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Ad Networks

Website A Website B Website C

• Multiple websites connected to a platform
• Exclusive or first-look inventory
• Best option for reaching the mid-tail and long-tail



• Ad networks had to fill most of the inventory, or else…
• Options: YM & Adsense
• Remnant = everything else
• Remnant monetization became the norm with the 

proliferation of ad exchanges

Remnant Inventory



• An unbiased marketplace that surfaces ad opportuni5es 
on an RTB basis to buyers through a DSP

• Example: real estate agent for a seller (sell-side) vs real 
estate agent for a buyer (buy-side)

• Controlled by the OpenRTB standard (IAB)
• Publisher impact: more mone5za5on / lower CPMs
• Adver5ser impact: access to more and cheaper inventory

Ad exchange/marketplace



The Value

StandardizationAudience DrivenUnbiasedScale



Programma'c adver'sing growth 



• Heavy emphasis on programmatic for DR
• Every click should lead to an action to prove ROI
• Driven by last-click models

• Fraud
• Brand safety
• Viewability

The challenges



… and poor user experience





It’s easy to setup a campaign



Retargeting







User Experience and Privacy > Advertising

Apple believes that people have a right to privacy – Safari was the 
first browser to block third-party cookies by default and Intelligent 
Tracking Preven?on is a more advanced method for protec?ng user 
privacy.



Apple Limits Facebook





Time to build better creative



Device Sensors











IP address

Carrier

Application ID

Search events

Navigation events

Device Id

Device settings

Device model

Language

Location

Data Signals



• Standardized access of structured data

APIs



DMPs



KMs Away
Dataset: Location



Data-App Aware
Dataset: 3rd party app data



App Aware
Dataset: 1st and 3rd

party



• Clear CTA
• CTA button should contrast background
• Brand name and logo
• Intuitive interaction features
• Keep the assets lightweight
• Target accordingly

Best Practices for Building Rich Media



• Standard rich media: 8.9% engagement rates with 5.5 
seconds time on unit

• Advanced rich media: 16.6% and 17 second time on unit
• 1.9x increase in engagement rates
• 3x increase in time on unit

Proven results



Time to look at the data



• IP, GPS or user-inputted
• Source: ad exchanges
• Data age is undefined
• Limited to user accessing the app
• Good scale and poor accuracy
• Output: lat/long, device id and timestamp
• Good for: neighborhood/city level targeting and 

analyzing geographical visitation

Bidstream



• Data is collected in the background
• Must be user-opted in
• Accurate to >30m
• Limited scale
• Output: lat/long, device id, dwell time and 

vertical/horizontal accuracy
• Good for: foot traffic measurement and granular 

targeting

SDK derived



• Data-starved
• Ability to index locations
• Sequential messaging (OOH -> Digital)



Path to Purchase



Study for a Children’s toy manufacturer

The study tracked users who visited children’s toy stores 
(Toys R Us, Build A Bear, Lego, etc.) and
children’s clothing stores (Gap Kids, Children’s Place, etc.)
over 180 day period.
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# of visits over 180 days 4M unique devices analyzed

977 points of interest

top points of interest

POI # of Stores Avg. # of Daily Visits

CHILDREN'S PLACE 100 145291

BABY GAP 52 88646

GAP KIDS 44 74316

GYMBOREE 36 68185

JUSTICE JUST FOR GIRLS 40 55848

CARTER'S OSHKOSH 

B'GOSH
118 47860

TOYS R US 65 35816

SOURIS MINI 17 33152

BUILD-A-BEAR 13 26936

LEGO STORE 10 19859

Visit overview
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Study for a national breakfast chain

The study tracked users who visited restaurants over 
a 30 day period and the goal was to understand if 
there were consumers outside of the 55+ category.



70k unique devices analyzed

visit heatmap
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POI INTEREST

CINEPLEX 90%

TIM HORTONS 85%

SUBWAY 85%

STARBUCKS 79%

CHURCH 74%

SCOTIABANK 66%

SOURCE 63%

RBC ROYAL BANK 63%

SHOPPERS DRUG MART 63%

TD CANADA TRUST BRANCH & ATM 62%

top geo-behaviours



• How is the data acquired?
• Raw vs aggregated
• Bid stream vs SDK derived

• What fraud detection is in place?
• Methodology for detecting users in buildings?
• Makeup of the apps providing data?
• Density of location data points per user/day?
• Test?

SDK derived data evaluation



Invest in the right talent


