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• The challe ge of is st
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What oes the future (potentially) look li e?

I cremen /supply graph based financ fore st
how m nc supply is meanigf I 

th /y in i pressionsby page t pe (basedon LRP for

• nsertir  
• ighlight

F ec st  gr w eca , excluding goog le deal);
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Theseforecasts wouldresult split by pace types of: 

     ....  I 
  
'   - ■ 

1111 I - I   
Ir addition it's worth understandin J the % of supply contr buted from AN now and into the future. It would be concerning 1f AN didn't outpace the growth of FB O&O properties going forward as it would imply that the
overall impact 01 I the ecosystem is declining

we grow faster thannon-AN placements,our total contribut ingimpressionvolume isn't that

edo Googledeal. 

.. 

uilding enough scaletc be meaningful in the FOecosystem tal<:E-S years
nt leverageover google because of header bidding, which likelydecrease over time as Google

now. supply incrementality will continue to increase openswill continue to increase this is imp

p1 ovidetoday? 

"With the current LPR eventhough meaningful.  

This 1s where wethink we'll be if w

insert same diagrams as above .

why scale now? 

• take time: scaling takes time b
• oppotun istic we have significa shifts the market to its own bidding solutions
• we care about advertise value ortant now

Hovv much scale do we

Insert imps vs requests graphs.... 

How can AN get to xB imps/day? 

Supply-accuisition is highlydependent on the ad techthat a publ isher uses. All publishers use ad tech
n ad tech (Twitter, Rovio,Snap)or use 3r

(ad server/mediation platform/supply-sideplatform) to facilitate transactions between demand sources (like AN) and 
their available ad impressions. Publishers either build their ow d party vendors likeGoogle DFP, Google AdMob and MoPub

Al a high-level, we have 3 options lo acquire supply 
with ad tech 
e anticipate we will r not be able to reach x8 imps with this strategy.In fact, we anticipatewe wil cap out. Thead tech indussry
other in particular, sophisticated de mand sources t love to biddi oJ wiII  t her reduceour ability to win.

e processof negotiationswith Google MoPub and all major ad server,mediation vendors. We recommen d partnering and h
lmeansharing cl small %of our marginbut with the benefit of getting the same level of access as thead tech companies ow
ets in the DFP/ AdMobecosystem

ing supply today? 

tion platform/supply-sideplatform) to facilitatetransactions betweendemandsources (likeAN) andtheir available ad impre
dors like Google DFP. Google AdMob and MoPub.

ors

• Work with publisher, don't partner 
De facto strategy. Hugechallenge. W is in the middle of a shift from waterfall to un fied
biddi ng. Being left inI the water fall as 

• Partner with ad tech 
Recommended strategy.We arein th avinga seat at the table to shapehow the un1fr£-d 

bidding shift happens, For us, this wil ndemand source(in a Google world, this means we 
will get the same tr eatment as GDN g

 Build ad tech

What is AN's strategy for scal

All publishers use ad tech (ad server/media ssions. Publishers either build their ownad tech 
(Twitter,Rovio, Snap) or USE 3rd party ven

• Meet the publisher where they are 
• Work directly with the publisher
• Don't work directly with 3rd party vend

1. Waterfall with priceoptimizations
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saction is facilitated by a3rd party ad tech vendor. The business model of these 
their own demand via Adx with preferential treatment Currently,we don't have a

sk to AN accomplishing its strategic goal of providin

rongmoatby focusing 0n high levelsof customization
rld to a parallel bb idding auction world. It developedin
ue without having to to bid through Adx

2. Bidding a , ue value 

3. Pay for access: guaranteedprice or revenue deals

Challengeof reaching scale with this strategy 

Whenever AN wins an impression111 our publisher ecosystem,the tran vendors has been to provide advantages to their own sources of 
demand, the mostobvious being Google or P and AdMob providing  strategyto buiId our ownad te(:h andcompete havingbeenburnt
twice trying. 

"Asidefrom Advertiser Value we view this as the most material long-term ri g, Facebook Inc with meaningful supply liquidity ."

What are the trends? 

Where we are today 
• Google dominates the market. 
• FreeWheel (Comcast} has a strong position n 1.· deo, having created a st per publisher.
• Header bidding has been drivingthetrendfrom a sequential waterfall wo  web ard is beginning to exist in app, ,t 1s a hack on top of Google ad tech, which 

enables competing 3rd party demand sources like ANto bid their true val

* revenue reflectsindirect,and excludes direct deal revenue 

our pov on the ad Lech market:

• Google's market share will continue to grow across app, video web regardless of whether we partner They are the only company still investingheavily 1n both
arket: 

ing moved) as •t·w lookto do direct.
fficult in app 

Google's answer to header bidding)will make l increasingly difficult t to win via hacking DFP with 
y ops/tech burden.

e support themwith a part nership.

OFP competitor.
ay to a full blown DFP competitor is risky.

inant position across all formats. AIU ough pubblisers want all alter native no oth er opportu niti

long term investments 11 mediation and ad server tech.For example,FirebaseAnalytics, Google 3

80% in web 50% in n-stream video. 

technology and services, They have :lle 
most compelling feature rich products forevery segment of them

" AdMob market share growingfast, especially ir APAC
• Largeapp developers moving to DFP (egCheetahexperimenting

• Header Bidding hacks will plateau in web and be even more -di
 HEdoesn't work at .;II In AdMob. 
 Google'snew product, ExchangeBidding Dynamis Allocation header bidding,

Beyond top tech savvy p ubs, 1t is difficult to scale due to heav
• No legit competitor to Google 1s emerging 

 MoPub is losing market shareand likely to accelerate unless w
 FB unlikely to commit to a long-term strategyto own or fund

Betting on Amazonmaking the shirft froma header bidding pl

Withoul an alternative market force, Google will increase their dom es are e • ergin g to r eplac ot! DFP/AdMob black box
mediation monopoly. Google are the only company making credible 60 suite, C rashanalytics,EBDA etc.

Bv 2020. we estimate that Googlewill facilitate68% of revenue 1n app.
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• ,J 
    

  
...   

 I 

  

  

r without the deal (high-level assumptions used)

l will havesignific.. ant 1n pact on the scale of ANby 2020 ( + 85% gross 1 evenue by 2020). Thetwoprima
tion via google mediation Ir, particular the deal will enable access to the desktop web market current

USD perannum. I mpressionsis average / day anticipated each year, in millions.

with 20% haircut for poor quality inventory
- Audience network market penetration accelerates via the deal (in particular for web, where we would
2019and 2020
er publisherswitching over from waterfall standard integration to bidding

al?
ook will pay Google10%of any dollar spent, up to $500m;at $500m Facebookwill pay Google 5% 0f a
on an annual run rate of $1bn in spend, the fee will revert to a flat 5% of all monies spent

fully themajority of AN revenue would be run through Google mediation by 2020, and the average p
mpensate and then return to 25% over ti me (or higher were possible)



Henry ErskineCr umedited al 2017-12-26T11:53:01:970Z

• 

Hi=nl)' Erskine Crum editedat 2017- 12-201T13:17:59.301Z

• LPP looks very aggressive for our current supply-acqusition strategy 

owski, John Wren FrancescaPignataro, Henry E rskine Crum

etwork st rategyIn order for AN to be successful we need to be d-:1 ver Advertiser Value AND Scale This doc

options

partner with G::,.J gle?

AN 1s to provide I iq uidity and be an outlet for demand during unexpected negativetrends in supply or supply
we re supply contrained

oday
h ad tech
specifically partner with Google

Henry Erskine Crum editedat 2017-12 18T19:18:12.563Z

• Aud ience Network Strategy: Scalecopy
• C ore contributors: Louise Watson, SwarnaKahodkar, David Jakub

• This d ocument is the sec andof a two part series on Audience N addressesScale and the firstdoc 
addressesAdvertiserValue. 

• Introduction
• Goal of documents

• al11nme1t 
• Align on how muchscaleAN needs to besuccessful
• Al T-wide understanding of our two available supply-acqu ition
• Alignon whichI str ategy to pur sue

• Key Decision
• Do we move toward with our adtechpartner ship strategy and

• W hat's I I ti is document?
• As mentioned ,r the last doc, one of the three reasons for doing growth. This document outlines
• ThescaIf'- that AN needsto reach to be an effective out et, when
• How mu:h supply AN generatestoday 
• What our existing supply acquisition strategy is
• The chal enge of tthisstrategy and where the ad tech market Ii t
• Our two supply-acquistion options: build ad tech, or partnerwit
• Our recommendation: pursue a partnership strategyand,more

• What ismean ngful scale?
• The question has been raised of how big does A N need to be 1n orderto meaningfully impactsupply liquidityof the Facebook ecosystem :?The reality is that the 1 impact is p roportionate to the amou nt and

qu ality of supply it can add AND how supplyconstrained Fb nc is. Thereisn't a magical number However,there are some principles that we can use to n!=>lp us understandthe trade offs of decisions on 
scaling supply:

• Scenario 7: When Fb inc is short-term budget constrained (around the point when Incrementalityof Supply <70%) 

-
■ I 

• 
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