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Above The Fold Report - Sept 22, 2025

Please note that this information is confidential and intended for the internal use of our partners
only.

-

Community Feed

James Strang Prebid post-hack analysis: Here is the Link

USA Today Enters Its Gen Al Era With a Chatbot

IAB Tech Lab is launching the Al and LL Content Monetization Protocols (CoMP)
working group. Sign up. More info.

e Catherine Beattie on forecasting for success as Director of Programmatic at
WeatherBug: "Women belong in every space and elevate the value in every space. | see
women excel in operational roles time and again. If there is a barrier to entry, those of us
in our roles now (men and women) should address it by actively seeking out and lifting
women of potential into these digital roles."

e Alan Chapell's article that relates to another proposed settlement related to Google
called RTB Control: WTH, there's ANOTHER iceberg for digital media?

e "authenticity" <- that's the word getting called out in our industry as bullshit in this
conversation with Aditude’s Jared Siegel.. LinkedIn post

-

Events

e Users Expectations & Ad Experiences Webinar | September 23, 11:00 am ET | Virtual
Reqister here!
September 29th: Nativo and Assertive Yield are co-hosting a publisher happy hour
Unplugged Collective Advertising Week Plans
Prebid Summit: NYC 2025 | October 14 | Quorum by Convene at 1221 Avenue of the
Americas, NYC Register Here!

e DanAds Summit 25 | October 15, 9:00-6:00 ET | Midtown Loft & Terrace, 267 5th Ave,
New York, NY 10016 Request Your Ticket!

e Optable Connect ‘25 | October 16, 12:00 pm ET | People Inc, 225 Liberty St, 4th FI. New
York, New York 10281 Request to Attend!
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https://www.linkedin.com/events/7372010360666521600/
https://www.wired.com/story/usa-today-enters-its-gen-ai-era-with-a-chatbot/
https://forms.gle/Ja72gqwQt6rQbV7v5
https://iabtechlab.com/announcing-content-monetization-protocols-comp-for-ai-working-group/
https://www.businessofapps.com/insights/catherine-beattie-on-forecasting-for-success-as-director-of-programmatic-at-weatherbug/
https://www.businessofapps.com/insights/catherine-beattie-on-forecasting-for-success-as-director-of-programmatic-at-weatherbug/
https://monopoly-report.com/p/wth-there-s-another-iceberg-for-digital-media
https://beelercommunity.slack.com/team/U063CTA2J8L
https://www.linkedin.com/posts/aditude-inc_adtechunwrapped-marketing-medal-activity-7374872924010446848-U-Ek?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAADlb8B__grGkq5tN69_cuEuarbAJZrkvE
https://hub.beeler.tech/e3t/Ctc/ZU+113/d11vPd04/VVDGc14Jg13BW4NV4Hl3MFXJDW8BHpjy5Cv1y-N2sc1y-3qgz0W95jsWP6lZ3nPW70w4zR3-v8FyW4tkZtK2ZG6n8VrpDtz1tfhYdW1hS4Wn78Fxb1W2d7J5139kx7-W874w_08P-YYlVQ7J5S2xlP_YW2jRlRV3LVZh8W75wZwT1_GXgVW5nSlfN99ll8mW4KtKR72nCb2WW2JpdQV8GnPpWN8pfft1FB5GDW6nmmbl1DxYQnVnnMCV8L5LfwW15Ldh63TvqChW5jDTXb1ybGBnN20_sV8lv1xtW5JsClk8dC0B1W7vtYNc65JksSN1cqSBwXsXb6W8JrVSH7QNnkrW7kTdKN2Ryvz9N6lQ5534TCh5W6cW2PD1mG2hGW8ldg_J32zfg2W2hvGWq1vPS5ZW8fHfCR6dk4CyW1FyBTP38NsyXVDKRD82QJv6Pf1nFZhv04
https://events.nativo.com/aynativohappyhour
https://www.unpluggedcollective.com/unpluggedevents/unplugged-state-of-mind
https://hub.beeler.tech/e3t/Ctc/ZU+113/d11vPd04/VVDGc14Jg13BW4NV4Hl3MFXJDW8BHpjy5Cv1y-N2sc1y43lYM-W7lCdLW6lZ3n2N91RMtyF7lj-W5XFK1d4HhMyrW7D53bs54P-6TW6h87lM8lx6xNVCzc2q69_2Y2W5tzTCh28JdFPW8rJYBm2kMSjfW8wdNdk6pg_Q0VK8mv-2kZ5jVW7FgmVc8v-p7tVg8w7m1Wt875W2nBRq11kcgJvW60HLWK1S2K8TVS5YgQ1VyFTTW5DPBht60RrhkW5FX1Hv4lML0ZW2qC8nD5kn3NDW6TRJqD3cKSTPW1mc8hy7yxrF-W7j-R6m1WC2-LN37hVTJfxctYW94BT887rtRNGW6fNFxx8cGLmsN778lhJKh438f7pS4WM04
https://hub.beeler.tech/e3t/Ctc/ZU+113/d11vPd04/VVDGc14Jg13BW4NV4Hl3MFXJDW8BHpjy5Cv1y-N2sc1xP3lYM-W6N1vHY6lZ3p8W4bSRBT4G3FbFW2x-d-t5YtGl_N2V_10RrP6BNN1Gg1_hxLd2MW5N3WL58gZ2mZV6_B6527ZmrTW994pD48L49n9W4TzSNy4kXsSjW7kslQ17r-z_fW8_2dkQ7B6q36VQqg0P6hgZqNW4tqvsr3Pp1bkW2q2FN81qHfShW5yQqGr24DWPxN4LlyZNH3qpfW3j7B336lhXVLW6LWMYs4sFpz6W7MWYrB96wHcYW3yKT7Z40hqJBW85DL1K1W_HbVVvZgN12w0st9W2N4Nd733ThVmf7dfQk604
https://hub.beeler.tech/e3t/Ctc/ZU+113/d11vPd04/VVDGc14Jg13BW4NV4Hl3MFXJDW8BHpjy5Cv1y-N2sc1xP3lYM-W6N1vHY6lZ3kNW14xQfP6x1QtfN1x7k9BhQGqtW67wBjG562fG3W23wBq582Pv9yW1szK6_4XJr05W6cQzdT6WchFRW5LGTKB4Ryy28V7t4Sp7bNX--W3YqcNG1T7wwXW3DCqG71GfwxtW4L1Gc-4YFj_pW9j-h6L43f6c4VH9clr4KqzFkW8mZPpx4TBLDVW6tJlGJ6bFS5FW580pbQ55ZCTnW3v80k892-p0FW2tmh1v3KVXSyW3TYYDS23Zls_V6fXjR29Yhm_W6llRjg7bnYy7VY7V0443k8yrf4nZqwT04
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Brand Safety Institute Happy Hour | October 8 | In person

Join the Brand Safety Institute, Compliant, and Scott Cunningham for a discussion of buy-side
quality signals, followed by a happy hour with our partners at the Trustworthy Accountability
Group (TAG). The BSI Publisher Quality Utility, launched a year ago, aims to provide publishers
with access to the data that the buy side of the industry uses to evaluate their inventory. The first
part of this session will cover the data already available in the Utility, how publishers are utilizing
it as part of their continuous improvement processes, and provide a preview of the new data
that will be available in the upcoming version 3.0. In the second part of the session, Compliant,
which partners with BSI's Publisher Quality utility to provide publishers with free access to their
Data Integrity Index (DIl) scores, which advertisers use to better curate their programmatic
media buying. Compliant will explain the what, why, and how publishers can utilize the DIl to
enhance transparency, mitigate risk, and increase yield. The session will be on Wednesday,
October 8th, at the 4As headquarters. Those interested should RSVP to Neal Thurman
(neal@brandsafetyinstitute.com). Space will be limited, so the sooner we hear from you, the
better.

-

Al Just Wouldn’t Understand: Human-Crafted Quick
Summaries of this Week’s Discussions

(In other words, we manually compiled this list.)

e Mike Racic made a new announcement this week reaffirming their commitment to the
changes they have made to TIDs: “If this change is negatively impacting monetization,
the real question is why, given its limited scope, its legal grounding, and the IAB’s stated
intent. Furthermore, how can we as an industry be satisfied with a framework that has
serious data leakage issues as a standard for trust and transparency?”

e Paul Bannister made a proposal of his own. Article. LinkedIn. Beeler.Tech community
questions:

o If a DSP can decrypt all eTIDs, regardless of which bidder received the request,
does that allow them to “bid shade” or gain unfair insights?

o Could DSPs stitch together signals across auctions to build user graphs, even if
decryption is key-controlled?
How does rotating keys impact security if the DSPs still get all the new keys?
Can most publishers realistically participate in this program? Do they have the
resources?

e Google-related news is happening quickly, but the big question is: how much can we do
until the ground beneath our feet settles? Some believe this will take years to resolve,
making it difficult to change course. Google_posted this on their blog this week. The
response: “Is this not better for us than divestiture?”

e Publishers are still frustrated in their efforts to get TAM restored.
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https://www.linkedin.com/pulse/tids-proposal-paul-bannister-nokce/?trackingId=3OrT5YErS3eTp%2BsGdHOwqQ%3D%3D
https://www.linkedin.com/posts/pauljbannister_weve-had-several-discussions-about-a-way-activity-7374456655381680128-Kh1I/?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAA47xMBmmg5mEwqCob5jSu9IbK-m7lLqAU
https://blog.google/outreach-initiatives/public-policy/doj-ad-tech-case-sept-2025/
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e Did you know that you can obtain Google DTF files for free in EU/EEA countries? Link &
Link

e Index Exchange provides log files, but the consensus is that log files from other SSPs
are overpriced and don’t pay for themselves. However, think what that data could tell a
publisher...

e Publishers are feeling the impact of the TTD Kokai changes, seeing less spend coming
through PMPs.

e Further conversation about Header Bidding Trafficking in GAM is that some have found it
buggy, and it’s too much of a black box.
Trade Desk Deal Desk is getting positive feedback based on Ul walkthroughs.
Passing Schain: further test results show that it was actually detrimental. Possible
configuration issues, but to date, we haven’t heard any positive feedback on using it.

-

Poll: Ad Manager Update: New Opportunities Available
Alerts. Do You?

e 64% Ignore them. They never win.
e 28% Evaluate each one. Mixed Results, though.
e 8% | can't wait for the next one to come through

-

Server-Side Ad Servers

This looks to be an area of exploration for the community. We’ve come up with an initial list:
Kevel, Koddi, Topsort, AdButler, Equativ. These solutions make sense for commerce networks,
but they may also be applicable to native ads. API-driven gives it speed — something publishers
need to continue improving — and they conduct their own “auctions.” Someone suggested that
this could be part of an ad block recovery solution. However, the cost of the platforms, the work
involved to maintain them, and the lack of built-in demand are significant challenges.

-]

NAI Announcement: What’s the Full Story?

Is this an important change? "As of September 15, 2025, the Network Advertising Initiative (NAI)
has ceased operations for its opt-out tool for cookie-based and probabilistic interest-based
advertising (IBA). If your company offers links to NAI’s tool in your privacy policy or other
content, you can immediately transition those links to the Digital Advertising Alliance’s (DAA)
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https://support.google.com/admanager/answer/14260907#zippy=%2Cstep-request-regional-data-access%2Cs[%E2%80%A6]access-files-and-fields%2Cstep-access-the-data
https://support.google.com/admanager/answer/13651366
https://support.google.com/admanager/answer/13651366
https://www.indexexchange.com/en-gb/2019/09/03/client-audit-logs-general-availability/
https://support.google.com/admanager/answer/12273163?hl=en
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choice tools, which will remain fully operational at the URLs**DAA has always used, further
described below. This will allow you to continue to offer direct access to industry-wide choices
that both consumers and policymakers have come to expect. If your company was integrated in
the NAI choice tool, then please contact DAA to learn more about how or whether this change
affects your organization." Full article here.

-]

Consent or Pay?

(Someone from the US asked about consent or pay, and this was posted this week.):

Very broadly, from a UK/ICO perspective, which is a pretty good proxy for most other markets,
when considering Consent or Pay, there are 4 key factors you have to carefully consider and
show clear evidence of having done so via a DPIA:

e Power imbalance — Do users really have a free choice, or are they being pushed into
consent because | hold too much leverage?

e Equivalence — Are both options (consent vs pay) fair, viable, and presented in a
balanced way?

e Fee level -~ Am | charging what a customer would reasonably expect to pay for this
specific service, without using price as a way to coerce consent?

e Privacy by design — Am | embedding privacy protections into both routes (consent and
pay) from the start, not as an afterthought?

-

Push Notifications

Regarding the question, “Is anyone using push notifications with any success?” a few have
weighed in. Someone pointed out that they personally ignore them (unless it's app-based),
saying they feel like spam. However, a few people pointed out that they can drive traffic. “LTV
measurement that we’ve done for push users is off the charts. Some people certainly do sign up
for them, and they’re typically absurdly valuable users.”

-

Questions In Search of Answers/More Discussion

e Has anybody had any success with explicit opt-in emails?
e Seeking feedback on Pubmatic's new Al gizmo "Pubmatic for Publishers"
e Anyone just getting beat up in PMP this month, with the TTD's Kokai flip?
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https://digitaladvertisingalliance.org/press-release/industry-alert-changes-industry-choice-tools-and-steps-you-need-take
https://www.mediapost.com/publications/article/409150/fleeing-the-walled-garden-how-ai-can-help-publish.html
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Does anyone work with tap native or something similar? Have you tested their
contextual (outbrain type) ads or their responsive ones, or both?

I'm wondering if there are any good tools for forecasting, ad health monitoring, insights,
etc. that have solid experience working with Criteo.

Does anyone have yoy display/digital spend by advertiser vertical for the UK? For
context, | want to see if spending in the automotive industry has increased with the influx
of Chinese car launches and/or the push towards electric vehicles.
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