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Welcome to the Media Quality Report for H1 2018. 

Historically, this report has served to present 

benchmarks for the factors that erode value in digital 

advertising. Fraudulent, non-viewable, and brand-

unsuitable impressions all diminish, or even invert, 

the value of digital advertising dollars, but there’s still 

a piece missing. We know which factors can hinder 

growth or deal damage to brands, but what can digital 

advertisers do to go beyond preventing losses and 

actually make gains? 

This year, IAS is pleased to present Time-in-view 

benchmarks. Research has shown that exposure 

time — the length of time that a single impression is in 

view — is the single factor with the greatest impact on 

ad effectiveness. Understanding the average duration 

of impressions will empower advertisers, for the first 

time, to go beyond the single viewable impression and 

start thinking in four dimensions. 

Key H1 2018 media quality trends

Ad fraud benchmarks remain steady for 
campaigns with mitigation strategies in place 
The optimized-against-ad-fraud benchmark for 

campaigns that have a fraud mitigation strategy in 

place has remained relatively flat from H2 2017 to H1 

2018. The U.S. desktop display benchmark remained 

at 1.8% across all buy types. Similarly, desktop video 

remained flat over the same period dropping only 

slightly, from 2.4% in H2 2017 to 2.3% H1 2018.  

Programmatic viewability continues to improve 

Programmatic inventory includes media from a 

diverse array of inventory sources. Direct buys have 

traditionally led to higher viewability and that remains 

true on average. However, we see that programmatic 

viewability continues to improve and may eventually  

reach parity with publisher direct inventory sources. 

Introduction
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From H2 2017 to H1 2018, desktop programmatic 

display viewability has improved 10.7% from 52.9%  

to 58.6%.

Average impression length is longer  
on desktop than mobile 

Consumer attention on mobile tends to be shorter. 

Users on-the-go spend less time with individual pieces 

of content, but are consuming more content overall. 

We discovered that the time spent viewing mobile 

ads aligns with this pattern. During H1 2018, desktop 

display impressions were in view for an average 

of 10.58 seconds which was 42.4% longer when 

compared to mobile display.

Video ads tend to generate longer impressions 
compared to display 

Video formats are more likely to garner longer time-

in-view due to the attention-generating power of sight, 

sound, and motion. Desktop video ads generated an 

average time-in-view of 14.42 seconds which is 36.3% 

longer than the desktop display average. We saw 

a similar pattern on mobile web, which showed an 

average of 13.89 seconds in-view. This is 87.0% higher 

when compared to mobile web display.
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More markets, more data 
With each new edition of the Media Quality Report, we 

do our best to offer new insights, include additional 

benchmarks, and involve as many global markets as 

our data permits. Globally, in the H1 2018 report, we 

are excited to announce the inclusion of more mobile 

data for some of the larger markets. Additionally, we 

are able to include more video data across a larger 

number of markets around the globe.   

Changes to fraud reporting 
The non-optimized benchmark now reflects a global 

average rather than a U.S. specific number. As the 

industry comes together to address fraud across 

inventory sources, fraudsters are forced to find 

opportunity within a shrinking inventory pool. 

This has increased the volatility we’ve seen in our non-

optimized benchmark. As a result, we’ve increased 

the minimum reporting standards and now use an 

average that reflects all campaigns around the globe.   

More mobile data and new  
time-in-view benchmarks 
In the U.S. market, we are excited to announce that 

we will be including mobile web display, mobile web 

video, and mobile app display data for the first time 

in H1 2018. Additionally, we are including time-in-view 

benchmarks for all markets that show the average in-

view impression length. 

What’s new? Definitions

Viewability 

Per the Media Ratings Council (MRC),  

a display ad impression is viewable if 

at least 50% of pixels are on screen for 

at least one second after the ad has 

rendered. A video ad impression is 

viewable if the ad is playing while at least 

50% of pixels are on screen for at least  

two continuous seconds. 

Time-in-view 

Time-in-view is the average duration that 

a viewable impression remained in view. 

This average does not include impressions 

that were not viewable according to the 

MRC standard in the calculation.

Ad fraud 

Any impressions resulting from a 

deliberate activity that prevents the proper 

delivery of ads to real people, at the right 

time, in the right place, resulting in financial 

or opportunity loss by the advertiser and/

or publisher in a particular transaction. 

Optimized fraud 

Optimized fraud benchmarks represent 

campaigns that were executed with a 

fraud mitigation strategy.

Global non-optimized fraud 

Non-optimized fraud benchmarks 

represent campaigns that did not 

incorporate a form of fraud mitigation 

strategy. These benchmarks now reflect  

a global average.

Brand risk 

Impressions on pages that are flagged 

for posing various levels of harm to 

brand image and/or reputation through 

association, based on eight core content 

categories: adult, alcohol, hate speech, 

illegal downloads, illegal drugs, offensive 

language and controversial content,  

and violence.                  
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In the H2 2017 report, we started to see a trend of 

increasing viewability on desktop compared to prior 

measurement periods. In H1 2018, desktop viewability 

continued to improve. These changes are likely the 

result of industry-wide efforts, across both the buy and 

sell side, to improve viewability. This includes efforts 

by publishers to increase the quality of the inventory 

they deliver to their advertisers. 

Overall desktop display viewability improved by 9.4% 

from 54.7% to 59.9% from H2 2017 to H1 2018. In 

desktop video we saw a more modest improvement of 

3.2% from 66.3% to 68.4%, including all buy types. This 

smaller incremental increase may be due to the fact 

that video viewability is intrinsically higher as a result 

of high-viewability page placements.

Ad size and aspect ratio impact the likelihood an ad 

will be viewable. Similar to previous reporting periods, 

in the H1 2018 Media Quality Report we saw that 

vertically-oriented ads tend to outperform ads that 

are horizontally-oriented. Skyscraper ads enjoyed the 

highest viewability at 66.6% compared to billboard ads 

at 55.2%, which had the lowest viewability.

Mobile web viewability is lower than desktop 

viewability on average. Furthermore, it follows a trend 

similar to that of desktop, in that display viewability 

is more likely to be higher. U.S. mobile web display 

viewability was 54.8% vs. 65.2% for video.

Mobile app display viewability levels fell in between 

desktop and mobile web display with a benchmark of 

57.3% in H1 2018.

Viewability
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Viewability

Desktop display Desktop video

59.9% 68.4%

58.6% 62.7%

63.9% 72.0%

ALL BUY TYPES ALL BUY TYPES

PROGRAMMATIC PROGRAMMATIC

PUBLISHER DIRECT PUBLISHER DIRECT

In view per the MRC standard In view per the MRC standard

DESKTOP OVERVIEW
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Desktop display ≥1s ≥5s ≥15s
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Mobile web display Mobile web video
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Mobile web display
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Mobile app display
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In the H1 2018 Media Quality Report we are including 

benchmarks that explore time-in-view for the first 

time. We know that time matters, and that the longer 

an impression remains in view, the more likely it is 

to impact a consumer. With time-in-view metrics, 

marketers can better understand how much attention 

their impressions are generating. 

On average, we saw higher time-in-view for video 

compared to display and higher on desktop when 

compared to mobile. U.S. desktop display time-in-view 

was 42.4% higher when compared to mobile display. 

Mobile web video time-in-view was nearly 90% higher 

than mobile web display. 

Publisher direct inventory is more likely to include 

premium content environments and therefore 

may generate greater time-in-view. Desktop display 

time-in-view for direct buys was 10.86 seconds vs. 

10.55 seconds for programmatic buys. Similar to 

desktop, on mobile web we saw a higher time-in-

view with publisher direct buys vs. programmatic. 

U.S. mobile display time-in-view was 7.82 seconds 

within publisher direct buys and 7.36 seconds 

within programmatic.

Time-in-view
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Desktop display Mobile web display

Desktop video Mobile web video
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New to the H1 2018 report, we are including mobile 

benchmarks that are specific to the U.S. for ad fraud 

across both display and video formats. On average, 

we saw higher levels of optimized-against-ad-fraud 

campaigns on video vs. display. This trend has been 

reflected in past reports as well. Fraudsters tend to 

follow the higher CPMs that video formats provide. 

For example, desktop display fraud — including both 

programmatic and publisher-direct buys — was 1.8% 

in H1 2018 compared to 2.3% for desktop video. 

For the latest report, we are focusing on the optimized-

against fraud benchmark. This number is important as 

it shows how low fraud levels are held when mitigation 

strategies are in place. If advertisers see fraud levels 

above the optimized against fraud benchmark, there 

are likely additional steps that can be taken to reduce 

their fraud levels. Furthermore, we’ve included the 

global average for non-optimized fraud to provide a 

basis for comparison. 

On average, both mobile web display and video 

optimized-against-ad-fraud levels are lower than 

desktop display and video. Mobile web video and 

mobile web display optimized-against-ad-fraud levels 

are relatively similar when compared at 0.7% and 

0.8%, respectively.

Optimized-against-ad-fraud benchmarks have 

remained relatively steady between H2 2017 to H1 

2018. However, we saw a slight increase in publisher 

direct fraud for desktop display from 2.1% to 2.4%. 

The consistency in optimized-against-ad-fraud 

benchmarks over time shows that the industry 

can hold fraud levels to a minimum as long as 

optimization efforts are in place. 

Ad fraud
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Desktop display Desktop video
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Mobile web display Mobile web video
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Overall, brand risk levels across desktop display and 

desktop video are similar. However, when looking 

specifically at publisher-direct buys, we see a greater 

disparity between desktop video and display at 

8.3% and 4.7%, respectively. The majority of risky 

impressions were flagged within the moderate  

risk level.

For the first time we’ve included U.S. specific mobile 

web brand risk data, differentiating the H1 2018 

Media Quality report from previous reporting 

periods in which we took a global view. This new 

focus allows for a comparative view of the nature 

of risk on mobile devices vs. desktop. Comparing 

desktop video to mobile web video, we observed 

that overall mobile web video brand risk was 35.2% 

higher at 11.9% vs. 8.8%.

Mobile web video brand risk is slightly higher when 

compared to mobile web display, measured at 11.9% 

for video versus 9.3% for display. Display formats within 

publisher-direct buys reflected the lowest levels of 

risk with benchmarks of 4.7% on desktop and 6.2% on 

mobile web. 

Across all buy types, on desktop and mobile web, 

violence was most likely to be the largest risk category. 

The violence category was highest in desktop video 

at 47.5% of total risk across all buy types. On desktop 

display, violence increased by 29.1% from 27.1%, likely 

reflecting increased coverage around violent topics 

comparing H2 2017 to H1 2018. 

Brand risk
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Desktop display Desktop video
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Desktop display Desktop video

*Numbers may not add up exactly due to rounding
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Mobile web display Mobile web video
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Mobile web display Mobile web video

*Numbers may not add up exactly due to rounding
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Time-in-view is as important to media 
quality as viewability

For the first time, the Media Quality Report includes 

time-in-view benchmarks. These benchmarks show, 

how long, on average, an impression remained in 

view for a given device type, ad format, and buy type. 

We’ve included time-in-view benchmarks because 

they provide a unique value to advertisers looking to 

gain more insight into media quality and campaign 

performance. 

Don’t get us wrong, viewability is an essential 

component of media quality measurement. Our 

viewability benchmarks show the percentage of 

impressions that are in-view according to the MRC’s 

standard definition of viewability. After all, ads that 

aren’t on screen long enough to be viewable have zero 

opportunity of driving value for advertisers.

Time-in-view goes beyond binary viewability 

measurement to show just how long impressions are 

actually in view. As advertisers continue to look toward 

increasing campaign outcomes and ROI as the primary 

optimization objective, the industry will need to focus 

attention on metrics that connect exposure to the 

likelihood of driving outcomes.

Spotlight
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Industry research shows that the longer an 

impression is in view, the more likely it is that it will 

influence a consumer to take the desired action. 

Whether that action is increased brand awareness, 

visit to a landing page, or making a purchase, we 

know that time-in-view directly impacts the likelihood 

that action will happen. As a result, we strongly 

believe that time-in-view will continue to become an 

even more essential component of media quality 

measurement and a tool for brands to elevate their 

returns on media investment.
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About IAS
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Protect your brand.  
Maximize your impact.

Integral Ad Science helps deliver digital results 

across the advertising ecosystem on a global 

scale. Our ad intelligence allows advertisers and 

publishers to protect their investments, maximize 

their impressions, capture consumer attention, 

and drive business impact. Founded in 2009, 

IAS is headquartered in New York with global 

operations in 13 countries. Our growth and 

innovation have been recognized in the Inc. 5000, 

Crain’s Fast 50, Forbes America’s Most Promising 

Companies, and I-COM’s Smart Data Marketing 

Technology Company.

Contact us: 
info@integralads.com 

www.integralads.com

 
Follow us: 

https://www.linkedin.com/company/integralads
https://twitter.com/integralads
https://www.facebook.com/Integralads/
https://plus.google.com/+IntegralAds

