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Opening Remarks 

Amit Shetty

VP, Programmatic Standards & Partnerships

IAB Tech Lab



Agenda – Day 1
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Time (EST) Topic Speaker(s)

9:00-9:05 am Opening Remarks Amit Shetty, VP, Programmatic Standards & Partnerships, IAB Tech Lab

9:05-9:15 am What Should I Know About my Sellers? The Need for 

Sell-side Transparency.
Stephen Chester, Director of Media, ISBA

9:15-9:25 am
Transparency for Brand Safety: How Knowing Every 

Supply Chain Partners Helps Brand Safe Advertising

Jake Dubbins, Managing Director (Media Bounty) & Co-Founder and Co-
Chair (CAN), Media Bounty & Conscious Advertising Network (CAN)
Harriet Kingaby, Co-chair, Conscious Advertising Network (CAN)

9:25-10:00 am The State of Sell-side Transparency - Are We Moving in 

the Right Direction? + Q&A

Thomas Mendrina, Senior Director, Publisher Central Europe, Xandr
Mazen Mroue, Head of Global Digital Factory, FrieslandCampina
Jules Kendrick, MD, UK & Europe, Trustworthy Accountability Group
Jana Gokalp, Vice President International, New Business & Partnerships, 
MediaMath
Amit Shetty, Vice President, Programmatic Products & Partnerships, IAB 
Tech Lab

10:00-10:15 am
IAB Tech Lab's Transparency Center: An Industry-owned 
Resource for the Metadata About the Digital Advertising 
Supply Chain Ecosystem.

Jill Wittkopp, Director of Product, IAB Tech Lab

10:15-10:20 am Closing Comments Oliver von Wersch, Founder & CEO (vonwerschpartner Digital Strategies) & 

Consultant (IAB Tech Lab), IAB Tech Lab
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Engage a global member community to develop

foundational technology and standards that enable 

growth and trust in the digital media ecosystem.

Member-driven, 
member-developed 

We live this – as a neutral, transparent, 
open-source, non-profit org

Broad availability
& utility, by design

Share the cost, 
share the benefits

Our Mission



You may already know our work



Why we need technical standards
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As with other essential 
technologies, Tech Lab 

standards are 
indispensable for the 

growth and health of the 
digital media ecosystem 

To help advance and grow the digital media ecosystem by:

Reducing product 
development efforts 

& costs

Improving 
interoperability & 

quality

Increasing speed to market

Fueling market innovation Mitigating risks



Across all platforms, devices & mediums 

• Transact programmatically in a transparent, frictionless marketplace 

• across all platforms, devices and mediums, at scale
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CONNECTED TV

MOBILE

VIDEO
AUDIO

DISPLAY
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IDENTITY, DATA & 
PRIVACY

BRAND SAFETY & AD

FRAUD

AD EXPERIENCES

& MEASUREMENT

PROGRAMMATIC

EFFECTIVENESS

We influence the most important issues facing digital media today

Consumer ID & audience 
data critical for ad 
relevance, measurement & 
attribution across all 
mediums

Tech Lab address regulatory 
and browser/OS technology 
changes, while promoting 
responsible data use

Brand safety & fighting ad 
fraud is integral for buyers 
and publishers to protect 
brand perception, deliver 
on campaigns and 
maximize spend and 
revenue

Tech Lab supports this 
through complementary 
taxonomies and 
specifications

Measurement enables 
buyers to assess ROI across 
ads and audiences, informing 
optimization and enabling 
attribution of credit to 
effective channels 

Tech Lab helps execute 
effective ad campaigns at 
scale, with consistency 
across digital media

Programmatic or automated 
real-time bidding is the 
dominant way of discovering, 
negotiating & buying digital 
media. 

Tech Lab’s continuous 
investments in efficiency and 
transparency help sustain 
growth.



Delivering Industry Value – Tech Lab 2021 Priorities
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Global Standards & Guidance for Local Markets

Standards + Software + Compliance =
Interoperability + Efficiency + Sustainability

CTV / Cross-Media
Growth & Health

Privacy & Addressability
Supply Chain

Transparency & Security
Measurement 
Infrastructure



CTV / Cross-Media
Growth & Health

Privacy & Addressability
Supply Chain

Transparency & Security
Measurement 
Infrastructure

Delivering Industry Value – Tech Lab 2021 Priorities
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Addressability Standards
+ 

Global Privacy Platform
+

Accountability Platform

ads.txt / sellers.json→ buyers.json (fraud)

ads.cert 2.0 (security)

Transparency Center

Content Taxonomy (brand safety)

Data Label

Addressability Standards

SKAdNetwork support

Open Measurement cross-media

Podcast Measurement

Other industry measurement initiatives

Full range of existing/enhanced
standards supporting:

Delivery, Interactivity, 
Brand Safety, Measurement, Privacy



Standards adoption rate reflects global relevance & value
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Open Measurement SDK – 80+ companies (~half non-US) certified & 250+ companies downloaded, including:

ads.txt – Adoption by 1000s of companies globally, including:

sellers.json – 220+ companies adopted globally in less than 6 months, including:



Global Board + Local IABs + Member Companies

* Local/regional IABs 
supporting Tech Lab

750+ companies
20+ working groups

2,500+ people*
** ** *

*
*

* **
* *

*

*
** **

*

*

*

*
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*
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*****
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Board
of

Directors



PROPRIETARY    INNOVATION

• Packaging & pricing
• Competition
• Product/Service 

development
• Operational Innovation

• Standardized protocols & 
specifications

• Software & tools

• Compliance programs

• Supporting education & 
events

Technical Standards
(supporting product 

development)

Market Development
(supporting sales/marketing)

• Education & certification

• Research

• Policy

• Guidelines & business 
standards

• Events & networking

How Tech Lab works with IAB globally
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Become a Tech Lab Member -- Get Involved!
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BUILD TRUST

Adopt standards that 
help increase your 
business’ trust & 

transparency

DRIVE ROI

Get early access to 
standards & code that will 

drive your business 

INFLUENCE THE INDUSTRY

Participate in our groups & be 
recognized for contributions

CONNECT WITH PEERS

Network with 750+ 
member companies

LEARN & BE INSPIRED

Gain special access to industry 
events, webinars, trainings

ACTIVATE WISELY

Sponsor highly-targeted industry 
events

ENJOY DISCOUNTS

Save, with preferred 
pricing on Tech Lab 
software & services

Tech Lab membership benefits



Transparency
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Why Transparency?

Transparency

Brand Safety

Malware

Optimization

(SPO/DPO)

Ad Fraud

Brand-safe, transparent, growth oriented programmatic ecosystem based on global standards, 

so that buyers, sellers, marketers and publishers can transact with confidence to deliver 

real value for consumers and advertisers alike

Sell side 
transparency

Buy side 
transparency

Sell side (to buy side)

• Primary goal/benefit: Fight fraud, 
Brand Safety

• Secondary: Supply Path Optimization 
(SPO)

Buy side (to sell side)

• Primary goal/benefit: Fight malware 
& bad quality ads, Brand Safety

• Other goals/benefits: reconciliation, 
Demand Path Optimization (DPO)



Tech Lab Sell-Side Transparency Standards
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sellers.json
Reveals seller identities based on publisher or seller 

IDs in: 
1) OpenRTB Publisher object

2) ads.txt files
3) OpenRTB SupplyChain object

SupplyChain Object
Lists all sellers by business domain & seller ID that

are paid for selling an OpenRTB impression

ads.txt / app-ads.txt
Lists authorized sellers (IDs) of a

publisher’s / app developer’s ad inventory

ads.cert
Validates that bid request contents are not 

manipulated as impressions pass among supply chain 
entities. (Cryptographically signs bid requests

using public & private keys.)

How it all works together:
• ads.txt/app-ads.txt identifies who is authorized to sell inventory (but not who they are).

• SupplyChain reveals all intermediaries involved with the payment flow…

• …and enables buyers to enforce ads.txt for all intermediaries.

• sellers.json provides business names of the otherwise opaque IDs.



Tech Lab Buy-Side Transparency Standards
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buyers.json

Map intermediaries' seat IDs to entities, allowing 
correlation and identification of bad or compromised 

actors across multiple demand sources

DemandChain Object

When complete, lists all parties between the payor 
(e.g. brand) and the publisher to trace demand back to 

source

Ad Product Taxonomy
Describes the product

or service in an ad

ads.cert (roadmap)
Validates that bid response and Demand Chain Object 
contents are not manipulated. (Cryptographically signs 

bid response
using public & private keys.)
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What Should I Know About my Sellers?

The Need for Sell-side Transparency.

Stephen Chester

Director of Media

ISBA



The Importance of 
Financial Transparency in 
the Programmatic Supply 
Chain

Steve Chester, Director of Media , ISBA

27th April 2021



Two key crucial questions?

Who’s in my 

supply 

chain?

How much 

do they 

cost?



Building on previous studies

SOURCES:WFA Compendium of Ad Fraud Knowledge for Media Investors 2016 & ANA/ACA/AD/FIN/Ebiquity Programmatic: Seeing Through the Financial Fog 2017



Who was involved?

Arla

British Airways

BT

GSK

HSBC

Lloyds Bank

Nestle

PepsiCo

RBS

Shell

Sainsburys

Tesco

Unilever

Vodafone

Disney

Mindshare
WPP

Wavemaker
WPP

Mediacom
WPP

Essence
WPP

Zenith Media
Publicis Group

OMD UK
Omnicom

PHD
Omnicom

Carat
Dentsu Aegis

Adform

Amazon

Amobee

DV360

TheTradeDesk

Ad Manager

Index Exchange

OpenX

PubMatic

Rubicon

DSP SSPAgencyAdvertiser

Autotrader

Bauer Media Group

Dennis

ESI

The Guardian

Haymarket

Immediate Media

Mail Metro Media

News UK

Rightmove

Telegraph

TI Media

Publisher



Summary overview

Matched impressions

31m

50+
Companies involved

290
Unique supply 

chains matched

2.2bn
Lines of data reviewed

267m
Total impressions observed

15 months study duration

Advertisers

15
Publishers

12
Agencies

8

Ad Spend

£100m



Challenges
Chicken and egg 

permissioning

There is a lack of clarity and 

understanding over how parties 

share data and who needs to 

permission 

what, with up to four separate 

parties requested to confirm their 

approval over one data set for one 

part of one supply chain.

Complex supply chain

The 15 advertisers had nearly 300 

distinct supply chains to reach 12 

publishers. This complexity 

contributes to a markedly opaque 

supply chain.

Access delays
Some supply chain intermediaries were not clear 

about what was required for permissions, leading 

to significant delays in data access.

Data formatting and fidelity

A lack of uniformity across the supply chain on 

whether data is stored on a log level or 

aggregated basis led to a number of problems in 

data matching. Inconsistencies across parties in 

data formatting (names, currency, device type 

etc) further increased these challenges.

Inflexible data retrieval

The data captured from a DSP for an impression 

is not equally captured on the sell side. 

Impression matching cannot easily be performed 

at campaign level due to missing information in 

datasets. 

Date formats Names for revenue Monetary formats

1581900137000 AdeCPM £0.01

1575587858110006  EstimatedBackfillRevenue $0.000123

2020-01-14-20:44:29 net_revenue $0.0000123024553556555

2019-11-11  trackerRevenue - £0.0000999228111

11.01.20 Seller_revenue_CPM $0.0219066

DSP SSP PublisherAgencyAdvertiser

PwC



Supply Chain Fees
Over 31 million impressions were matched from advertiser spend to publisher revenue. This ‘waterfall’ graph displays the 

study average for each cost element, giving equal weighting to each of the 290 observed supply chains. 

Publishers received an 

average 51% of advertiser 

spend, with 34% 

attributable to identifiable 

cost elements and 15% 

(the ‘unknown delta’) 

being unattributable.

*The ‘unknown delta’ represents the 

unattributable proportion of advertiser spend



Advertiser spend by publisher
PwC analysed all 31 million matched impressions to determine the average percentage of advertiser spend that reached 

publishers as revenue, split by advertiser*.

The average percentage of 

advertiser spend that reached 

publishers as revenue ranged 

from 38% to 68% when split 

by advertiser.

NB: The waterfall average of 

51% is weighted to represent 

all supply chains equally, 

whereas this chart reflects 

each advertiser’s actual 

results.

*One advertiser excluded due to low 

volume of AOP spend



DSP fees
PwC reviewed all DSP contracts (whether owned by agencies or advertisers) and compared these to the actual fees charged 

in the study data set.  (These variations are at an impression level; they might be corrected via reconciliations.)

DSP fees within the study 

data were 8% of advertiser 

spend, consistent with the 

average of the underlying 

contracts, but with individual 

variations. 

Fee rates applied varied by 

impression. (These variations 

might be corrected via 

reconciliations.)

*Columns 1-15 represent 15 instances 

of DSP usage where PwC were 

provided with access to the contracts, 

not the 15 participating advertisers



SSP fees
PwC reviewed all SSP contracts and compared these to the actual fees charged in the study data set. This analysis is based 

on SSP fees as a proportion of publisher revenues, reflecting how the fees are actually applied. The 34 instances below 

reflect the fact that most publishers use multiple SSPs.  (These variations are at an impression level; they might be corrected 

via reconciliations.)

SSP fees in the study data 

averaged ~14% of publisher 

revenues, compared to 

underlying contracts showing 

an average of ~12%.

The fee rates applied varied 

by impression, which did not 

align with the flat impression 

rates seen in some contracts.



Unattributable Fees (Unknown Delta)
In our sample of 31 million matched impressions, the winning bid in the DSP does not match the gross revenue recorded in 

the SSP. The gap between them is the ‘unknown delta’, meaning unattributable costs that arise somewhere between DSPs 

and SSPs. 
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S The unknown delta averaged 15% of 

advertiser spend, ranging from 0% to 85%, 

with the majority falling between 2% and 23%. 

Even in a ‘disclosed’ programmatic model, this 

study suggests around one-third of supply 

chain costs remain undisclosed. 

The unknown delta could reflect a combination 

of: limitations in data sets, necessitating 

occasional estimations; DSP or SSP fees that 

aren’t visible in the study data; post-auction bid 

shading; post-auction financing arrangements 

or other trading deals; foreign exchange 

translations; inventory reselling between tech 

vendors; or other unknown factors.



Supply Chain Governance
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S Within this study exclusion lists 

were applied consistently 

across all 15 advertisers. 

Thereafter, the most commonly 

used tools were post-bid 

monitoring and the use of 

ads.txt. The least common tools 

were pre-bid monitoring and 

post-bid blocking.



“• Being part of the ISBA/PwC study has allowed us to get into the detail of what goes 
on in the digital market, working with a group of like-minded tech and publishing 
partners. While digital display is an effective sales driver for us, the findings of the 
study are stark: there is a big hole in the value chain.

• We desperately need to see a common set of standards adopted and more 
openness in this market, so that every penny spent is accounted for. If this happens, 
we’ll invest more in the channel; if not, we will cut back and reshape our trading 
approaches.

32

Graeme Adams, General Manager, BT



1. Standardisation is urgently required across a range of contractual and 
technology areas, to facilitate data sharing and drive transparency; and 

2. All industry participants should collaborate to further investigate the 
unattributable costs (the unknown delta) and agree industry-wide actions 
to reduce them.

Critical conclusions



Taskforce Steering 

Group

Data & Product 

Working Group
Legal Ts & Cs 

Working Group

TA staff and representative 

member experts nominated 

via individual TA

TA staff and representative 

member experts/in-house 

legal & 3rd party law firm 

representatives

TA staff and 

representative 

member experts

ISBA member 

groups/wider 

members

AOP member 

groups/wider 

members

IPA member 

groups/wider 

members

IAB member 

groups/wider 

members

Cross-Industry Programmatic Taskforce



Where do we need to get to?

DATA 

STANDARDISATION

COMMON LEGAL

Ts & Cs

IDENTIFY & MITIGATE 

UNATTRIBUTABLE 

COSTS

END TO END FINANCIAL AUDITING AT SCALE, 100% OF COSTS IDENTIFIED
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Transparency for Brand Safety: How Knowing Every Supply Chain 

Partners Helps Brand Safe Advertising

Jake Dubbins
Managing Director (Media 
Bounty) & Co-Founder
and Co-Chair (CAN)

Media Bounty & Conscious 
Advertising Network (CAN)

Harriet Kingaby
Co-Chair

Conscious Advertising 
Network (CAN)



Why Conscious 
Advertising Matters in 
2021
April 2021



The Conscious Advertising Network is a 
voluntary coalition of over 100 
organisations set up to ensure that 
industry ethics catches up with the 
technology of modern advertising.

consciousadnetwork.com // @consciousadnet 





CAN Brings Together New & Existing Leadership Across
Multiple Different Areas to Help Brands

Shape a Single Combined Solution



Working Across Our 6 Manifesto Areas

ANTI-FRAUD

CHILDREN’S WELLBEING INFORMED CONSENT

MISINFORMATION HATE SPEECH

DIVERSITY & 
INCLUSION



For all brands to incorporate the 
principles of the manifestos into all 

agency briefs and RFPs.

To Change the Default

GOAL



The ethics must catch up with the 
technology of modern advertising



1. Why conscious advertising matters in 2021
2. Quick intro to the 6 CAN Manifestos
3. Questions to ask your business and your 

partners



Advertising Fuels the Internet

Source BP



In 2020, worldwide digital ad spending 
was estimated to be $332.84 billion.

eMarketer 2020



Advertising Funds Good Content



VASTLY More Complex



But With Great Power,
Comes Great Responsibility

Source Sony Pictures



Are you asking 
the right 
questions?



DISINFORMATION



A MORAL AND COMMERCIAL IMPERATIVE

At least $235 million in revenue is generated annually 
from ads running on extremist and disinformation 
websites, fueled in part by well-known companies 
across all sectors. 

The Global Disinformation Index



Are you funding 
Covid denial?



The Stakes



Advertising
Network



Advertising
Network



Advertising funding COVID 
Disinformation



Advertising
Network



Advertising
Network



Advertising
Network



Advertising
Network



Are you funding 
Climate Science 
denial?



Google













Facebook



Outright Denial



Alarmists are hurting our children

https://www.facebook.com/ads/library/?active_status=all&ad_type=all&country=GB&view_all_page_id=531522160687730


Fuelling culture wars

https://www.facebook.com/ads/library/?active_status=all&ad_type=all&country=GB&view_all_page_id=531522160687730


Are you funding 
attempted coups 
& white 
supremacy?









The Great Replacement White Pride
White Genocide White Separatism
Ethnopluralism Red Pill
Generation Identity Remigration
White Power Eurabia

Common White Supremacy Terms





Hate and Misinformation is an economic model. 
People are free to say what they like within the law.

They have no right to be paid.



Diversity & 
Inclusion



Are you blocking 
diverse media?







without funding
from advertisers,
minority voices
will disappear. 



Advertising 
Fraud



Are you 
funding 
organized 
crime?



Global ad fraud is estimated at $35 billion in 2020.

Cheq and University of Baltimore



‘On current trends Ad 
Fraud is second only to 
the drugs trade as a 
source of income for 
organised crime.’

WFA 2016



What questions 
are you asking?



‘Too many are still asking the question "How much can we 
get away with?" when they need to be asking "What are the 
consequences?
What are the consequences of prioritizing conspiracy 
theories and violent incitement simply because of the high 
rates of engagement?
What are the consequences of not just tolerating but 
rewarding content that undermines public trust in life-saving 
vaccinations?’

Tim Cook 2021



For all brands to incorporate the 
principles of the manifestos into all 

agency briefs and RFPs.

To Change the Default

GOAL



THE ASK

1. Put the CAN principles in the contracts, 
RFPs and briefs.

2. Train your brand side and agency side 
teams

3. Help us improve the ethics of the whole 
ecosystem for all



TESTIMONIAL 

“As a provider of technology it is our responsibility to 
ensure it is used as a positive force for good.  We joined 
CAN to work together as brands and partners to help 
tackle the challenges the industry face”.

Kristian Lorenzo
Digital Lead, Brand & Marcomms O2



“We believe passionately both in our responsibility as an 
advertiser to be conscious about what our media funds, but 
also the role we can all play in moving the entire industry 
forward.  As the world remains in a challenging healthcare 
situation it couldn’t be clearer how vital it is to fund accurate 
journalism and tackle disinformation.”

Jerry Daykin
EMEA Senior Media Director GSK

TESTIMONIAL 



Follow @consciousadnet
on Twitter or LinkedIn



THANKS FOR LISTENING

Drop us an email to fix an introductory call
hello@consciousadnetwork.org

Find out more about CAN at our website
http://www.consciousadnetwork.org/

http://www.consciousadnetwork.org/
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Jana Gökalp

VP International, New 
Business & Partnerships

MediaMath

Jules Kendrick

MD UK & Europe, 
Trustworthy 
Accountability Group

Trustworthy 
Accountability Group

Mazen Mroue

Head of Global Digital Factory

FrieslandCampina

Amit Shetty

VP, Programmatic Standards & 
Partnerships

IAB Tech Lab

Thomas Mendrina

Senior Director, Publisher Central 
Europe

Xandr

The State of Sell-side Transparency - Are We Moving in the
Right Direction?
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IAB Tech Lab's Transparency Center: An Industry-owned Resource for the 

Metadata About the Digital Advertising Supply Chain Ecosystem.

Jill Wittkopp

Director of Product

IAB Tech Lab



Transparency Center

Coming this summer, Tech Lab is launching the Transparency Center in 
an ongoing effort to increase transparency and trust in the programmatic 
ecosystem

• The Transparency Center will be the definitive industry-owned 

resource for metadata about the digital advertising ecosystem

• Valuable metadata can reduce operational costs, mitigate fraud and 

enable better outcomes for buyers and sellers.
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Everything in one place

100

• An industry owned 
resource for metadata 
about the digital 
advertising ecosystem.

• Participation in 
Compliance programs

• Adherence to critical 
Supply Chain standards

• Adtech Business
identification



Data Explorer
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Browsable data tables, free 
to Tech Lab members

API access available to 
purchase



Supply Chain Validation

102



Supply Chain Validation
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Supply Chain Validation
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Publisher Ads.txt published 
relationship

Advertising 
system

Notification/Er
ror code

Sellers.json 
domain

Sellers.json 
relationship type

Sellers.json 
publisher 
account ID

domain.com DIRECT system.com 12030, 12050 Company.com INTERMEDIARY 123456

12030 - This is the seller listed with the specified account ID. It does not exactly match the publisher 
domain. Confirm that you are listed as expected. This is often completely expected, but it’s important 
for the publisher to check that the right company is listed.

12050 - This seller has listed the relationship as an INTERMEDIARY, in most cases a DIRECT relationship 
would be paired with a PUBLISHER relationship in sellers.json. There are valid use cases for 
DIRECT/INTERMEDIARY pairings, but please review the specifications to ensure you have the right type. 



Supply Chain Validation
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Publisher Ads.txt published 
relationship

Advertising 
system

Notification/Erro
r code

Sellers.json domain Sellers.json 
relationship type

Sellers.json 
publisher account 
ID

pub.com DIRECT seller.com 12030, 12050, 
12060

company.com INTERMEDIARY 123456789

pub.com DIRECT seller2.com 12030, 12050 company.com INTERMEDIARY 123456789

12060 - This seller_id is used 2 times in this file. This is incompatible with the fact that you have listed 
the ID as representative of a DIRECT relationship.
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Closing Remarks 

Oliver von Wersch

Founder & CEO (vonwerschpartner Digital Strategies) & 
Consultant (IAB Tech Lab)

IAB Tech Lab

Sign up here for the IAB Tech Lab
European Communication Groups:

eu_communications@iabtechlab.com
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Upcoming Events

Addressability Solutions Roadshow
May 19th, 2:00 PM-4:30 PM EST/10:00 AM-1:30 PM EST

REGISTER NOW – iabtechlab.com/events
View additional upcoming events at iabtechlab.com/events
Sponsorship opportunities are available - email techlab@iabtechlab.com for more information.

IAB Tech Lab European Communication Group: 
- Focus on CTV (OM SDK, Content Taxonomy, & more)
May 12th, 3:00 PM-4:00 PM CET

REGISTER NOW – email eu_communications@iabtechlab.com
Panel opportunities available – email eu_communications@iabtechlab.com

http://www.iabtechlab.com/events
http://www.iabtechlab.com/events
mailto:techlab@iabtechlab.com
mailto:eu_communications@iabtechlab.com
mailto:eu_communications@iabtechlab.com



