 

• Average win‐rate: 10% 

• Average viewable win‐rate: 7% 

Q4 Goals 

• 60 publishers 

• $250K/day 

• Viewable win‐rate: 
5%+ 
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 How  do  we  sell  it? 



   

     

       

                     

                     

     Ideal closed beta candidate 

• Born‐offline/online managed accounts 

• Live with Audience Network 

• Integrated Index Exchange wrapper or PreBid wrapper 

• Has at least 2.5M ad impressions/day running through its Header Bidding wrapper 

• Willing to participate in joint PR / case study in the future 

53
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Closed beta Process 

CP/PDM 
outreach 

(make sure 
they fit beta 
criteria) 

PMM 
approval 

Publisher 
intro call 
with 

CP/PDM 

Publisher to 
sign 

addendum 
Intro to SA Integration 

Managemen 
t 
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Intro ca II 

• When did they start HB? 
• What impression % goes to HB? 
• What has been impact? 
• Which wrapper and bidders? 
• What is success? 

• Wrapper support 
• Ad formats 
• Viewability 
• Reporting 
• Closed beta expectations 

55 
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Addendum 

• Avoid recording losing bids 

• Delete winning bid after 90 days 

• 3rd party tracking such as DFP is ok 

56
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Next steps 

• Move forward with the 40 publishers that are – 
LIVE / INTEGRATING / SIGNED ADDENDUM 

• Continue conversations with other publishers that use Index or Prebid : 

– Have intro calls 

– Get addendums signed 

– In November ‐ intro to SA to start integration 

• Add the the beta pipeline clients that use other HB solutions 
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