
raising the bar on
video monetization

by Rob Beeler

hen someone says in our industry that there is 
a “standard” way to do something, we think of 
an official IAB document stating, for whatever 

it is, this is the way the industry has decided to do it. But 
“standard” can also just refer to how the majority of people 
do something, whether it be the best way or not. Why am 
I making this distinction? Because the “standard” way 
publishers monetize video is hard, time-consuming, and 
there is no reason they have to settle for this approach. 

OAO’s President, Craig Leshen, and his team walked me 
through OAO Alpha Video. It, along with another product 
they provide publishers, OAO EAC, takes a less common 
approach to solve problems. However, both products at their 

core, focus on creating solutions to help increase revenue, 
while requiring minimal effort from the publisher.

OAO Alpha Video is an ad tag you traffic into your ad server. 
That’s the extent of the implementation. That tag allows 
OAO to serve a large number of vetted demand sources, 
programmatic direct deals, and more, through it, to compete 
for your video inventory. 

This simple approach—which isn’t simple, but OAO is in 
the business of simplifying complex tasks—is not how 
most companies are approaching video monetization. From 
publishers who are only dabbling in video to publishers 
focused on CTV, OAO Alpha Video is a solution worth using.
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If video is not your strong suit:

If you are a publisher that wants those video CPMs you hear 
everyone else bragging about, your first challenge is to create 
video content. Once you have video content, you’re going to 
learn that video monetization isn’t going to be as easy as 
display. Video header bidding requires development 
work. It requires vetting, contracting, 
implementing, and actively managing 
multiple demand sources to start to get 
those higher CPMs. Note that all of that 
is complicated by the fact that without a 
track record of delivering video, you’ll 
find demand sources typically are not 
interested. They’ll have minimum 
requirements and will want a higher 
revenue share.

OAO Alpha Video is a terrific solution 
to get you up and running, allowing you 
to focus on developing your video strategy, 
and less on video monetization. One tag 
trafficked into your ad server, and you’re 
up and running.

If you need more competition on 
video: 

If you’re sophisticated enough to work 
with AdX and Open Bidding, and 
video header bidding, you still have to 
measure the amount of effort required to 
onboard new demand partners. It’s not just 
the vetting and contract piece—you have to 
be very concerned about latency and errors. A 
slow user experience drives users away. For 
video, it’s further exasperated because 
the user doesn’t see the content until 
the pre-roll ad is done. If the pre-roll 
fails to load quickly, the user is gone.

OAO Alpha Video doesn’t solve for 
latency. It does solve for making it 
someone else’s problem and not yours. 
Because OAO is working with over 120 
clients and has been doing so for over 18 
years, they can negotiate preferred rates, 
and get support from these demand sources, 
fast, if an issue arises. You don’t need to have 
additional vendor relationships to manage. OAO has 
everything covered already.

If you want to increase your CPMs:

 Advertisers’ demand for quality video ad opportunities, means 
actively setting and managing pricing floors is a must, 

and it's a very effective method for driving CPMs closer to your 
desired rates. However, setting floors through standard best 
practices is drawing a line and sometimes that line is in the 

wrong place. You can say you won’t take less than $4 
CPMs, but if no one bids high enough, you’re left with 

a $0 CPM for that impression. 

One of many ways to work with OAO Alpha 
Video is to use it to set your “floor” CPM 

based on its effective CPM, which in turn 
creates pressure on all of your other 
demand sources to up their game. If your 
other demand sources can’t win, OAO 
Alpha Video is going to serve something.  
Essentially OAO Alpha Video makes 

everyone else work harder, while also 
ensuring you’re always generating revenue.

If CTV is your thing:

 Monetizing CTV has its issues. Do I really 
have to dive into all of it? I’d rather not, 

thank you. Let’s leave it at this: CTV 
monetization requires more work. It 
seems to me that instead of going it 
alone, a partner with experience in 
this area with a lot of demand can help 
move things along quicker. Which goes 

to my last “If...”

If you just need help:

 OAO is not a demand source. They're one 
of the leading ad operations firms in our 

industry.  Their skin in this game is to 
help the publishers they work with 
by providing them with exceptional 
services.  For some publishers, that 
means OAO provides them with 
the full ad ops stack. For other pubs, 
it’s a smaller engagement around 
something like programmatic video 

advertising or newsletter ad serving, 
where OAO can take their many years of 

experience and build a better mousetrap. 

Is OAO Alpha Video the “standard” way to 
approach the video monetization problem? No. It’s 

just a very ad-opsy way to do it, and that’s what ad ops 
does.  They make it happen.  They solve problems.  That’s why 
OAO Alpha Video is working.

Contact sales@adops.com
to learn more about OAO Alpha Video.
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