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the case where it is useful, maybe I want to prioritize the
buyers that has the lowest rev share.

So, one way to solve it is, if you want it uniform, is
Google willing to match the lowest rev shares that we get from
our buyers?

RAHUL SRINIVASAN: So, let me--let me just unpack that.
Right? You're basically saying that, if you have, say, a
Rubicon bid of $1 and a Google bid of $1, because Google has a
different rev share than Rubicon, you actually want to be able
to give Rubicon a leg up in some sense. Right?

And I would just argue that, you know, everything in
the unified auction at least competes on a net basis. So, it's
all net-of-rev share. Right?

MALE AUDIENCE MEMBER: [Affirmative response. ]

RAHUL SRINIVASAN: So, in spite of the fact that there are
differential rev shares across different channels, all of them
are accounted for when we actually look at the final
competition. Right? So, we're operating in--because we operate
in the net bid world, there 1s no--never a situation where, you
know, you could have prioritized a certain buyer and actually
improve yilield, because that's already accounted for.

Does that—-—-does that make sense?
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FELIX ZENG: It does. But I think also, like, 1in terms of
our relationships. Right? Like, 1in order tc get a concession
on rev shares, maybe we have to get something up, and priority
1s one of those concessions. Right? So, maybe we are willing
to sacrifice vyield on a small bit of i1mpressions 1n order to get
concessions 1in other things.

So, I think there is--taking that control from us 1s
actually something that's very hard to give up. And I think you
get the consensus here—----

RAHUL SRINIVASAN: Right.

FELIX ZENG: ----that nobody wants to give up pricing by
buyers. "Buyers," defined as SSPs, like AppNexus.

RAHUL SRINIVASAN: Right. So, again, I would just sort of-
-the way I would react to that is to actually say that, the way
you were giving priority in the current world 1s actually a very
hacky mechanism of giving priority. And you will continue
having some hacky ways of giving priority, 1f you so choose.
Right? Things like what Fabrizio mentioned, where you can
inflate the value CPMs, 1f you so choose. Or you can also book
certain campaigns as standard or sponsorship, if you so choose.
Right? Where you have a guaranteed number of 1mpressions that
go to a specific source of demand. It's just that we would not

recommend 1t because it could significantly compromise your
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yield, but you still have certain hacky ways of doing 1it, if
you--if it's absolutely necessary from a business perspective.

And if you do do that, I would just caution you to
also look at the opportunity costs of some of these decisions,
because 1t could result, like I said, 1n situations where you
have a very suboptimal yield set up.

JANA MERON: It semes to me that this was all built for
header bidding [inaudible 1:09:10]. Yeah. [Laughter.
Clapping.]

RAHUL SRINIVASAN: So, could you--could you say more,
please?

JANA MERON: So, we all have--right? I mean, everybody has
a header bidder. And we are all working with you, clearly. And
we are all--and we are all potentially using Exchange Bidding.

Not everybody is inside of Exchange Bidding. Not
everybody's playing nice together. Right? It's a super-
complicated world.

And you built this and say, "Oh, we're going to be a
unified auction for us, but not for the rest of the way that we
all do business."

RAHUL SRINIVASAN: ©So, again, my reaction to that would be
that, you know, this i1s not something that necessarily only

disadvantages header bidding. Right? It's not that we're
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giving AdX or EB a leg up compared to ex--compared to header
bidding in this context. We are also----

JANA MERON: [inaudible 1:09:59] Right? Like, forget about
being [i1naudible 1:10:03] and all that. But not being able to
say—--to create a rule that says, "This person cannot submit a
bid under this level." Or, if we are--you know, whatever the
priorities may be for each one of our businesses, then yeah, it
hand-ties us.

RAHUL SRINIVASAN: ©So, agaln, the point that I was tryling
to make 1s we have this notion of AdX last locok, for example.
Right? Where AdX had the opportunity to look into the header
bidding line-item price and submit a bid that was, you know--you
know, had informed how their bidding should be. And this was
available to both AdX and Exchange Bidding.

So, we're removing that ability. I think the focus
here 1s on being able to have consistent rules across all of the
channels, like I mentioned, because that's the right way to move
to a more sustainable ecosystem. This 1s not about taking away
control or actually getting rid of header bidding, because I
don't think I personally--

I'm the Exchange Bidding product manager as well. I
don't think header bidding 1s going away. I think we 1nitially

thought that that was our vision, for example, that we would
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build a better product that all publishers that opt and use.

But we recognize the fact that header bidding is not going away,
and we have accepted that, which is why we're building tools
that help you manage sources of demand across all different
channels 1n a way that you actually want to.

And this is not about--this 1is not about deprecating
header bidding. This is more about just having consistent rules
across the board for a more sustalnable ecosystem.

FEMALE AUDIENCE MEMBER: So, 1f we create Google's
[inaudible 1:11:25] buyers in our headers.

RAHUL SRINIVASAN: So, you can still--again, if you so
choose, you can continue doing that. Right? We have no control
over the header bidding auction. You--all we're saying 1s that,
when it competes finally on a net basis within the unified
auction, we would have consistent rules, right, across the
board. This doesn't take away your ability to, if you want to
make different setups within your header bidding partners, you
can still continue dolng so, because we have no control over
that.

JANA MERON: But DFP does, because I can't set a rule by a
buyer.

RAHUL SRINIVASAN: No. But i1f--for example, 1f you have

Index trafficking through header bidding and you want to have
58
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RAHUL SRINIVASAN: But AdWords has some demand availlable
through other exchanges.

FEMALE AUDIENCE MEMBER: SO————

RAHUL SRINIVASAN: 1It's just—--i1it doesn't have all of the
demand. Right? AdWords just finds 1t more--more ROI-positive
to actually buy most c¢f their inventory through AdX.

But that said, I think that is also something we can
explore if, you know, there is a lot of reason for it.

STEPHANIE LAYSER: Okay. Yeah. I mean, I think there 1s a
lot of reason for it. I mean, 90 percent of all publishers are
on DFP, and it sort of feels 1like, at this point in time, you
can make determinations and changes to your product as you want
so that Google 1s 1n control of i1t. And so, 1f we wanted to
switch, it doesn't really feel like we would be able to access
the whole AdX pool of demand the way we want to in any of your
other competitors.

RAHUL SRINIVASAN: That's—--that's falir feedback, and we can
get back to you on that.

MALE AUDIENCE MEMBER: You sald AdX tags still exist, no
[inaudible 1:19:11].

RAHUL SRINIVASAN: Tags for?

MALE AUDIENCE MEMBER: AdX. AdX type.
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SCOTT MULQUEEN: Going back to pricing decisions 1n the ad
server scenarios, could you talk a little bit about what happens
when AdX has $5 and Exchange Bidding partner has $5 as a net
bid, and also a header bidding partner has $5? Because in that
scenario, to Felix's point from 20 minutes ago, having control
over the gross value of those bids, knowing that there's a
different rev share against each one of those partners would be
very valuable to us, because it would definitely, immediately
impact the advertiser return on ad spend through each of those
channels. And we would certainly want control in order to serve
as kind of the final outcome, with the advertisers are looking

for.
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