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Introduction to
Viewability, Ad Fraud,
Brand Safety

Transparency & Effectiveness — The new rules




Viewability

Does an ad have the
opportunity to be seen?



How do we define
viewability?

Viewability means the
opportunity to see an ad.

Did it make it onto the
screen where human eyes
can see it?

Different Viewability definitions
per stakeholder is problematic
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Video views : 3sec of
video

Video views : 3sec of
video
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In the viewable area for
2 sec

Video view : on click
& 3 sec view



Need for adopting ONE viewability standard

Media Rating

Council, Inc.

e “viewable impression” for display ads = a minimum of 50% of the ad’s
pixels must be in view for a minimum of 1 continuous second

* “viewable impression” for digital video ads - a minimum of 50% of the
ad’s pixels must be in view for a minimum of 2 continuous seconds



How do we measure viewability?
Need for 34 party accredited measurement companies
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Viewability Status in Greece vs. other Markets

% In-View for Desktop Display

Source: comScore voE Benchmarks, Q1 2017
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Viewability Status in Greece is improving

5 9 6 0/ The Average Viewability Rate is based on data collected from
viewability-enabled campaigns served with ADMAN
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How can we improve viewability?

v'Start Measuring your performance
v Experiment with various ad sizes and placements with each vendor and
see which works best for you

v'Page position matters: most viewable position is right above the fold,
not at the top of the page. Still, not all above the fold positions are
viewable while a lot below the fold are.

v'Ad size matters: the most viewable ad sizes are vertical
v'Content that holds user’s attention is KEY




TOMORROW

——

Today majority of advertisers Tomorrow?
pay for all ads served. Viewed Different

and non viewed = 50% of gadigg models
value loss cogaon
viewability




