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AD FRAUD
BRAND
SAFETY

VIEWABILITY

NIRVANA OR UNACHIEVABLE GOAL?

Advertising to 
appear in a brand 

safe environment…

.., to have the 
opportunity
to be seen

….and viewed by 
a human being



HOW MUCH IS AT RISK?



EU AD SPEND BY CHANNEL



DIGITAL DISPLAY BY MARKET

SOURCE: IAB EUROPE/IHS Markit AdEx AdEx Benchmark 2016



SOURCE: IAS AD QUALITY REPORT H1 2017

GLOBAL AD FRAUD, VIEWABILITY & BRAND SAFETY – H1 2017



THE IMPACT OF AD QUALITY ON PROGRAMMATIC

SOURCE: WFA Compendium of ad fraud knowledge for media investors 2016



INDUSTRY STANDARDS



AD VERIFICATION STANDARDS BY MARKET & THEIR 
ORIGINS

US EUROPEUK



ISSUES IN FOCUS



BRAND SAFETY – FRONT PAGE NEWS & NOW BOARDROOM 
PRIORITY



VIEWABILITY - ARE THE MINIMUM STANDARDS SUFFICIENT?

50% of 

the ad

Viewable for a

minimum of 

2 consecutive

seconds

Standard 

Display

Large Canvas 

Display
Video In-stream

30% of

the ad

Viewable for a

minimum of 

1 second

50% of

the ad

Viewable for a

minimum of 

1 second



BUSINESSES TRADING DIFFERENTLY ON VIEWABILITY

Display – 50%/1s or

100%/10s

Video – 50%/2s

(TrueView only)

Video – completed ad (30s cap)

Display – 50%/1s or 100%/5s+

Video – 50%/2s or 100%/5s+

Display – first pixels or 100%/NA 

Video – first pixels or 100%/NA or
%NA/10s

Video - 100%/3s

Video – 100%/completed ad



SOURCE: ANA/WhiteOps Bot Baseline 2016 – 2017 (Estimated Global Ad Fraud) SOURCE: m/Six/Adloox What Happens Next: How To Reverse The Rising Tide Of Ad Fraud)

AD FRAUD – DISPARITIES IN DETECTION & CLASSIFICATION



HOW WE ARE 
ADDRESSING AD QUALITY 

IN THE UK



JOINT INDUSTRY COMMITTEE FOR WEB STANDARDS

JICWEBS’ purpose is to deliver trust in the digital ad trading market 



AD VERIFICATION STANDARDS & CERTIFICATION



ACTIONS YOU CAN TAKE 
TO ADDRESS THESE ISSUES



USE AD VERIFICATION TOOLS ON 100% OF CAMPAIGN 
IMPRESSIONS

Companies certified against UK/JICWEBS Viewability Principles



TRADE WITH CERTIFIED COMPANIES



TRADE WITH PARTNERS/SUPPLIERS WHO IMPLEMENT 
AUTHORISED DIGITAL SELLERS (ADS.TXT)



APPLY THE IAB/ABC INTERNATIONAL SPIDERS & 
BOTS LIST



ASK FOR HIGHER VIEWABILITY – BUT BE AWARE OF 
POTENTIAL CHALLENGES & RESPONSIBILITIES

Price
Inflation

Smaller, Less 
Effective Ads

Pushback From 
Media Owners

Reduction In 
Supply

Poor Consumer 
Experience

POTENTIAL
UNINTENTED

CONSEQUENCES



ASK FOR HIGHER VIEWABILITY – BUT BE AWARE OF 
POTENTIAL CHALLENGES & RESPONSIBILITIES

Adherence To Ad 
Acceptance Policies

Use Vendors That 
Can Measure Mobile

Apply To Every 
Ad Impression

Avoid Using Ads Which 
Annoy Consumers

Platform Specific 
Creative

DEPENDANCIES

100%



THE FUTURE 
NEXT 12-24 MONTHS



PARTNERSHIP - BLUEPRINT FOR GLOBAL STANDARDS?



Industry agreed, objective and 
independently audited cross-digital 
audience measurement.

Consistent measurement of 
viewability (one vendor or vendor 
neutral)

Ability to trade on different levels of 
viewability

1

2

3

UNIFIED AUDIENCE & CAMPAIGN MEASUREMENT STANDARDS



100% VIEWABILITY AS A STANDARD?
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