the decade of delusion



“the first rule is that you should not fool yourself,
and you are the easiest person to fool

Richard Feynman
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Ehe New Hork Cimes

The Advertising Industry Has a
Problem: People Hate Ads




THE WALL STREET JOURNAL

CMO TODAY

The Regulatory Issues Madison Avenue May Face

The advertising industry is bracing for new proposals on consumer privacy




MarketingWeek

Digital is the least trusted

media channel among
consumers, says hew
survey




Q. In general, which type of ads do you most dislike? Please order the
following ad types from most disliked (1) to least disliked (13).




FAST@O@MPANY

02-26-19

You’re being used to steal $50

billion In digital advertising

A new report says digital ad fraud is bigger-and more sophisticated-than the industry is
prepared to deal with.




DIGITAL
INFORMATION ADVERTISE
B WORLD

7 In 10 Of Consumers Don't Want Companies Tracking
Them



Che New Hork Times

STATE OF THE ART

Tackling the Internet's Central Villain:
The Advertising Business




Veracity Index 2021 - all professions

“Now I will read you a list of different types of people. For each would you tell me if you generally trust them to tell the truth, or not?”

Nurses
Librarians
Doctors
Teachers
Museum curators
Engineers
Scientists
Judges
Professors
Care home workers
Home delivery drivers
The Police I 30/
The ordinary man/woman in the street I 60%
Lawyers I 59 %,
Clergy/priests I 58 %
Civil Servants I 57 %
Television news readers GGG 52%
Polisters I 49%
Charity chief executives HIIINIINENEGEGEGEGEGEGEGEEEEEEEEEEEEEEEEEEEE———_ 49%
Trade union officials | R /| /] "/,
Local councillors NN 44%
Bankers I 43%
Landlords of private residential properties NG 38%
Professional footballers GGG 35%
Estate agents NN 32%
Business leaders I 31%
Journalists SRR ) (/)
Government Ministers  IEEEEG— 10, % trust to tell the truth

Politicians generally NG 19%
Advertising executives NG 16% —
Base: 1,007 and 1,009 British adults aged 18+, interviewed by telephone 29 Oct — 4 Nov and 5 — 10 November 2021 |pSOS MORl &

© Ipsos | Veracity Index 2021 | November 2021 | Version 1 | Public




corrupt
wasteful & secretive
dangerous



corrupt



vahoo/

Juniper Research: Digital Advertising Spend Lost to Fraud to
Reach $68 Billion Globally in 2022




“by 2025 ad fraud may become the world's second largest
source of criminal income, after drug trafficking”
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world federation of advertisers “wea



Dr. Roberto Cavazos



“I have studied the economic
costs of fraud In many sectors
for decades and | was left
stunned by the scale of fraud In
online advertising

Dr. Roberto Cavazos



“the scale of fraud we found IS
jaw-dropping. the industry

| - .‘ ?‘:' .
(= continues to waste money on
\ ,. what Is essentially organized
S ) . 1
DN crime.
Anthony Hitchings
Digital Advertising Director

The Financial Times



TRAFFIC DISTRIBUTION: BOTS VS.
HUMANS (JANUARY - JUNE 2021)

B 36% Human

B 39% Bad bot
B 25% Good bot

SOURCE: 11 Barracuda

there Is more traffic on the web from malicious hots
than there Is from human beings



aw BUSINESS.

Facebook has shut down 5.4 billion fake

accounts this year



BARRON'S

FROM AFP NEWS

Online Pop-up Consent System Is Illegal: EU
Regulators

By AFP - Agence France Presse February 2, 2022




wasteful & secretive
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Advertiser Agency DSP Technology Unknown SSP Technology  Publisher
spend fee fee fee delta® fee fee revenue
(demand (supply
side) side)

497 of money siphoned off by adtech ecosystem



1S B A

Advertiser Agency DSP Technology Unknown SSP Technology  Publisher
spend fee fee fee delta® fee fee revenue
(demand (supply
side) side)

about 1/3 of those dollars “completely untraceable”



1S B A

Advertiser Agency DSP Technology Unknown SSP Technology  Publisher
spend fee fee fee delta® fee fee revenue
(demand (supply
side) side)

88/, of dollars not traceahle end-to-end



THE PROGRAMMATIC POOP FUNNEL

2022, Bob Hoffman
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YOU GET 3¢ WORTH OF ACTUAL ADS VIEWED BY ACTUAL PEOPLE

2022 Roh Hoffman
VEL :_j‘.,\'n) nﬂ(;i,l'.r?;"].{.'




Annual programmatic media spending, seen/not seen

$140
billion

@ Not Reaching Consumer @ Reaching Consumer

Source: Association of National Advertisers, global estimates.

Source: MediaPost




THE WALL STREET JOURNAL.

USA Today Owner Gannett Co. Gave Advertisers
Inaccurate Information for Nine Months

Publisher misrepresented where billions of ads were placed




dangerous



THE STRAIGHT LINE BETWEEN ADTECH AND RADICALISATION
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THE STRAIGHT LINE BETWEEN ADTECH AND RADICALISATION
ADTECH | ALGORITHMS

Adtech collects Algorithms use the data to feed
data about people more “engaging’ content to
which is fed into people. This contentis often
algorithms. sensational and can drive people
down “rabbit holes"




THE STRAIGHT LINE BETWEEN ADTECH AND RADICALISATION
ADTECH | ALGORITHMS | RABBIT HOLES

Adtech collects Algorithms use the data to feed Rabbit holes are where the most
data about people more “engaging’ content to irresponsible, fanatical and
which is fed into people. This contentis often inflammatory content lurks. It can
algorithms. sensational and can drive people lead to radicalisation
down “rabbit holes"




THE WALL STREET JOURNAL.

[SATION

"...064/ of extremist joins are due to
our recommendation tools..."

facebook internal study




THE STRAIGHT LINE BETWEEN ADTECH AND RADICALISATION
ADTECH ) ALGORITHMS | RABBITHOLES | RADICALISATION

Adtech collects Algorithms use the data to feed Rabbit holes are where the most Radicalisation leads to
data about people more “engaging’ content to irresponsible, fanatical and nothing but trouble
which is fed into people. This contentis often inflammatory content lurks. It can

algorithms. sensational and can drive people lead to radicalisation

- " © Po O 20
down “rabbit holes 2 Bob Hoffman 2021




“they did not set out to fuel misinformation and hate and
divisivessness, but that's what the algorithms learned

prof. haney farid, UC Berkeley



“ want to be unambiguous:
Facebook does not profit from hate.”

nick clegg



“ want to be unambiguous:
Bullshit™

me



the hidden hand




NEW

ECONOMICS
FOUNDATION

data-intensive business. We are now in a situation

where the global adtech industry holds 72 million

data points on the average child by the time they
reach the age of 13.”' While digital platforms




the hidden hand




Is the free internet reliant on advertising? yes
Is It reliant on tracking?



U.S. Monthly Opt-in Rate AfteriOS 14.5 Launch Across All Apps

% of Mobile Active App Users Who Allow App Tracking Among Users Who Have Chosen to Either Allow or Deny Tracking

18% 18%

Launch Day

April 26 May June July Aug Sep Oct Nov Dec Feb

Jan
Source: Flurry Analytics, Data through 2/7/2022, n= 2.5M daily mobile active app users using iOS versions with AT T framework (iOS 14 and above) @ FLURRY
Note: Opt-in rate = app users who allow tracking divided by (app users who allow tracking + app users who deny tracking)




since when did the convenience of marketers hecome more
Important than the privacy rights of individuals and the integrity
of democratic institutions?
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online advertising supports many wonderful things



the decade of delusion



thank you







