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The 
Viewability 
Challenge

In order to be discovered 
you must be seen. 

This is the challenge every brand faces today when 
using a digital medium to market to consumers.  
 
There are many exciting and effective formats, 
capabilities, apps, experiences and sites that drive 
interest, purchase intent and awareness.  However, if 
a brand’s message isn’t seen or heard then the effort 
(impression) is completely wasted.   

As the leader in audience buying, Xaxis understands 
what it takes for a brand to make an impact. This 
guide outlines ten elements of enhanced viewability to 
make a bigger, more effective brand impact. 

Note: Our viewability definition assumes 100% human 
traffic. Fraud and bots are NOT tolerated. 
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Defining
Viewability
Before discussing elements of enhancement, we 
must first understand how viewability is defined. 
Conceptually, we define viewability as an ad’s 
opportunity to be seen by a user in a digital session. 
Practically, the threshold for viewability can be 
defined by industry groups, agencies, and the 
technology providers themselves. At Xaxis, we 
focus on two standards for delivering viewability 
measures to clients.

The Media Ratings Council (MRC) released standards 
by which viewability should be measured across 
display and video. While the MRC standards have been 
widely adopted across the industry, the truth is that 
these standards are simply minimums of what should 
be acceptable. Thus, GroupM and Xaxis enforce a 
higher standard to bring value to our clients. 

The MRC vs. GroupM standards are listed below:

Display

Human & 100% of Ad Human & 100% of Ad for 50% of Video 
Duration Sound  On/ User Initiated

50% of Ad
for 1 Second

GroupM*

MRC 50% of Ad for 
2 Consecutive Seconds 

1:10

Video

*Note: GroupM standards currently only apply to North America

(capped at 15 seconds)



5

Ensuring optimal viewability of your ads 
involves a combination of factors. 

The following section will outline these factors 
and what to keep in mind for each.

Elements

Viewability
of Enhanced
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1
Content Matters: Select publisher placements where 
a consumer is actively interacting and engaging with 
content. It is critical to understand the environment 
and the relationship the consumer has with the page.
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2
Work with publishers that are designing for viewability.  
Many publishers today have redesigned their experience 
to support more viewable ads. (These sites tend to be 
less cluttered, minimal content is in newsread form and 
there are far fewer ads on a single page.)
  
Look for ads positioned above the fold that stick to the 
head mast or remain within view on the right column 
when the customer is required to scroll.

The term viewability does not equal 
‘above the fold’ automatically. 

It only represents an advertisement’s 
opportunity to be seen by a user.

Key Fact:
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3
Avoid clutter by not purchasing ads from publishers 
that use tactics to dramatically increase the number of 
ad impressions with blatant disregard for viewability, 
engagement or time spent on a page. 

Examples:
Blogs or forums where content scrolls endlessly 

Sites where ad placements are repeated after 
every article

Video players with long articles below allowing 
consumer to scroll to avoid watching the ad

Small video players
 
Ad placements adjacent to photo galleries 

Ads that refresh more frequently than every 
30 seconds
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4
Prioritize publishers based on time spent with creative.
This metric can be used for optimization during a 
campaign or as a planning tool. Research publishers 
that have high in-view time spent, identify those best 
performing placements and purchase inventory where 
the average time spent is over 15 seconds. 

Consider using a 3rd party vendor that tracks time 
spend by placement and ask for historical campaign 
delivery to do the analysis in pre-planning. Program 
your programmatic algorithms to optimize towards 
high-time spent placements. 

“Ads that exceeded the Media Rating Council 
(MRC) viewability standard produced a 

statistically significant improvement in ad 
recall among US internet users.”

-IPG Media Lab, Cadreon and Integral Ad Science,  2016.
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5
Pay on vCPM. This incentivizes the partner to optimize 
delivery to achieve the highest viewability possible.
  
Use historical viewability data from partners to 
negotiate rates based on the actual viewability 
measures achieved. 
  
The vCPM can be calculated and used to benchmark 
publishers between each other and measure 
viewability’s impact on ROI.  

The IAB has advised that the industry is not yet 
prepared to guarantee 100% viewability. 

However, partners can promise to only charge for 
viewable impressions. This distinction is important.

Key Fact:
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6
Use an MRC accredited measurement vendor like 
MOAT, DoubleVerify or IAS to monitor every creative 
unit deployed across the plan.
   
Leverage viewability, invalid traffic, interaction 
and completion data to understand the value and 
performance at the placement level.

Constantly test, optimize and improve placement 
selection driving towards partners that are working 
with you to achieve your goals. 

Test

Optimize

Improve
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7 Mobile
When planning to include mobile inventory for 
brand oriented campaigns, leverage full screen or large 
format ad units as a portion of the media 
plan to increase exposure to those hard-to-reach 
millennial audiences. 
  
These units can run in-app or on mobile web.   Today 
measuring viewability in video on mobile has nuances 
that limit measurement, so be sure you understand the 
exact placements being purchased. Preferred vendors 
are building out solutions, and we highly recommend 
only full screen video. 
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8
Add connected TV to your plan to reach those 
audiences that have cut the cord, and increase 
awareness by having your message seen on the 
big screen. 

Connected TV provides 100% viewable, high definition, 
non-skippable ad environment for marketers.  Compared 
to video, connected TV inventory yields higher completion 
rates and should be used to increase brand retention.

FreeWheel Q4 2014 Monetization Report

Smartphone

70%

Tablet

14%

Desktop

14%

Connected TV

236%

Year Over Year Growth By Device

Connected TV
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9
Take advantage of large, rich, interactive and shorter 
form creatives to enhance engagement.  

These creative executions tend to garner higher 
interaction rates and be programmed to match 
messaging based on channel format and/or 
intended audience.

High Impact
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10
Being that Native ads fit naturally into the environment 
in which they are served, marketers should leverage 
Native formats to gain audiences attention and drive 
engagement with brands. When pairing engagement 
with viewability, exposure to brands increases.

Native

Note: Today there are nuisances with measuring viewability within each 
format, so be sure you understand the exact placements being purchased.  
Preferred vendors (Integral Ad Science, DoubleVerify and MOAT) are building 
out solutions. Most mobile app inventory (full-screen) is not yet measured 
by verification companies. However, buying units (full-screen interstitials, 
overlays, large display units or video) is still a very powerful branding vehicle 
and will drive increased impact to brand metrics. Limitations based on 
publishers may exist for native and connected TV.
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When deploying these methods both advertisers and 
publishers can dramatically improve viewability and 
therefore, lift performance for advertisers. This delivers 
higher efficiency, relevancy and predictability. 

Viewability can be a success metric that brings the 
buyer and seller closer together to build a brighter 
future for digital media and helps clients achieve 
their real goal of communicating effectively with 
their audiences. 

Conclusion

Enforcing viewable-only media will have some 
performance implications, especially when it comes 
to Direct Response Display campaigns. Removal of 
the efficiently priced supply running on exchanges to 
focus on viewability may see a change in the metrics 
from third party attribution models. 

Note: Implications on Traditional KPIs
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Across the various channels, the online inventory 
landscape can be chaotic and hard to navigate through.

At Xaxis, we believe it is critical to ensure that our clients 
only pay for impressions* that have the full opportunity 
to be 100% viewed and are seen by humans.

We are committed to leading the industry in 
optimizing for viewability across our campaigns and 
marketplace.  Creating an impact in a crowded market 
is already a challenge, so we are focused on ensuring 
that viewability is not an issue for our clients while 
continually educating ourselves and clients on trends 
we see within the industry.

The
Xaxis
Stance

*Note: Trading on a vCPM basis is currently available in the most developed 
digital markets, although rollout is still in progress in less digitally developed 
markets.
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“
”

An ad that is not 
seen by a human 
has zero value.

Chief Digital 
Investment Officer, 
GroupM

-Ari Bluman
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About us
Xaxis is a global digital media platform that programmatically 

connects advertisers to audiences across all addressable 

channels. Through the expert use of proprietary data and 

advertising technology along with unparalleled media 

relationships, Xaxis delivers results for clients in 47 markets 

across North America, Europe, Asia Pacific, Latin America 

and the Middle East. Advertisers working with Xaxis achieve 

exceptionally high return on advertising spend through the 

company’s proprietary media products, as well as through its 

specialist companies, Triad Retail Media, Light Reaction, plista 

and Bannerconnect.  

For more information, visit www.xaxis.com.

For more information:

Marcelo Barreto 

Director, Strategy and Investment 

Marcelo.Barreto@xaxis.com

www.xaxis.com






