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Background: created the technology to 
enable huge multiplayer games.  
Was used in many games like...

pre-2012



PageFair team working 
on adblocking since 
2010. Established 
PageFair in 2012. 



48% growth from 2014-15 
45 million monthly active 
users in Q2 2015 
15% adblock penetration 



45 M

20 M

Jan 2013 Jan 2014 Jan 2015



Linear. Not 
exponential.



NOT THE 
“ADPOCALYPSE”



ADBLOCKING  
IS LIKE 

CLIMATE CHANGE





ADTECH IS 
FOCUSED ON  
SHORT TERM 

WINS.



CRISIS OF THE 
COMMONS



WILL YOUR NEXT 
CAMPAIGN DO THIS?



200 M

100 M

mid 2009 mid 2011 mid 2013 mid 2015

50 M

Ad block users

source:  
PageFair



$1.4B

$2B

$2.9B

$4.1B

$5.9B

200 M

100 M

mid 2009 mid 2011 mid 2013 mid 2015

50 M

Ad block users
Digital video ad spend

$7.7B

source:  
PageFair 
eMarketer



The cost of ad blocking 
PageFair and Adobe 2015 Ad Blocking Report 

2013 2014 2015



80%
learn about ad blocking from  
friends / web / social media



WHY





The need to monetize has 
led to unrestrained 

advertising.
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The need to monetize has 
led to unrestrained 

advertising.

Increase in ad volume and page clutter. 
Increase in experience interruption. 

Increase in data snooping.

Decline in audience goodwill,  
Decline in attention to ads,  
Decline in trust.

Advertising blocking by users
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Why people block 
(no order)

•Ads obscure content. 
•Privacy.  
•Bandwidth. 
•Slow website load.  
•Security.



Why people block 
(no order)

•Ads obscure content. 
•Privacy.  
•Bandwidth. 
•Slow website load.  
•Security.
•Because they can.





MOBILE



Apple projection based on Q1 2016 and Q4 2015 figures. Asus projection drawn from Asus Q4 investor briefing. Samsung projection drawn from Gartner estimate.  
UC Browser figure drawn from SEC filing from owning company Alibaba in 2015. 



Device manufacturers 
implementing mobile blocking

Apple

Sept. 2015

298 M devices 
(2016)

Apple projection based on Q1 2016 and Q4 2015 figures. Asus projection drawn from Asus Q4 investor briefing. Samsung projection drawn from Gartner estimate.  
UC Browser figure drawn from SEC filing from owning company Alibaba in 2015. 



UC Browser

ver 9.9.2  
Aug. 2014

100s of millions of users 
(2016)

Mobile browser(s) 
with blocking by default

Device manufacturers 
implementing mobile blocking

Apple

Sept. 2015

298 M devices 
(2016)

Apple projection based on Q1 2016 and Q4 2015 figures. Asus projection drawn from Asus Q4 investor briefing. Samsung projection drawn from Gartner estimate.  
UC Browser figure drawn from SEC filing from owning company Alibaba in 2015. 



UC Browser

ver 9.9.2  
Aug. 2014

100s of millions of users 
(2016)

Samsung

Jan. 2016

320 M  
devices (2015)

Apple

Sept. 2015

298 M devices 
(2016)

Apple projection based on Q1 2016 and Q4 2015 figures. Asus projection drawn from Asus Q4 investor briefing. Samsung projection drawn from Gartner estimate.  
UC Browser figure drawn from SEC filing from owning company Alibaba in 2015. 

Mobile browser(s) 
with blocking by default

Device manufacturers 
implementing mobile blocking



UC Browser

ver 9.9.2  
Aug. 2014

100s of millions of users 
(2016)

Samsung

Jan. 2016

320 M  
devices (2015)

Asus

Dec. 2015

30 M  
devices (2016)  

excluding China

Mobile browser(s) 
with blocking by default

Device manufacturers 
implementing mobile blocking

Apple

Sept. 2015

298 M devices 
(2016)

Apple projection based on Q1 2016 and Q4 2015 figures. Asus projection drawn from Asus Q4 investor briefing. Samsung projection drawn from Gartner estimate.  
UC Browser figure drawn from SEC filing from owning company Alibaba in 2015. 

User-installation required Pre-installed by manufacturer

?



Hierarchy of main blocking methods



ISP
DEVICE
BROWSER
BROWSER EXTENSION

Hierarchy of main blocking methods







THE  
GOOD NEWS



AD SERVING TECHNOLOGY 
THAT CAN NOT BE 

CIRCUMVENTED BY 
ADBLOCKERS



ARID 
WASTELAND





0%

30%

60%

Popover Video non-
skippable 
mid-roll

Display with 
audio

Video non-
skippable 

pre-roll

Interstitial Animated 
display 

Video 
skippable 
mid-roll

Video 
skippable 

pre-roll

Still image Text display 

% of adblock users who expressed a 
willingness to view each format
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ATTENTION 
DEFICIT



ATTENTION     V    ADVERTISING

SCARCE  
ATTENTION

OVER-ABUNDANT 
ADVERTISING
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ABUNDANT  
ATTENTION

SCARCE 
ADVERTISING

ATTENTION     V    ADVERTISING



Attention = PLENTIFUL.

Adblock user

Ads = SCARCE.



Attention = PLENTIFUL.

Adblock user

Ads = SCARCE.
Definitely human.



Normal 
person  



Attention = SCARCE.

Normal 
person  

Ads = OVERABUNDANT.



Attention = SCARCE.
Ads = OVERABUNDANT.
(Could even be a robot!)

Normal 
person  



ADVERTISING 2.0  
“THE BLOCKED 

WEB”



Normal Web



Blocked Web

Normal Web



Normal Web Blocked Web



No clutter. 
No bots. 

Normal Web

The ‘blocked web’ is steadily growing, creating a new, premium space

Over-cluttered. 
Ad fraud. 

Blocked Web



London 
September 2015

PageFair Global Stakeholders’ Roundtables
Consumer groups, Publishers, Browsers, Agencies, Advertisers
World Federation of Advertisers, the 4A’s, Digital Content Next, the World Association of Newspapers, the National 
Newspaper Association, International Federation of Periodical Publishers, Havas, Google, Mozilla, the Centre for 
Democracy and Technology, the EFF, the Open Rights Group, the European Commission, the UK Government,  
the World Economic Forum, and many others including the global advertising holding companies.



NewYork 
April 2016

London 
March 2016

London 
September 2015

PageFair Global Stakeholders’ Roundtables
Consumer groups, Publishers, Browsers, Agencies, Advertisers
World Federation of Advertisers, the 4A’s, Digital Content Next, the World Association of Newspapers, the National 
Newspaper Association, International Federation of Periodical Publishers, Havas, Google, Mozilla, the Centre for 
Democracy and Technology, the EFF, the Open Rights Group, the European Commission, the UK Government,  
the World Economic Forum, and many others including the global advertising holding companies.



X
IMMEDIATE TOOLS



LIMITED QUANTITY 



BTL

ATL

66% of online advertising is performance advertising, according to IAB/PwC Internet Ad Revenue Report, HY 2015



Most normal  
Web users BTL

ATL

AWARENESS

CONSIDERATION

INTENTION

PURCHASE

66% of online advertising is performance advertising, according to IAB/PwC Internet Ad Revenue Report, HY 2015
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Adblock 
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SHOW CONTEXTUALLY 
SELECTED PREMIUM ADS.



DATA, DONE 
WRONG, IS A TRAP 

@johnnyryan
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User Advertiser Publisher Middle Men 

1st party  
DATA 

3rd party  
DATA

Attribution  
DATA
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ITS TIME FOR  
INK AND TV WISDOM 

TO SAVE DIGITAL
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BAD IDEA #1



site

ADBLOCK WALLS



site

ADBLOCK WALLS

Whitelist 
40-10%



Abandon  
the site!

60-90%

site

ADBLOCK WALLS

Whitelist 
40-10%



BAD IDEA #2



REPEAT MISTAKE



“REINSERTING” BAD ADS





DO NOT SERVE MEAT
TO VEGETARIANS



Do not ‘reinsert’ bad ads.  

Do serve formats on  
the blocked web that solve 
consumers' privacy, UX,  
and security issues. 



Reinvention,  
not reinsertion



Summary 



1.Publishers - not advertisers - feel the 
most pain. 
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1.Publishers - not advertisers - feel the 
most pain. 
2.But consumer pain is real too. 
3.Ads can be shown on the Blocked Web. 
4.Reinsertion without fixing consumer 

issue is a bad idea. So are adblock walls.
5.Blocked Web is a new premium space. 

Summary 



No clutter.  
No bots. 

Normal Web

The ‘blocked web’ is steadily growing, creating a new, premium space

Over-cluttered.  
Ad fraud. 

Blocked Web





johnny@pagefair.com


