


KEY INSIGHTS OVER
THE LAST YEAR1

Mobile apps drive performance,
but brand safety issues persist

194%
Increase in mobile app 
brand safety incident rate

120%
Increase in fraudulent 
CTV and mobile apps

1. Unless otherwise noted, the time period for year-over-year comparisons
is May 2017-April 2018 (2018) compared with May 2018-April 2019 (2019)
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Viewability increases slightly, 
led by mobile app

VIEWABILITY

Fraud targets premium
inventory; emerging channels 



Brand safety remains top-of-mind for advertisers. Unlike fraud and 
viewability, which impact a brand’s checkbook, brand safety is 
corrosive to a brand’s equity – with a lasting impact on consumer 
loyalty and likelihood to transact. This year, DV saw the brand safety 
incident rate rise slightly year-over-year (6.2% in 2018 compared 
with 6.5% in 2019). However, at a device level, we saw a whopping 
194% increase in mobile app brand safety incidents recorded over 
the last 12 months.  

BRAND SAFETY

BRAND SAFETY A GROWING 
CONCERN ON MOBILE APPS

As the graph illustrates, this year’s increase is part of a growing 
trend, as content consumption and ad spend on mobile apps 
increase in tandem. This year, DV launched new, deeper controls for 
brand safety across mobile apps – extending the same protection 
available on the web to the mobile app environment.

2017 2018 2019

MOBILE APP BRAND SAFETY INCIDENT RATE

0.8%
2.8% 5.2%

in mobile app brand safety
incident rate in 2019

194%
INCREASE
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Brand safety is not one size fits all. What is safe or 
appropriate for one brand might be off-brand for 
another. Avoidance categories provide the foundation 
for brand safety, allowing brands to define entire 
content areas – like adult content or terrorism – against 
which they don’t want to serve ads. Keyword lists, and 
white and block lists offer an added layer of protection. 

Often, brands have very specific brand safety and 
suitability needs that are unique to a particular 
advertiser – such as high-profile personnel or 
spokespeople who no longer represent the company, 
negative company news, and information about recalls 
or defective products. In these instances, DV offers a 
custom brand category – ensuring customized brand 
protection. For advertisers that have this feature 
activated, we see a large amount of their protection 
driven by the custom brand category controls.

CUSTOM PROTECTION
AN IMPERATIVE

30% of all brand safety incidents are triggered 
by their custom brand category.

For advertisers that have this feature activated,
an average of 

Currently, over 90% of brands have activated 
DV’s exclusive Inflammatory News and 
Politics category, seeking to avoid fake
news and inflammatory political content in 
their advertising campaigns. DV anticipates 
this trend will continue, with political events 
like Brexit and the 2020 US election
on the horizon.

BRANDS PROTECT 
AGAINST FAKE NEWS 
AND INFLAMMATORY 
RHETORIC

90% of brands
actively avoid
Inflammatory News
and Politics in their
campaigns



DRIVERS OF FRAUD IN DIFFERENT ENVIRONMENTS

120% Increase in CTV and mobile apps classified 
as fraudulent in the last 12 months

Fraud rates remained essentially level year-over-year (3.5% in 2018 
compared with 3.1% in 2019). Desktop fraud rates fell by 7% while 
fraud on mobile apps grew by 6%. In terms of emerging media, 
both CTV and mobile app fraud have shown signs of growing. 

The majority (54%) of fraud we’re seeing in mobile apps is 
classified as App Fraud. App Fraud describes ad impression fraud 
or invalid traffic practices such as misrepresentation, laundering 
and hidden ads. Notably, in the last 12 months, the number of CTV 
and mobile apps classified as fraudulent has more than doubled. 
We anticipate this figure will continue to rise, especially in CTV – 
as fraudsters target this premium, high-growth environment.

In general, Bot Fraud is more difficult to perpetrate in closed app 
environments, so this type of fraud is more prevalent on desktop 
and CTV/OTT.

FRAUD

FRAUD TARGETS 
PREMIUM INVENTORY;
EMERGING CHANNELS

7%

Desktop

Mobile
App

CTV/
OTT

FRAUD TYPES By Environment

Bot Fraud App/Site Fraud

Other Device/User Based Fraud

45%

7%

48%

11%

54%

35%

86%

6%

8%
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VIEWABILITY

Viewability across devices continued a steady 
climb year-over-year, with overall display 
viewability at 58% (2018: 55%) and video 
viewability measured at 62% (2018: 59%). This 
positive trend is encouraging, but still falls short 
of both IAB standards and advertisers’ growing 
demand for 100% viewability. The bright spot is 
mobile app, where display and video viewability 
topped 70% in both formats.

New this year, mobile web viewability rose to be 
on par with desktop. That said, we are still seeing 
higher time in view on desktop, implying that 
users dwell longer on desktop web pages than 
they do on content through mobile devices. 

MOBILE APP VIEWABILITY 
EXCEEDS IAB STANDARDS, 
BUT OTHER ENVIRONMENTS LAG

AVERAGE TIME IN VIEW (DISPLAY) 

VIEWABILITY RATES

56%

70%

56%

56%

16.8 sec.

Desktop

11.1 sec.

Mobile App

12.1sec.

Mobile Web

Avg. Time
in View 14.4 sec.

Overall
Viewability 58% 62%

64%

73%

Display Video

Desktop

Mobile App

Mobile Web

Mobile app display
and video viewability
both exceeded 70%
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56%
62%
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Viewability is a key performance indicator for many 
advertisers and is often a primary metric used for 
optimization. However, optimizing for viewability 
alone is not enough. While many consider it to be a 
proxy for performance, not all viewable impressions 
are brand-safe, fraud-free and in-geo. This 
discrepancy can result in higher block rates and, 
ultimately, campaign waste. The graph on the right 
covers all impressions measured by DV over the last 
12 months, and illustrates the difference between 
DV’s Authentic Rate (which includes viewable, 
brand-safe, fraud-free, in-geo impressions) and 
Viewable-only rate – showing the inefficiency 
incurred by optimizing on viewability alone. 

HIGHER STANDARDS
DRIVE EFFECTIVENESS

WHY IT MATTERS OPTIMIZING TO THE AUTHENTIC IMPRESSION®

Many brands have solutions in place to measure 
digital advertising effectiveness. For example, some 
platforms offer fraud-free guarantees or segments 
that target properties that are historically viewable. 
However, these solutions only address one aspect 
of quality. We believe it’s time to demand more – 
specifically, that every impression is fully viewed,
by a real person, in a brand-safe environment, in the 

correct geography. DV’s Authentic Impression® 
satisfies this higher requirement. 

The DV Authentic Impression® is a proprietary, 
MRC-accredited metric that ensures both media 
quality and media effectiveness. DV is the only 
company to measure and de-duplicate impression 
quality in this manner.

Display Video

Authentic Rate Viewable Rate

54%
58%

4pp

WASTE

A NEW PARADIGM
FOR MEASURING 
PERFORMANCE
For online advertising to work, baseline quality 
criteria must be met – an impression must be 
fraud-free, viewable, brand-safe and in-geo. 
These metrics address delivery quality and 
provide the foundation for marketing 
effectiveness.

Now, DoubleVerify is launching Authentic 
Performance® , the only data solution in market 
to provide actionable insights into what truly 
drives campaign performance – from the impact 
of ad presentation to all dimensions of consumer 
engagement. Authentic Performance® enables 
brands to optimize their digital media strategies 
in real time – empowering advertisers to 
maximize ROI and drive real business outcomes. 

AUTHENTIC
PERFORMANCE

25+
New Exposure and 
Engagement Data Points 
that Drive Performance

EXPOSURE

ENGAGEMENT

Measurement of the impact
of ad creative presentation.

Sample data points:
•  Share of screen
•  Video viewability/audibility by quartile
•  Viewable time

Measurement of the interactions with 
the ad, browser or device.

Sample data points:
•  Touch and click
•  Playback events
•  Volume adjustments
•  Screen and device events
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APAC
BENCHMARKS

Asia Pacific (APAC) covers 14 countries, with the most mature 
markets highlighted above. While the APAC region saw one of the 
lowest overall fraud rates globally by region, brand safety incident 
rates ranged from 3.8% to 25% by country – a far more 
significant variance than we saw in other regions. 

QUALITY METRICS
By Region and Country

Display
Viewable

Video
Viewable Fraud

Brand
Safety

APAC Overall 54% 66% 6.3% 1.6%

Australia 52% 68% 10.4% 1.4%

India 47% 62% 3.8% 2.8%

Singapore 58% 70% 5.6% 1.2%

51%

60%

AUTHENTIC RATE1

DISPLAY

VIDEO

Increase in brand
safety incident
rate in 201955%

1. Authentic Impressions are those that are collectively fraud-free, viewable, brand-safe and in-geo.
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EMEA
BENCHMARKS

QUALITY METRICS
By Region and Country

Display
Viewable

Video
Viewable Fraud

Brand
Safety

EMEA Overall 52% 70% 8.2% 1.6%

Germany 42% 63% 8.6% 1.6%

Italy 52% 74% 8.7% 1.0%

Spain 42% 73% 9.5% 1.3%

Turkey 50% 75% 5.1% 0.6%

United Kingdom 58% 63% 7.8% 2.4%

Europe, Middle East and Africa (EMEA), includes 41 countries, with 
the most mature markets highlighted above. While viewability and 
fraud rates are in line with global figures, brand safety incident 
rates in EMEA were the highest globally and increased 17% in the 
first four months of 2019 (compared with the average for all of 
2018). This was driven by an increase in brand safety incident 
rates in 22 of the 41 countries in EMEA – primarily across Europe 
and the Middle East.

Increase in brand
safety incident
rate in 201917%

1. Authentic Impressions are those that are collectively fraud-free, viewable, brand-safe and in-geo.
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49%

63%

AUTHENTIC RATE1

DISPLAY

VIDEO



LATIN AMERICA
BENCHMARKS

QUALITY METRICS
By Region and Country

Display
Viewable

Video
Viewable Fraud

Brand
Safety

LATAM Overall 54% 59% 6.4% 2.7%

Argentina 56% 60% 7.6% 2.4%

Brazil 61% 59% 7.1% 2.7%

Mexico 34% 58% 4.1% 2.2%

Latin America – covering 15 countries, with the most mature 
markets highlighted above – is largely on par with figures for 
North America. Notably, the overall brand safety incident rate 
increased by 68% in the first four months of 2019 (compared 
with the average for all of 2018), primarily due to high incident 
rates in Brazil (10%) and Mexico (9%). 

Increase in brand
safety incident
rate in 201968%

1. Authentic Impressions are those that are collectively fraud-free, viewable, brand-safe and in-geo.
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48%

53%

AUTHENTIC RATE1

DISPLAY

VIDEO

QUALITY METRICS
By Region and Country

Display
Viewable

Video
Viewable Fraud

Brand
Safety

North America Overall 59% 62% 6.4% 3.3%

Canada 54% 66% 12.5% 2.0%

US 59% 62% 6.2% 3.4%

NORTH AMERICA
BENCHMARKS

North America boasts the highest average display viewable
rate globally at 59%. While this figure falls short of the IAB 
standard of 70%, it indicates progress. Since 2015, display 
viewability in North America has risen 34% and video
viewability has risen a remarkable 77%. 

Increase in video
viewability from
2015 to 201977%

1. Authentic Impressions are those that are collectively fraud-free, viewable, brand-safe and in-geo.
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55%

56%

AUTHENTIC RATE1

DISPLAY

VIDEO



INDUSTRY VERTICAL 
BENCHMARKS

Understanding quality metrics through an industry lens 
provides insight into what KPIs different verticals value.
For example, CPG and Pharma campaigns are far more 
branding-oriented, so it is not surprising to see viewability 
figures that are, on the whole, higher.  On the other 
extreme, telecommunications and financial services 
campaigns are typically more direct-response focused – 
meaning they’re less likely to be concerned with overall 
viewability as a measure of success.

Brand safety incidents were highest in the entertainment 
category, followed closely by travel – primarily because 
these brands have bursts of high volume, and run many 
custom and takeover buys without extended time to 
optimize campaigns.  Travel clients are also especially 
sensitive to natural and manmade disaster news, further 
increasing the likelihood of avoidance.

Fraud was highest in Media, Travel, Finance, Pharma
and Auto industry verticals. 
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HIGHEST FRAUD RATES

Fraud typically targets 
premium inventory 
(characterized by 
high-value formats, 
media and consumers). 

Finance

Auto

Media Travel

Pharma

QUALITY METRICS
By Industry Display

Viewable
Video
Viewable Fraud

Brand
Safety

Media & Sports 62% 62% 9.5% 4.3%

Retail & Restaurants 66% 69% 5.9% 3.5%

Technology 60% 54% 6.8% 3.4%

Telecommunications 51% 61% 6.1% 3.3%

Travel 58% 66% 10.3% 4.3%

Automotive 56% 52% 6.2% 3.6%

Consumer Packaged Goods 63% 67% 8.2% 2.5%

Entertainment 55% 61% 11.0% 3.4%

Financial Services 53% 58% 8.7% 4.1%

Health & Pharma 66% 61% 6.6% 3.7%
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THE INTERNET IS UNDER SIEGE AS A 
SUSTAINABLE MARKETING PLATFORM
The Internet has swiftly evolved as the most 
important communications channel for consumers 
globally. But regulation, consumer concerns around 
personal data usage, and brand misalignment with 
inflammatory and fake news threaten its long-term 
viability as a marketing platform. The industry must 
come together to address these material issues – 
ensuring consumer trust, and giving advertisers 
clarity and confidence in their digital investment.

PUSH FOR GREATER TRANSPARENCY IN 
THE WALLED GARDENS
Advertisers require a unified view of media quality, 
across all campaigns and buying platforms.
Social media platforms have begun accepting 
independent, third-party authentication of 
viewability, fraud and brand safety. We believe this 
trend will continue, and that there will be a push for 
greater transparency, and deeper integrations to 
ensure measurement parity across all media buys.

CTV AUTHENTICATION COMES OF AGE
The need for comprehensive, independent media 
authentication on connected TV is an imperative. 
DV’s Fraud Lab expects ad fraud across this 
emerging environment to increase in volume and 
sophistication into 2020, fueled by premium CPMs. 
We also anticipate progress in standardization that 
will facilitate consistent quality measurement 
across CTV platforms and providers.

TARGETING 2.0: REACHING CONSUMERS
IN A POST-GDPR WORLD
With increased scrutiny and regulation around 
consumer privacy on the Internet, targeting audiences 
based on user data is becoming problematic for 
global brands. In response, contextual targeting at 
scale and publishers’ ability to package inventory in 
line with advertisers’ brand safety requirements, will 
become increasingly important. 

2020 AND BEYOND
WHAT’S NEXT:
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MOVING BEYOND VIEWABILITY AS A PROXY
FOR PERFORMANCE
DV believes there will be a shift in how advertisers measure the 
performance of their advertising campaigns, going beyond 
independent metrics like viewability or time in view. DV is advancing
a new standard for marketing performance, Authentic Performance®, 
which will provide deeper, more relevant insights into the combination 
of exposure and engagement metrics that drive campaign success. 
These sophisticated performance metrics represent a significant 
step forward – enabling advertisers to maximize return on ad spend 
and, ultimately, drive real business outcomes. 

NEED FOR CUSTOM BRAND SAFETY
& SUITABILITY CONTROLS
New DV/Harris Poll research shows that the majority of consumers 
feels it is critically important that a brand advertise on content that 
is safe, accurate and trustworthy. Specifically, consumers: are more 
likely to engage with brands that advertise next to legitimate 
content; are less likely to engage with brands that advertise next to 
false or objectionable content; would stop using a brand or product 
if they viewed their ad next to false, objectionable or inflammatory 
content, and; state that brands bear responsibility for ensuring their 
digital ads run adjacent to content that is accurate, safe and 
trustworthy. We think this trend will continue, and that brands will 
demand additional, bespoke controls to ensure their ads appear 
beside content that is both safe and suitable. 
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POWERING THE NEW 
STANDARD OF MARKETING 
PERFORMANCE
The DV Authentic Impression® is a proprietary, 
MRC-accredited metric that ensures both media 
quality and media effectiveness. To be counted as 
Authentic, an impression must be:

Fully
Viewed

By a
Human

DV PINNACLE®: TURNING INSIGHTS INTO ACTION

DV Pinnacle® is the industry’s first 
unified reporting and service platform, 
providing clients with hundreds of data 
points and empowering them to turn 
insights into action. 

Within the
Correct
Geography

In a
Brand Safe
Environment

DOUBLEVERIFY:
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