Viewable Impressions:
Frequently Asked
Questions

1. What are viewable impressions?
2. Why are viewable impressions
important?
3. What are the new guidelines?
4. What constitutes a large canvas
format?
5. When will these be effective
from?
6. Why are these guidelines being released now?
7. Why have guidelines for video viewability not been released?
8. Does this mean that I will need to be trading against viewable impressions moving forward?
9. What does this mean for pricing of digital display advertising?
10. How can I measure viewability?
11. Why do discrepancies occur between different providers?
12. Is there an accreditation process for these vendors?
13. How should I reconcile delivery with my clients or suppliers?
14. What is the Viewable Impressions Cross-Industry Working Group?
15. Who are JICWEBS and why are they overseeing viewability accreditation?
16. Who are the Media Ratings Council (MRC)?
17. What is the Making Measurement Makes Sense (3MS) initiative?
18. Which markets are adopting this standard?

1. What are viewable impressions?
A.

A served ad impression can be classified as a viewable impression if the ad was contained in
the viewable space of a browser window - in part, entirely or based on other conditional
parameters.

2. Why are viewable impressions important?
A.

Moving to viewable impressions offers the valuable prospect of guaranteed impacts for
advertisers, who in 2013 spent £1.9bn on digital display. As with any significant methodology
change, the new standards will require a settling in period, but they will deliver important
benefits for marketers and publishers. Harnessing the unique strength of online, brand
advertisers will enjoy greater accountability, whilst allowing publishers to maximise the value of
their inventory.

3. What are the new guidelines?
A.

For a standard display ad, 50 per cent of pixels must be in the viewable portion of an internet
browser for a minimum of one continuous second to qualify as a viewable display impression.
However, for large canvas ad formats including the IAB Rising Stars formats, given their
substantial size, the guidelines state that 30 per cent of pixels must be in the viewable portion of
an internet browser for a minimum of one continuous second to qualify as a viewable display
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impression. A standard for video has not yet been determined, and this is expected later in
2014.
4. What constitutes a large canvas format?
A.

For the majority of formats 50% for one second should be applied. However for very large ad
formats it is acknowledged that given the substantial amount of real estate, in comparison to
much smaller ads, a lower percentage of the ad is required to be seen to be comparable.
Therefore for the purposes of viewability, a large canvas format is defined as an ad that is in
excess of 242,500 pixels, which is equivalent to a 970x250 ad. For example, these include the
Billboard and Filmstrip Rising Star formats.

5. When will these be effective from?
A.

IAB UK’s advisory (against trading on viewability) was lifted on Tuesday 15th April 2014. This
allows those wishing to trade/serve on viewability to do so using consistent, recognised industry
standards.

6. Why are these guidelines being released now?
A.

The concept of viewable impression measurement has been in existence for up to five years via
some vendors. However over the last three years, the IAB, other trade bodies and leading
stakeholders have actively been assessing and extensively testing the viability of a broad
industry standard. Some work remains to be completed, including measures to reduce
discrepancies (see below). However many businesses have already begun to trade against
viewability using a variety of different metrics, so we thought it important that industry agreed
baseline standards were published as a reference point to facilitate consistency across the
market.

7. Why have guidelines for video viewability not been released yet?
A.

It is anticipated that guidelines for video viewability will be published later in the year. More time
is needed for the video marketplaces in both the UK and US to assess the potential impact of a
viewable video metric and the necessary implementation requirements.

8. Does this mean that I will need to be trading against viewable impressions moving
forward?
A.

Whether or not businesses decide to trade against viewability will depend upon discussion and
agreement between buyers and sellers. Parties will of course need to have the appropriate
ability to measure viewability and there are many different accredited solutions currently
available including IAB SafeFrame solution and a variety of 3rd party vendors.

9. What does this mean for pricing of digital display advertising?
A.

This is unclear at this stage and the impact on pricing will need to be determined by the market.
However, a shift to viewable impressions will unearth the true brand effectiveness of digital
advertising, given that past effectiveness studies have taken into account viewed and non-
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viewed ads, when compared to other channels. A move to viewed impressions will reveal digital
advertising’s true worth.
10. How can I measure viewability?
A.

There are many different solutions currently available to enable measurement of viewability
including IAB’s SafeFrame and a variety of 3rd party vendors, including the 11 MRC approved
providers. However, it should be acknowledged that discrepancies exist between different
viewability vendors due to different approaches to measurement – see below.

11. Why do discrepancies occur between different providers?
A.

During extensive field testing six key reasons for discrepancies were identified. Importantly
these discrepancies are being actively addressed, and approved MRC vendors have been
given until 31st May 2014 to align their platforms to these measurement criteria. It is envisaged,
based upon initial tests, that typical discrepancies between solutions should be reduced to
within 10%. However, more analysis is required before further guidance will be published.

12. Is there an accreditation process for these vendors?
A.

Yes, a UK accreditation process was approved by the Joint Industry Committee for Web
Standards (JICWEBS) in January this year. The first wave of vendors are undertaking
accreditation now, with an expected release in Summer 2014. In the meantime it is worth
referring to the 11 vendors that have been accredited in the US by the Media Ratings Council
(MRC).

13. How should I reconcile delivery with my clients or suppliers?
A.

This will be dependent upon agreement between buyer and seller. Once the approved MRC
vendors have addressed their adjustments for discrepancy minimisation, it may be advised that
reconciliation should be completed within 5 business days of the close of the campaign.

14. What is the Viewable Impressions Cross-Industry Working Group?
A.

The Viewable Impressions Cross-Industry Working formed by the IAB in 2013 comprises
representatives across the online advertising industry including Internet Advertising Bureau
(IAB), Association of Online Publishers (AOP), Incorporated Society for British Advertisers
(ISBA), Institute of Practitioners in Advertising (IPA), Google, Microsoft, Yahoo, AOL,
Telegraph, FT, News UK, TripAdvisor, Bauer, Dennis, Quantcast, InSkin Media, Meetrics,
Sizmek, Integral Ad Science, comScore, Nielsen, Alenty, agenda21 and the7stars.

15. Who are JICWEBS and why are they overseeing viewability accreditation?
A.

JICWEBS is the UK’s Joint Industry Committee for Web Standards and is made up of the
following trade bodies: Association of Online Publishers (AOP), Internet Advertising Bureau
(IAB), Newspaper Society, Newspapers Publishers Association, ISBA – the voice of advertisers
and the Institute of Practitioners in Advertising (IPA). http://www.jicwebs.org.JICWEBS
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oversees digital standards and guidelines in the UK including Viewability, Brand Safety and
website traffic stats.
16. Who are the Media Ratings Council (MRC)?
A.

The MRC is an independent body that accredits measurement across all media in the United
States. More information regarding the work of the MRC can be found here:
http://mediaratingcouncil.org/History.htm

17. What is the Making Measurement Makes Sense (3MS) initiative?
A.

Making Measurement Make Sense (3MS) is a cross-industry initiative founded by the American
Association of Advertising Agencies (4A’s), the Association of National Advertisers (ANA), and
the Interactive Advertising Bureau (IAB). The Media Rating Council (MRC), an independent
body, is responsible for setting and implementing measurement standards.

18. Are other markets adopting this standard?
A. The UK standards complement those already launched in the US on 31st March. IAB Europe is
leading discussions and analysis into other European markets evaluating brand advertising
metrics and viewable impressions across different European markets. For further information,
please click here - http://www.iabeurope.eu/news/iab-europe-statement-brand-advertisingmetrics-including-vie .
For further information contact Steve Chester, IAB Director of Data & Industry Programmes, at steve@iabuk.net.
IAB UK, April 2014
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