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vision

To make brand 
advertising more 
effective online 



problem

No consistent  
measures of success  
for brand marketers



Online 
6.5%

Offline 
93.5%

Canada 
Retail 
Spend

problem

Source: eMarketer

https://retail.emarketer.com/article/ecommerce-canada-its-time-has-come/58acceae9c13e50c186f6f31


the default



3 clicks in 10,000“ ”

measuring the click is not effective



Nielsen, “Beyond Clicks and Impressions: Examining the Relationship 

Between Online Advertising and Brand Building”

Virtually no relationship exists  
between clicks and brand metrics 
or offline sales”“

measuring the click is not effective



Canada Digital Advertising Spend (Millions)
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Source: IAB Canada

https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo


$5.6 billion 
total Canadian digital advertising spend for 2016

canada digital ad spend 2016

Source: IAB Canada

https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo


21% 
YoY total growth in Canadian digital advertising

canada digital ad spend 2016

Source: IAB Canada

https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo


TV WORKSTV WORKS

tv works



consumer behavior is changing

consumer behavior is changing



consumer behavior is changing

Canada Cord Cutter Households

Source: Convergence Research Group
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consumer behavior is changing

Canada Cord Never Households
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We don’t watch  

scheduled TV  

in the same way we once did

consumer behavior is changing



Change in Average Daily Media Consumption
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consumer behavior is changing

Source: ZenithOptimedia

http://communicateonline.me/wp-content/uploads/2016/06/Media-Consumption-Forecasts-2016.pdf


Change in Average Daily Media Consumption
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http://communicateonline.me/wp-content/uploads/2016/06/Media-Consumption-Forecasts-2016.pdf


Digital has foundational challenges

shift to digital



branding online
BRANDING ONLINE

ad viewability



branding online



attention



at·ten·tion 
/əˈtenSHən/ 

Noticing something; consideration 
with a view toward action

attention
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tv worksbranding onlineattention

goldfish have more attention



We begin with 
viewability

attention is the key



tv worksbranding onlineattention

viewability



tv worksbranding onlineattention

dundas square



Joint Industry Initiative
Making Measurement Make Sense (3MS)

Endorsed by Certified by

who decided on the definition of a viewable impression?



a viewable ad



50% for 1  
continuous second. 

50% for 2  
continuous seconds. 

Same as desktop.

Display Video Mobile

what is the mrc definition of a viewable impression?



100% on-screen with no 

time minimum

100% on-screen for at least 

50% of duration with audio 

enabled

Same as desktop.

what is the alternative definition of a viewable impression?

Display Video Mobile



Desktop Display  

MRC Viewable 

Benchmark

52.9%                                          

Definition:  
50% for 1 second

Moat Canada Q1 2017

Desktop Display  

Agency Viewable 

Benchmark

51.1%                                          

Definition:  
100% or large ad, human, no time minimum

Moat Canada Q1 2017

benchmarks



Desktop Video  

MRC Viewable 

Benchmark

49.6%                                          

Definition:  
50% for 2 seconds

Desktop Video  

Agency Viewable 

Benchmark

21.8%                                          

Definition:  
100% half duration (15 sec cap) with 

audio and human

Moat Canada Q1 2017 Moat Canada Q1 2017

benchmarks



Mobile Web Display  

MRC Viewable 

Benchmark

45.2%                                          

Definition:  
50% for 1 seconds

Mobile Web Display  

Agency Viewable 

Benchmark

45.5%                                          

Definition:  
100% or large ad, human, no 

time minimum

Moat Canada Q1 2017 Moat Canada Q1 2017

benchmarks



Mobile Web Video  

MRC Viewable 

Benchmark

40.2%                                          

Definition:  
50% for 2 seconds

Mobile Web Video  

Agency Viewable 

Benchmark

18.7%                                          

Definition:  
100% half duration (15 sec cap) with 

audio and human

Moat Canada Q1 2017 Moat Canada Q1 2017

benchmarks



local publishers

How do local publishers 
compare to those 

results?



Canadian Publishers

local publishers

Custom Benchmark of Q1 2017 Display Ad Inventory for:



benchmarks

Desktop Display  

MRC Viewable 

Benchmark

52.9%
Moat Canada Q1 2017

Definition:  
50% for 1 second



benchmarks

Desktop Display  

MRC Viewable 

Benchmark

52.9%
Moat Canada Q1 2017

Definition:  
50% for 1 second

Desktop Display  

MRC Viewable 

Benchmark

59.3%                                          
Canadian Publishers Q1 2017

Definition:  
50% for 1 second



benchmarks

Difference

+12%

Desktop Display  

MRC Viewable 

Benchmark

52.9%
Moat Canada Q1 2017

Definition:  
50% for 1 second

Desktop Display  

MRC Viewable 

Benchmark

59.3%                                          
Canadian Publishers Q1 2017

Definition:  
50% for 1 second



benchmarks

Desktop Display  

Agency Viewable  
Benchmark

51.1%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum



benchmarks

Desktop Display  

Agency Viewable  
Benchmark

58.4%                                          

Desktop Display  

Agency Viewable  
Benchmark

51.1%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum

Definition:  
100% or large ad, human, no time minimum

Canadian Publishers Q1 2017



benchmarks

Difference

+14%

Desktop Display  

Agency Viewable  
Benchmark

58.4%                                          

Desktop Display  

Agency Viewable  
Benchmark

51.1%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum

Definition:  
100% or large ad, human, no time minimum

Canadian Publishers Q1 2017



benchmarks

Mobile Display  

MRC Viewable 

Benchmark

45.2%                                          
Moat Canada Q1 2017

Definition:  
50% for 1 second



benchmarks

Mobile Display  

MRC Viewable 

Benchmark

45.2%                                          
Moat Canada Q1 2017

Definition:  
50% for 1 second

Mobile Display  

MRC Viewable 

Benchmark

47.8%                                          

Definition:  
50% for 1 second

Canadian Publishers Q1 2017



benchmarks

Difference

+6%

Mobile Display  

MRC Viewable 

Benchmark

45.2%                                          
Moat Canada Q1 2017

Definition:  
50% for 1 second

Mobile Display  

MRC Viewable 

Benchmark

47.8%                                          

Definition:  
50% for 1 second

Canadian Publishers Q1 2017



benchmarks

Mobile Display  

Agency Viewable  
Benchmark

45.5%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum



benchmarks

Mobile Display  

Agency Viewable  
Benchmark

47.5%                                          

Mobile Display  

Agency Viewable  
Benchmark

45.5%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum

Definition:  
100% or large ad, human, no time minimum

Canadian Publishers Q1 2017



benchmarks

Difference

+4%

Mobile Display  

Agency Viewable  
Benchmark

47.5%                                          

Mobile Display  

Agency Viewable  
Benchmark

45.5%                                          
Moat Canada Q1 2017

Definition:  
100% or large ad, human, no time minimum

Definition:  
100% or large ad, human, no time minimum

Canadian Publishers Q1 2017



Precision, accuracy, and trust matter



97%  
of marketers believe digital media owners  

should be measured by a third party

attention is the keyattention is the key

Source: ANA, Dec 2015, “The Critical Need for Accredited Third-Party Measurement for Viewability of Digital Advertising”





3rd party measurement





Moat measures viewability on Twitter

attention is the key



Moat measures viewability on Facebook

attention is the key



Moat measures viewability on YouTube

attention is the key



Moat measures viewability on Snapchat

attention is the key



Moat measures viewability on Pinterest

attention is the key



“…transact on these metrics using Moat Currency.”

moat news



“Industry leader, Moat, has been selected to 
power the currency for the marketplace”

moat news



Half of the ads on the internet are not viewable



humanity matters



humanity matters



invalid traffic benchmarks

Desktop Display  
Invalid Traffic 
Benchmark

3.1%                                          
Moat Canada Q1 2017

Desktop Display  
Invalid Traffic 
Benchmark

1.5%
Canadian Publishers Q1 2017



invalid traffic benchmarks

Desktop Display  
Invalid Traffic 
Benchmark

3.1%                                          
Moat Canada Q1 2017

Desktop Display  
Invalid Traffic 
Benchmark

1.5%
Canadian Publishers Q1 2017

Mobile Web Display  
Invalid Traffic 
Benchmark

1.1%                                          
Moat Canada Q1 2017

Mobile Web Display  
Invalid Traffic 
Benchmark

0.2%
Canadian Publishers Q1 2017



invalid traffic benchmarks

-51%                                          
Lower Desktop 

Display IVT Rate

Canadian Publishers Q1 2017



invalid traffic benchmarks

-51%                                          
Lower Desktop 

Display IVT Rate

-82%                                          
Lower Mobile Web 

Display IVT Rate

Canadian Publishers Q1 2017 Canadian Publishers Q1 2017



vs.

Invalid Traffic Detection

General

• data center traffic 

• bots and spiders 

• activity based 

• list based 

• non-browser UA 

• pre-fetched traffic 

• unknown browsers

Sophisticated

• hijacked devices 

• malware 

• invalid proxy traffic 

• false measurements 

• false viewable 

• cookie stuffing 

• location manipulation

Moat IVT Analytics

• real-time 

• transparent approach 

• impression level 

• front-end raw signals 

• back-end algorithm

• real-time 

• transparent approach 

• impression level 

• front-end raw signals 

• back-end algorithm

analytics



givt benchmarks

Desktop Display  

Data Center Traffic 

Rate

2.4%                                          
Moat Canada Q1 2017

0.7%                                          
Canada Publishers Q1 2017

Desktop Display  

Spider 
Rate

0.1%
Moat Canada Q1 2017

0.1%
Canada Publishers Q1 2017

Desktop Display  

Excessive Activity 

Rate

0.1%                                          
Moat Canada Q1 2017

0.4%                                          
Canada Publishers Q1 2017



givt benchmarks

Mobile Display  

Data Center Traffic 

Rate

1.0%                                          
Moat Canada Q1 2017

0.1%                                          
Canada Publishers Q1 2017

Mobile Display  

Spider 
Rate

<.1%
Moat Canada Q1 2017

<0%
Canada Publishers Q1 2017

Mobile Display  

Excessive Activity 

Rate

<.1%                                          
Moat Canada Q1 2017

<0%                                          
Canada Publishers Q1 2017



sivt benchmarks

Desktop Display  

Automated Browser 

Rate

0.2%                                          
Moat Canada Q1 2017

<.1%                                          
Canada Publishers Q1 2017

Desktop Display  

Incongruous Browser 

Rate

1.1%
Moat Canada Q1 2017

0.4%
Canada Publishers Q1 2017

Desktop Display  

Invalid Proxy 

Rate

0.4%                                          
Moat Canada Q1 2017

0.3%                                          
Canada Publishers Q1 2017



sivt benchmarks

Mobile Display  

Automated Browser 

Rate

<.1%                                          
Moat Canada Q1 2017

<.1%                                          
Canada Publishers Q1 2017

Mobile Display  

Incongruous Browser 

Rate

0.4%
Moat Canada Q1 2017

.1%
Canada Publishers Q1 2017

Mobile Display  

Invalid Proxy 

Rate

0.2%                                          
Moat Canada Q1 2017

<.1%                                          
Canada Publishers Q1 2017



$7.2 billion  
 in ad fraud losses in 2016 according to the ANA

humanity matters

Source: ANA, 2016



4% 
in digital ‘ad fraud’ losses

humanity matters



$28 trillion  
total annual global credit card sales

credit card comparison

Source: The Nielsen Report 2014



0.05%  
in credit card losses

credit card comparison

Source: The Nielsen Report 2014



80x  
higher rate of losses in digital than to credit cards

credit card comparison





Human and Viewable 
is the first step

attention is the key



But we must go further

attention is the key





Attention  
is the key to branding

attention is the key





Consumers are voting  
on user experiences  

by installing ad blockers

consumer response



approaching 500 million ad blockers worldwide

Source: KPCB Internet Trends 2016



Better Consumer 
Experience

vision



Ads and Content 
should feel seamless

attention is the key



Ads Are Content

attention is the key



Attention  
is the key to branding

attention is the key



How do you measure 
human attention?

attention is the key



walking by

walked by



spending active time in store

walked in



spending active time in store

spent time



interacting with product

active time or not



spending active time in store

interacted



checking out





50+

Display, Video, 

Mobile & Native

Attention 
Metrics

attention metrics



benchmarks

Lift

+11%

Desktop Display  

Active Page Dwell Time  
Benchmark

56.2%                                          
Canada Publishers Q1 2017

Definition:  
Average time spent on page with window in-focus

Desktop Display  

Active Page Dwell Time  
Benchmark

50.6%                                          
Moat Canada Q1 2017

Definition:  
Average time spent on page with window in-focus



benchmarks

Lift

+10%

Desktop Display  

Hover Rate  
Benchmark

10.3%                                          
Canada Publishers Q1 2017

Definition:  
User entered frame of the ad

Desktop Display  

Hover Rate 
Benchmark

9.4%                                          
Moat Canada Q1 2017

Definition:  
User entered frame of the ad



benchmarks

Lift

+17%

Desktop Display  

In-View Time > 30s  
Benchmark

14.0%                                          
Canada Publishers Q1 2017

Definition:  
50% for 30 seconds

Desktop Display  

In-View Time > 30s 

Benchmark

12.0%                                          
Moat Canada Q1 2017

Definition:  
50% for 30 seconds



The Attention Shift  
is Happening

attention is the key





Attention  
is the currency

thinking beyond viewability




