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Consumer TV Habits Are Shifting

Share of TV/Video 
Viewing Time:

Source: Nielsen, Q4 2016, weekly viewing, released May 2017

62.0% 

23.4% 

9.2% 
3.9% 1.5% 

Linear TV TV-connected 
Devices

PC Video Smartphone Video Tablet Video
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As a Result, Budgets Are Shifting…

Ad Spending Share in Canada:

2011

TV Digital

28%
21%

23%

41%

2016
TV Digital

2020

19%

55%

TV Digital

Source: eMarketer 2017
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…And Teams Are Shifting

Source: Ad Perceptions, May 2017

One 
Integrated 

Buying 
Team
61%

Separate 
Teams
39%

Organizational 
Approach to Digital 

Video & Linear TV 
Buying (among 

those buying both)
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In Today’s Complicated & Fragmented World,
Sometimes It’s Hard To Know What’s True and What’s a Lie

The opportunity to be seen is a 
requirement for success, including effective 

viewability and fraud management

Just because you can, doesn’t mean you should 
when it comes to targeting

The ability to bring digital precision to TV 
advertising is still years away

?

?

?
LIE

TRUTH 

TRUTH
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The opportunity to be seen is a 
requirement for success, 
including effective viewability
and fraud management

#1



7

Ensure Your Ad Is Seen… By a Human

Non-human	traffic

Brand	safety

Viewability
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The Importance of Brand Safety

Win a mini-vacation in 
gorgeous Greece!

ü Know your audience and your brand

ü Curate white lists and black lists

ü Be vigilant
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The Enormous Cost of Ad Fraud 

2016 Total Digital Ad Spend 

20%
Spend wasted on 
fraudulent 
impressions

It’s estimated that 
brands could lose 
$16.4 Billion
globally to Online 
Advertising Fraud in 
2017
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Taking 
a stand 
against 

Ad 
Fraud

Work together with your Ad Tech provider to defeat ad 
fraud. Be sure your solution includes these elements: 

üWhenever, Wherever. 

üEvery Impression. 

üFocus on Certainty.
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Defining Viewability

• 2 continuous seconds
• 50%+ pixels in view

In an attempt to set standards, the Media Rating Council issued viewable 
“guidelines” it created with input from the Interactive Advertising Bureau.

PC & Mobile 
Video 
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What Video Ads Qualify As Viewable?

* Think With Google, ‘5 Factors of Video Viewability,’ Nov 2015
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Quality Comes with a Cost…. But It Pays Off

CASE STUDY: 
Videology delivered >250% eCPM
improvement vs client benchmark by 
taking a strong stance on viewability
and ad fraud.

VIDEOLOGY 2016 Actual eCPM

Effective CPM (eCPM) Goal and Performance

VIDEOLOGY 2015 Actual eCPM

eCPM Goal

eCPM benchmark

$60.30 

$39.35 
$35.47 

$27.00 



Just because you can, 
doesn’t mean you should 
when it comes to targeting

#2
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Targeting 
Approaches for 

Online Video

10

Source: Videology, Canada, April 1 – June 30 2017, based on 129 million total impressions.

98% 

66% 

57% 

43% 

12% 
8% 

3% 3% 

Demo Domain Behavioral Geo Frequency 
Caps

Skippability 
Status

Daypart Contextual 
Advertising
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We targeted too much, and we went too 
narrow. And now we’re looking at: What is 
the best way to get the most reach but also 
the right precision?

CMO Marc Pritchard, explaining why his company is 
moving away from targeted Facebook ads.

“ “
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When Done Right, Age + Gender Targeting 
Is As Effective As Advanced Targeting

Videology helped a major CPG company identify the best targeting tactics for driving 
incremental household penetration and sales.

0

121 123

Audience Sales Lift Comparisons
(shown as an index)

Unexposed Shopper Card Targeting Demo Targeting W25-54
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The ability to bring 
digital precision to TV 
advertising is still 
years away

#3
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1: Many 1:HHHigh Index/Strategic Target

Traditional Demo-based Buying Data-enabled Audience-based Buying Addressable TV Buying 

= Audience Buy = Traditional Buy

= Strategic 
Target

= Waste

= Household Buy

= Strategic 
Target

= Waste

The Future of TV Is Now 

Advanced TV—incorporating greater data-enablement—brings varying levels of addressability.
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Real-time Planning to Create Optimal Plan 

Activates real-time planning against  data and avails

Most Scalable, Immediate 
Path to Addressability is DETV

DETV done right allows advertisers to use data– across screens—to produce actionable results 

In the US…1st Party & Custom Audiences 
Dominate Advanced Targeting

Advanced Audience Targeting

Target the same strategic or 1st party audience across TV & 
Digital

Cross-Screen Planning
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AUDIENCE 
CONCENTRATION

MAXIMUM REACH 
(FOR NEW PLANS)

EXTENDED REACH
(FOR EXISTING PLANS)

How Can Advertisers 
Use Data-Enabled TV?
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DETV Drives Measurable Brand Lift 
Case Study: Major Auto Advertiser

42%	

61%	

38%	 34%	

53%	54%	

77%	
62%	

41%	

62%	

Total In the Next 6 
Months 

In the next 6 
months to a year 

In the next 2+ 
years 

Brand Owner

Control Exposed

Q5.Which of the following vehicles have you heard of?
Base: Control / Exposed Total (500 / 500), In the next 6 Months (74/185), In the next 6 months to a year (61/104), In the next 2+ years (365/211), Brand Owner  (202/237)
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There Are Three Ultimate Truths

Viewability
Matters

Digital Can 
Learn from TV

Convergence 
Drives Optimal Results

eCPM
Lift (Awareness)

% Channel Lift vs. Control
Lift (Sales)

Advanced Targeting Index

$39.35

$27.00

No Viewability 
Restraints

Viewability 
Restraints

eCPM 40% lower when Viewability 
is a priority

22.7 22.7
28.1

Mobile PC TV+Digital

Cross-Screen Activation 
Drove 28% Lift

100
113

152

Baseline Purchase 
Intent

TV Demo 
Targeting

Additional Data 
Drove as much as 52% Lift

Source for Case Studies: Conversion Rate: Client Direct conversion data Q2 2016; Sales Lift: JD Powers O2O Index 
of Customers Per Unique Viewers Versus the Demo Segment. Data is based on cumulative sales from May 2015 – July 
2015 ; Message Awareness: Nielsen Digital Brand Effect (formerly known as OBE) 2016



25

Thank You
Questions?


