Q2 2019
Video
Benchmarks
Report

AdBridge™ Insights
If there’s a line that separates a market trend from
a wholesale transformation, it looks as though
connected television (CTV) has just crossed it.

The preference for premium is another trend that we’ve
detailed throughout the last year of Video Benchmark reports
but the new metrics provide interesting texture. Impressions
for DTC video ads are served nearly entirely (99.8%) to
premium publishers. Among auto advertisers, however, the
percent of impressions served to premium sites declined by
27% while those served to aggregator sites increased by 51%.
Insights into what this may signal for the future follow in the
full report.

This Q2 report, based on video ads served from AdBridge™
for a range of advertisers across multiple categories, shows
that CTV now accounts for half of all video ad impressions,
marking the fifth consecutive quarter that CTV has outranked
mobile in the number of impressions served by device.

Metrics on ad length are significant as well. The data show
that 30-second ads continued to dominate in Q2 despite a
7% drop from Q1 that put the category at 64%. In the same
Q1 to Q2 period, 15-second ads saw a significant 20% rise
in impressions. The year-over-year figures were notably
different, however, with 15-second ads decreasing by 24% and
30-second spots increasing by 19%. 6-second ads saw a slight
decline (7%) YoY and a nearly 60% rise for Q2.

While much of CTV’s growth has been attributed to cordcutters, the truth is that CTV is rapidly becoming just another
way to watch content for everyone. Sure, there’s the cord-free
sub-group of viewers who only watch via over-the-top (OTT)
or connected TV devices, but of the 70% of today’s U.S. OTT
subscribers, 65% still have an active linear connection. In
a content everywhere world, it’s important for advertisers to
note that consumer viewing trends and this quarter’s results
underscore how viewers continue to want their video wherever,
whenever, however and over as many devices as they choose.

Ultimately, this quarter’s numbers suggest that we’re not just
tracking a new digital marketing category, but witnessing
the emergence of a major turning point in the advertising
landscape. OTT ad revenue grew 73% between 2017 and
2018 and is projected to spike an additional 25% this year. In
dollars, this translates into a doubling of ad revenue between
2017 and 2018 from $1.2 to $2.6 billion.

That’s one of the broad implications from this new report that
tracks ad performance trends through a range of metrics,
including video ad completion and viewability rates, as well as
general invalid traffic and time spent. Our data also provides
breakdowns related to these numbers based on advertiser
purchase method (i.e., premium publisher vs. media aggregator)
and targeted device (i.e., desktop, mobile, tablet and CTV).

But it’s not just brand investment that’s heralding the
ascendance of CTV. Brands will go wherever consumers go
and consumers are eating up the explosion of content options
emerging as media companies and tech giants fall over
themselves to get into the market. AT&T, with its acquisition
of Time Warner, is a prime example given its investment in
streaming property WarnerMedia. Apple has launched Apple
TV+, Disney has established Disney+ and NBC recently
announced the coming launch of its streaming platform,
Peacock. Apple. Disney. AT&T. NBC. Need we say more about
the significance of the shift?

New in Q2 are metrics for two specific advertising categories:
automotive and direct-to-consumer (DTC), both of which can
be viewed as bellwethers for advertising’s next innovations
and therefore are important to observe separate from, and
in comparison to, the broader group of overall advertisers.
We look forward to expanding our insights to additional
advertising verticals in the future.
So it’s interesting to note that while the number of impressions
served by CTV reached that significant 50% milestone, the
number actually decreased in the auto vertical by nearly
30% while mobile impressions doubled. The report that
follows includes speculation as to why auto would deviate so
significantly.

We’d love to hear your thoughts on what our data reveals about
trends in the industry and any insights that you’d like to share.
Feel free to get in touch (link where?)
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Definitions
PREMIUM PUBLISHERS
Direct sellers of digital inventory; generally broadcast networks or content providers
MEDIA AGGREGATORS
Sellers of inventory from multiple sources including programmatically sold traffic.
These are generally ad networks, DSPs, or agency trade desks
DTC BRANDS
Digital natives who sell directly to consumers, whether online or in their own brick
and mortar stores, and put a strong focus on social media and content.
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Overall Breakdown of
Video Impressions

A look at how all video impressions served by Extreme Reach
break down by ad length, media type and device
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Percent Impressions by Media Type

Percentage by Media Type

In Q2 2019 premium publishers accounted for
83% of overall impressions versus 17% for media
aggregators. This is an increase of 1% over Q1 and
31% over Q2 2018. The steady rise of impressions
served to premium sites reflects two things: the
high level of trust advertisers have for premium
publishers over aggregators and the strength of
Connected TV in the digital landscape. Currently,
CTV impressions are almost exclusively served to
premium publishers.

83%

Q2 2019

82%

Q1 2019
74%

Q4 2018

36%

63%

Q2 2018
0%

20%

40%

Premium Media Vendor

AUTO
Among auto advertisers, the percent of
impressions served to Media Aggregator
sites increased by 51% from Q1 to Q2 of
this year. Impressions served to premium
publishers, on the other hand, saw a
decrease of 27% in that same time period.

DTC
ER’s metrics for Direct to Consumer brands
show that 99.8% of these impressions
were served to premium publishers in Q2
and that the 1% of impressions going to
aggregators in Q1 were redirected, in Q2, to
premium publishers.
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Percent Impressions by Ad Length

Percentage by Ad Length

While 30-second ads fell 7% from Q1, landing at
64% in Q2, they continued to dominate 15-second
ads which saw a significant rise in impressions of
20% vs Q1. The year over year comparison looks
completely different, with 15-second ads decreasing
24% from Q2 2018 to Q2 2019 and 30-second spots
showing an increase of 19% in the same period.
6-second ads saw a decline of 7% year over year
and a 59% rise from Q1 to Q2.
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30-second ads are the preferred length
for auto advertisers using AdBridge. In
Q1 30-second spots accounted for 66% of
impressions, with 34% going to 15-second
ads. In Q2 30-second spots increased to
83% while impressions going to 15-second
spots fell to 16%, a decrease of 52%.

DTC
The large majority of ads served for DTC
brands are 30 seconds in length and that
number increased from 91% in Q1 to 95%
in Q2. 15-second spots accounted for just
4% of DTC impressions in Q1 and fell by
32% to 2.5% in Q2.
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Percent Impressions by Device

Percentage by Device

CTV remains the clear leader in percent of
impressions served by device, reaching 50% in
Q2. This amounts to 2% growth over Q1 and 31%
growth over Q2 2018. Viewers continue to shift to
connected TVs in their living rooms, where more
and more video is being consumed. Tablets have
lost the largest percent of impressions both year
over year (33%) and versus Q1 (8%), followed
closely by the decrease in impressions served to
desktop which saw a decrease of 31% year over
year and 7% since Q1.
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AUTO
At 63%, CTV accounted for the large
majority of impressions for auto advertisers
in Q1 but that number decreased in Q2 by
29%, landing at 45% of total impressions
served. In that same time period, both
desktop and mobile impressions rose—
from 17% to 22% for desktop and 14% to
27% for mobile. Impressions served to
tablets remained steady at 4%.

DTC
CTV impressions for DTC advertisers held
quite steady, with a decline from 52% in Q1
to 50% in Q2. The small decrease is likely
due to seasonal factors. Desktop, mobile
and tablet impressions were even steadier.
Desktop moved up from 16% in Q1 to 17%
in Q2,mobile held steady at 21% and tablets
remained at 8% for both quarters.
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Video
Completion Rate
Percent of Impressions where video played
all the way through
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VCR Overall Average

Average VCR

100%

The average video completion rate held steady
from Q1 to Q2 at 89% and increased by 7% from
Q2 2018. We see three drivers of this high rate: the
large number of impressions served to CTV, where
viewers do not generally have the option to skip
ads; the overall growth of high quality, longer form
content that viewers tend to be invested in when
they choose to watch; and the lean-back, TV-like
experience of CTV that is less conducive to clicking
away from ads.
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DTC
The average video completion rate for DTC
brands is higher than the overall average we see
across verticals. The rate of 94% in Q1 declined
2% in Q2 to 92%.

The average video completion rate for auto
brands in Q1 was higher than that for other
verticals at 92%. In Q2, however, it fell to
80%—a decrease of 13%.
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VCR by Media Type

VCR by Media Type

In Q2 the video completion rate among aggregators
continued its upward trajectory, increasing 20%
over Q2 2018 and 7% over Q1 of this year. The rate
among premium publishers, both year over year
and quarter over quarter, decreased by 2%. We saw
a similar dip for premium publishers from Q2 to Q3
last year followed by a rise in the next two quarters.
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DTC brands see higher completion rates with
premium publishers than with aggregators.
Rates for both held quite steady from Q1 to Q2.
The rate in Q1 for premium publishers was
94% and 51% for aggregators. Rates for both
decreased by 2% in Q2, landing at 92% and
50% respectively.

Among auto advertisers, the video completion
rate is higher for premium publishers than
aggregators and both media types saw a
decline from Q1 to Q2. The rate among premium
publishers decreased from 96% to 87%—a 9%
dip. Aggregators moved from a rate of 84% in Q1
to 74% in Q2, a decrease of 13%.
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VCR by Ad Length

VCR by Ad Length

100%

We’ve seen a steady uptick in completion rates for
15- and 30-second ads over the last five quarters,
while 6-second ads have shown more fluctuation.
In Q2 2019, it was 6-second ads that showed the
largest increase over Q1, rising by 10%. Quarter
over quarter, 15-second ads were next, with a 1%
increase and 30-second ads actually declined in the
quarter by 1%. Looking at year over year changes,
it was 15-second ads that showed the greatest
increase in completion rates, at 10%, followed by
30-second spots with a 4% increase and 6-second
ads with a 1% rise. Despite these fluctuations, the
overall picture for video completion rates remains
high.
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Unlike rates among auto advertisers, video
completion rates for 30-second ads among
DTC brands held quite steady from Q1 to Q2,
decreasing by 2% from 94% to 92%. Completion
rates for 15-second spots saw more of a change
from Q1 to Q2, increasing from 86% to 93%.
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Completion rates for 15- and 30-second ad
lengths among auto advertisers were higher
in Q1 and both declined in Q2. The decrease
for longer ads was steeper, moving from 91%
in Q1 to 79% in Q1, a drop of 13%. 15-second
ads decreased from 93% in Q1 to 83% in Q2, a
change of 10%.
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VCR by Device

Video completion rates on connected TV remain
the highest among device types, though we saw
a decline from 97% in Q1 to 95% in Q2. Year over
year, the rate for CTV increased from 94% in Q2
2018 to 95% in Q2 2019. Tablets, second highest
of device types for completion rates, saw a decline
of 2% quarter to quarter and a rise of 5% year over
year. The rate on desktop hit 83% in Q2, rising
both quarter over quarter (2%) and year over year
(10%). Mobile had the lowest completion rate in Q2,
at 81%, which was on pace with Q1 but a decline of
8% since Q1 last year.

AUTO

DTC
From Q1 to Q2, the video completion rate for
DTC brands saw small declines across all
devices. CTV leads for VCR with a rate of 96%
in Q2, followed by tablets at 90%, desktop at
89% and mobile at 87%.

In Q2, video completion rates by device for auto
advertisers mirrored the same ranking as ER’s
broader group of advertisers, with the rate for
CTV being highest followed by tablets, desktop
and mobile. Among those, mobile saw the biggest
change quarter to quarter with a decrease of 25%
(from 85% in Q1 to 64% in Q2). Rates declined for
all device types from Q1 to Q2.
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General Invalid
Traffic Filtered Rate

Percent of Impressions filtered from gross counts
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GIVT by Reason

The overall rate for general invalid traffic continued
its downward trend in Q2. GIVT has been a
concern for marketers over the past couple of
years and buyers seem to be getting smarter at
the same time that the technology used to identify
GIVT is getting better. It’s important to note that,
similar to click-through-rates, these numbers are
very small which makes the percentage change
appear far larger than it actually is. High frequency/
outlier activity leads as the reason for filtration of
impressions, followed by spider/bot activity and
then invalid browser.

AUTO

DTC
The average GIVT filtered rate for DTC brands
was a bit lower in Q1, at 1.47%, than the overall
number for impressions served by AdBridge
to all verticals. That number decreased quite
significantly to 0.46% in Q2, a greater drop than
that seen among the larger group of advertisers.
High frequency/outlier activity leads the reason
for filtered traffic, as it does with Auto and the
overall average. Invalid browser is in second
place at 0.13%, followed by data center IPs at
0.04% and then spider/bot activity at 0.03%.

Auto advertisers in Q2 saw a rise in the average
GIVT filtered rate, up from 1.79% in Q1 to 2.38%
in Q2. Higher frequency/outlier activity is far
and above the leading reason in Q2, at 2.17%,
with data center IPs trailing in second place at
0.12%. Invalid browser is in 3rd place at 0.05%
and spider/bot activity is the reason for just
0.03% of filtered traffic.
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Premium Media Vendor
GIVT

Premium Media Vendor GIVT

Among premium publishers, the overall filtered rate
is down both year over year and quarter to quarter.
High frequency/outlier activity is the leading reason
for filtration, followed by invalid browser and then
spider/bot activity, which is consistent with Q1 of
this year.
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Data Center IPs

Spider/Bot

The rank of filtered rates and reasons for DTC
brands on premium publishers in Q2 lines up
with that for auto brands, but the bigger shift
seen among DTC advertisers in Q2 was the
decrease in high frequency/outlier activity. This
metric dropped from 1.06% to 0.26% from Q1.





Q2 2019

DTC

For auto brands advertising on premium
publishers, the biggest shift in reasons for
filtration from Q1 to Q2 was the increase of
spider/bot activity, from 0.02% to 0.04%,
though it remains 4th on the list of reasons in
both quarters. High frequency outlier activity
continues to lead across all advertiser verticals.

 

Q1 2019



    






.( /( -

#$%&'( )#'*'$

15

 

*( +,-

 

' ' -

Media Aggregator GIVT

Media Aggregator GIVT

The total filtered rate among media aggregators
declined year over year, but saw a slight increase
from Q1 to Q2. High frequency/outlier activity is
the leading reason followed by spider/bot activity
and then invalid browser, which does not match the
reasons for filtration among premium publishers.
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DTC
DTC impressions served to media aggregators
show very low levels of filtered traffic. The
leading reason, consistent with all other
verticals, is high frequency/outlier activity. That
rate increased from 0.11% in Q1 to 1.54% in Q2.
All other reasons for filtration in Q2 were barely
above zero.

Impressions served to media aggregators for
auto advertisers saw a rise in high frequency/
outlier activity from 2.69% in Q1 to 3.62% in
Q2. The numbers for data center IPs, invalid
browser and spider/bot activity remained quite
consistent quarter to quarter.
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Average Time Spent
by Ad Length
The average time spent with 15-second
ads increased from 12 seconds in Q1 to 13
seconds in Q2 and rose from 11 seconds
in Q1 2018. Time spent with 30-second
ads was consistent quarter to quarter at 26
seconds, up from 23 seconds in Q2 of last
year.

AUTO
For auto advertisers, the average time
spent with 15-second ads held steady
at 13 seconds for Q1 and Q2, mirroring
the average for all impressions served
by AdBridge in Q2. The average time
spent for 30-second ads among auto
advertisers dipped from 26 seconds in
Q1 to 24 seconds in Q2.

DTC
DTC brands did especially well with
time spent on 30-second ads, with
an average of 28 seconds in Q1 and
27 seconds in Q2. Time spent with
15-second ads for these advertisers
increased by one second in Q2, moving
up to 14 seconds from 13 seconds in Q1.
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Click-Through Rate /
Engagement

Number of clicks divided by the number of impressions

CTR Overall Average

Average CTR

Average click-through rates have been
declining since Q2 2018 and hit a new low of
0.14% in Q2 2019. It’s important to keep in
mind that these numbers are all very small.
All less than 1%. In fact, Mediapost reported
in May that the Media Rating Council
(MRC) is rethinking the value of the click as
a standard metric in video advertising.

1%

0.8%

0.6%

0.4%

0.29%
0.21%

0.17%

0.16%

0.14%

Q4 2018

Q1 2019

Q2 2019

0.2%

0%

Q2 2018

Q3 2018

Average

CTR by Media Type

CTR by Media Type

Click-through rates for premium publishers
held steady from Q1 to Q2 of this year but
show a decline year over year from 0.14%
to 0.10%. The rate among aggregators is a
bit higher, though all of these numbers are
under 1%. Aggregators saw a decline in
click-through rates both quarter to quarter
and year over year. The decline is likely an
indication that marketers are emphasizing
video completion rate over click-through
rates as a key objective for their video
campaigns.
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CTR by Ad Length

CTR by Ad Length

In Q2, click-through rates for both
30-second and 15-second ads declined year
over year and quarter over quarter, which
is not surprising given the overall declining
trend of CTR we’ve seen over several
quarters.
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CTR by Device

CTR by Device

By a small margin, click-through rates
on mobile are higher than other devices,
though that rate has seen declines year over
year. Desktop rates saw a very small rise
of .01% quarter to quarter and remained
steady year over year, while rates on tablets
declined.
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Small Player Rate

Small player size rate captures impressions on video players
<400x300 wxh in pixels
Small Player Rate Average

Small Player Rate
Average

The average small player rate saw overall
increases in Q2 with the rate growing 13%
year over year and 7% over Q1.
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Small Player Rate by Media Type

Small Player Rate by
Media Type

Year over year, the growth was significantly
higher among media aggregators than
premium publishers: 20% vs. 4%. But
comparing Q1 2019 to Q2, the growth
of small player was a bit higher among
premium publishers (11%) than aggregators
(10%).
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In-Banner Video Rate

In-banner video rate captures impressions on video players
300x250 wxh in pixels

In-Banner Video Rate Average

In-Banner Video Rate
Average

The decline of in-banner video rates
continued in Q2 with the overall average
dipping from 7% to 4% year over year and
5% to 4% from Q1 to Q2.
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In-Banner Video Rate by Media Type

In-Banner Video Rate
by Media Type

Premium publishers had 0% IBV for the
second consecutive quarter, while the rate
for media aggregators declined from 9% to
6% year over year and from 7% to 6% Q1
to Q2.

100%

80%

60%

40%

20%

10%

9%

0%

8%

6%

1%

1%

0%

0%

Q2 2018

Q3 2018

Q4 2018

Q1 2019

Q2 2019

Premium Media Vendor

21

7%

1%

Media Aggregator

Viewability

Percent of impressions, minimum 50% in view for
minimum of 2 consecutive seconds

Viewability Average
100%

Viewability Average

Viewability metrics are based on impressions
that include the VPAID tag, generally used solely
for ads delivered to desktop. The upward trend in
viewability rates that we’ve seen over the past five
quarters continued in Q2 with an increase both
year over year and quarter to quarter.
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Viewability by Media Type

Viewability rates for premium publishers
have been consistently high over the last five
quarters with only slight variations of one or
two percentage points. Media aggregators, while
lower than premium, have shown a similar level of
consistency. Both media types saw an increase of
two percentage points in Q2.
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Viewability by Ad Length

15-second ads have mostly shown an increase in
viewability rates over the last five quarters, with the
exception of Q4 2018 when the rate dipped by two
percentage points from the previous quarter. The
73% rate in Q2 reflects a quarter to quarter increase
of 8% and a rise of 16% year over year. a new high
point, the rate has held steady for Q1 and Q2. The
viewability rate for 30-second spots held steady at
73% for Q1 and Q2, a decline from the high point of
79% seen in Q2 of last year.
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Viewable Completion Rate

Percent of impressions, both viewable and played all the way through.
Viewable Completion Rate is a subset of Viewability.

Viewable Completion Rate Average
100%

Average Viewable
Completion Rate

As a subset of viewability, these numbers represent
a small percentage of impressions served by
Extreme Reach. In Q2 we continued to see an
upward trend in video completion rates which
increased both year over year and from Q1 to Q2.
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Viewable Completion Rate
by Media Type

Viewable completion rates (a subset of viewability)
among media aggregators increased slightly from
Q1 to Q2 (from 78% to 79%). Year over year was
higher, moving from 71% to 79%.
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Viewable Completion Rate
by Ad Length

Continuing the rise we’ve seen over the last two
quarters, viewable completion rates for 15-second
ads increased both year to year and quarter to
quarter, exceeding the rate for 30-second spots.
Viewable completion rates for 30-second ads rose in
Q2 in comparison both to Q2 2018 and to Q1 2019.
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The new way creative gets everywhere.

Brands and their agencies need the creative assets. Most likely
we already have them. Our video ad server is ready to get that
creative everywhere it needs to go. To learn more, contact us at
your-team@extremereach.com
Extreme Reach revolutionized the way advertisers control the deployment of their
creative and how the media sources those ads to execute campaigns. The company’s
creative asset workflow platform, AdBridge™, is built upon a decade of innovation
and integrates all the paths and processes required by today’s complex media
landscape.
The company proudly serves the best and biggest brands, agencies, production
companies, media destinations, performers and rights owners. With over 200,000
registered users and nearly four million creative assets in its care, ER connects the
creative flow between the buy and sell sides of the advertising ecosystem.
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