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Why Independent 3" Party Verification is
Essential?

Victor Cheng

Vice President, North Asia, comScore

& COMSCORE

For info about the proprietary technology used in comScore products, refer to http:/comscore.com/About_comScore/Patents
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 What you need to know about Ad Verification?

& COMSCORE.

© comScore, Inc. Proprietary.



Who are we?




Massive, Unparalleled Data Sources
Provide the foundation for comScore products, enable precision & scale

PARTNER
DEMO DATA

-

CENSUS
NETWORK

(100
4

~2 Million 1.8 Trillion 1.6 Billion
Person Global Digital Demographic
Global Panel Interactions/Month Profiles
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3rd Largest Commercial Crawler Dec17

They Know What You Clicked Last Summer

Percentage of global page loads tracked by the following companies

GO gle — 64.4%

] COMSCORE  c——(O) 12.2%

28.8%

' e—0 11.0%
amazon  ess—0 10.5%
Yandex —em=0 5.0%
criteol.. =m0 6.5%

O New Relic. a0 5.9%

Based on the analysis of more than 144 million page loads

by 850,000 users in more than 20 countries -
&1 COMSCORE ©O®O statista %

@StatistaCharts  Sources: Ghostery, Cligz https://www statista.com/chart/ 12 236/reac h-of-com panies-tracking-online-be havi or/




Independent verification = 3 party data?

Ist vs. 2nd vs. 3rd party data

5] COMSCORE.

= s
e 8 O

party party

data data
First-party data is Second-party data is similar to
data a company first-party data, except the
collects directly from original company is sharing its
its customers data directly with a second-party

5
data

Third-party data is data that is
collected from customers by a
company that isn't directly
involved in the transaction

© comScore, Inc. Proprietary.



International Industry Bodies

iab.

Accrediled by
Media
Rasng Counal*

] COMSCORE.

Interactive Advertising Bureau — Non-profit making organization form by
media and tech companies covering all buying, selling, delivering and
optimizing sides. Mission is to help growing the digital ad industry
through setting industry standard, sharing best practices and educating
the market.

Media Rating Council — Another non-profit marking organization which
mission is to assure audience measurement services are valid, reliable
and effective via accreditation for measurement bodies.

© comScore, Inc. Proprietary.



IAB Standards for Viewability

Display: Video:
Standard: 50% of ad in

: 50% of ad in view for at
view for at least 1 second

least 2 consecutive
seconds

Large: 30% of ad in view
for at least 1 second

@ COI I I S CO RE comScore is MRC-accredited for display and video viewability across desktop, mobile web, and mobile in-app

Mobile:

Display: 50% of ad in view for
at least 1 second

Video: 50% of ad in view for at
least 2 consecutive seconds

Accredited by

ited by
Media i
Rating Council® © comScore, Inc. Proprietary.




Accredited Measurement Company

VCE L1 [

DESKTOP MOBILE App MOBILE Browser

INVALID TRAFFIC
(SOPHISTICATED &
GENERAL)

VIEWABILITY

v MRC-accredited
v Under reviewed

vV V
vV V #

Accredited by
Medi

AUDIENCE
(AGE, GENDER,
ETHNICITY, UV, GRP)

a
Rating Council®

CO m S CO R E Includes display and video ads _
. Facebook viewability metrics are not accredited by the MRC. © comScore, Inc. Proprietary.
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Shining a light in digital’s dark corners

SI2CINIBC HOMEINTL v NEWS MARKETS INVESTING TECH MAKEIT VIDEO SHOWS MORE ~  SUBSCRIBE> -LIVETV WATCHLISTH

N { >

Businesses could lose $16.4 billion to online
advertlsmg fraud In 2017 Report

Lucy Handley | Publishe 6 PM ET Wed, 15 March 2017 ated 11:44 AM ET Thu, 13 Apr
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Prohibited growth of programmatic buy

eMarketer Releases New US

Programmatic Ad Spending Figures

By 2019, 83.6% of US digital display ad dollars will transact
programmatically

=] COMSCORE

US Programmatic Digital Display Ad Spending,
2015-2019

bilhons, % change and % of total digital display ad spending*
$45.72

2015 2016 2017 2018 2019

B Programmatic digital display ad spending
B % change 1 % of total digital display ad spending*

Note: digital dispiay ads transacted wvia an AP, including everything from
publisher-erected APIs to more standarcized RTB technology, includes
native ads and ads on social networks like Facebook and Twitter; includes
aavertising that appears on desktop/aptop computers, mobile phones,
tablets and other internet-connected devices; *includes banners, rnch
media, sponsorship, video and other

Source: eMarketer, Oct 2017

231119

www eMarketer.com

© comScore, Inc. Proprietary.
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MEDIA TRANSPARENCY
...Regardless of how much we respect the people from whom we buy our media, we need an
objective, impartial judge to perform the measurement. Too many players are self reporfing,

and incredibly, we as clients, are still tolerating it, accepting excuses like “we have a
walled garden” or “technology won't allow it.”

This is like letting a fox guard the henhouse. It's a bad idea putting someone in charge of a job
where there’s a conflict of interest...

- Marc Pritchard, Chief Brand Officer, P&G
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iab. Guideline to Ad Verification

“Ad Verification is a service that offers technology to ensure (buyers) that ads
appear on intended sites and reach the target audience.”

- Site Context Viewability @&
 Geo-Targeting

Invalid traffic ()
 Ad Placement

Brand safet
 Competitive Separation Y x

Geography

 Fraud Detection

=] COMSCORE o comScore, ne. Proprotay.



About Viewability
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Viewability: Picture this... Nearly half of your
ads may not have the opportunity to be seen

uk Germany
a9y, 90%

Canada

559%, . ‘ Italy
Spain France 54%
54% 50%

Mexico
54%

Brazil
53%

Australia
48%

@ Com S CO RE Source: comScore Advertising Benchmark Q1 2017 © comScore , Inc. Proprietary.



Viewability rates are somewhat more
problematic with programmatic

Vlewablllty rates Video rates
Desktop display Desktop display
‘59 8%’ ‘56 2%' ‘78 3%’ ‘60 7%'
Direct Programmatic Direct Programmatic

@ Com S CO RE Source: comScore Advertising Benchmark US Q1 2017 © comScore , Inc. Proprietary.



Ads on Premium Publishers more likely to be
viewable, driven by a lower incidence of IVT

G % viewable Q) % invalid traffic

3.5%

50 0/0 45% 2 _ 2% Non-Premium

Premium
Publishers Non-Premium
Publishers

Publishers
Premium

Publishers

@ Com S CO RE Source: comScore Halo Effect Study 2016 © comScore , Inc. Proprietary.



About Brand Safety
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Brand Safety: What is harmful varies from client
to client

| TTT=
® ()

PORNOGRAPHY NUDITY POLITICS SOCIAL MEDIA NEWS EVENTS

® @

BOTS, ILLEGAL RACEHATE
CONTENT,
IP FRAUD ETC.

5] COMSCORE. o comSeor, . Propretan.
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comScore Activation™

https://hk.news.appledaily.com/international/ daily/article/20150413/1911 0494

Brand Safety

"brandprotection":{
"rating":{
"pgl3":1

"nonstandardcontent" : {
"accidents":1,
"negative news":1

Topical Nodes

{ "weight":100,
"name":"ferrari vehicles"},
{ "weight":60,
"name": "rear-wheel-drive vehicles"},
{ "weight":60,
"name":"car classifications"},
{ "weight":49,
"name":"ferrari"},
{ "weight":45,
"name" : "automobiles"},
{ "weight":41,

"name":"sports racing cars"}

Contextual Categories
"category":|

{ "weight":100,
"name" : "Automotive"},

{ "weight":100,
"name":"News"},

{ "weight":100,

"name" : "Automotive: :Performance Vehicles"},

© comScore, Inc. Proprietary.




In today’s digital landscape, you need the most accurate data to reach the
RIGHT PERSON in the RIGHT PLACE with the RIGHT MESSAGE.

Understand your data providers and their verification vendor

 Work more or even just work with quality platform

Define your campaign KPIs and do care about your€¢ampaign

Make it an industry move



Thank You

Victor Cheng
Vice President, North Asia, comScore

WWW.Comscore.com y @comScoreAPAC m www.linkedin.com/company/comscore n www.facebook.com/comscoreinc

& COMSCORE

For info about the proprietary technology used in comScore products, refer to http:/comscore.com/About_comScore/Patents
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Brand Lift Surveyfz

1t iX:Panel PICHD Ln{Track} EXBIIRHES

g Ui EFiN
\ )
\\ Map with panels of , I
cooperative survey =
Exposed partner and deliver Brand Lift Survey
(Monitored by Ad Tracking) online questionnaire
———D - ESHIZ

u - mEHEE i
w laHzalilo - SRS -
B A /’ - WA o

’ - [RREE

Control
(Did not see Ad)
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