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Why Viewability?  

Why 
Viewability? 46%

 

of video ad impressions 

served are not viewable

56.1%
 

of display ad impressions

are not seen

Assessing viewable impressions began as a 

corrective measure within the industry. Several 

industry studies revealed the startling degree to 

which many display and video ads fall prey to bot-

traffic. In late 2014, Google released two studies 

that covered display and video ad viewability, which 

reported just how many ads were not actually 

viewed by people.

• Google’s The Importance of Being Seen study 

on display ads reported that nearly 56.1% of 

display ad impressions are not seen, with the 

average publisher display ad viewability being 

at 50.2%

• Google’s Are Your Video Ads Making an 

Impression? video ad study reported that 

only 54% of video ad impressions served 

are viewable on the web across desktop and 

mobile web (not including YouTube).

Additional studies by Making Measurement Make 

Sense (3MS) and others have led to some creative 

means for getting the message out.

The process of finding and removing impressions 

generated by bots, along with inventory which was 

highly unlikely to ever be seen, fostered the advent 

of viewability measurement. 

Technology has advanced to be able to measure 

time and pixels in view, after the ad is served 

This evolution of browser and ad technology has 

opened the doors for the industry to work together 

to create guidelines for measuring viewability. 

Collaboration within the industry through efforts like 

the IABs Making Measurements Make Sense (3MS), 

along with the lifting of advisory bans by the Media 

Ratings Council (MRC) for transacting on viewable 

impressions, have helped serve as a catalyst for 

further industry adoption. 
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We now have clearer industry standards:

• For a display ad to be considered viewable, 50% of the ad must be in 

view for at least 1 second. 

• For a video ad to be considered viewable, 50% of the ad must be in 

view for at least 2 consecutive seconds.

Viewable impressions have to get beyond an ad blocker in order to be 

measured, which serves to make them a stronger and more attractive 

currency at a time when the adoption of ad blockers is increasingly 

widespread. Most importantly, viewable impressions push all sides of the 

industry to focus on getting more in tune with the user experience. This has 

the effect of putting ads alongside high quality content, making them more 

likely to be transacted upon, and as such, an impression for an ad that has 

been qualified as viewable should demand a higher value than a traditional 

impression where viewability is in doubt.
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Where do I 
get started?

Begin by measuring your viewability. This 

involves selecting a measurement vendor, and 

understanding what data you will need to access in 

order to begin analyzing and optimizing for higher 

viewability numbers. 

• If you use DFP, Google’s Active View 

measurement offering is already included in 

your DFP network, is accredited by the MRC, 

and can be a good starting point.  

• The MRC has a list of accredited vendors, in 

addition to Google’s Active View offering. 

• Review viewable impression delivery and 

optimizations by ad slot size and page location, 

instead of a single network-wide percentage.

SELECT MEASUREMENT VENDOR

ACCESS DATA

OPTIMIZE FOR VIEWABILITY

Active View by Google and/or MRC Accredited Vendors

Where do I get started?  
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What are some 
viewability 
best practices 
for Ad Ops?

Once you have the reporting you need, you can begin the process of 

analysis and optimization, both for your sites as a whole and for individual 

ad campaigns that include viewable impression goals.  

• Ensure that the viewability measurer has been agreed to by the 

publisher and agency, and that you’re working with the appropriate 

data. This is particularly important now because ad ops teams are 

working in an environment where viewability is increasingly embraced 

as a currency, but measurements are still unreliable for certain types of 

ads and discrepancies between measurement vendors continue to be 

significant. 

• Check with Sales to verify what the terms are for the viewability 

guarantee for the campaign. Are they going by the MRC guidelines, 

or are they going with a different set of guidelines? While most of the 

industry has agreed to transact on MRC guidelines, some advertisers 

and agencies may have their own viewability standards, both in terms 

of the conditions that need to be met to qualify an impression as 

viewable and in terms of their viewability requirements for campaigns. 

• Schedule automated reporting to monitor ongoing campaign 

performance, making sure to monitor for discrepancies if you and the 

agency use different measurement vendors. 

• Approach viewability optimizations as a team effort, with your sales 

team and developers, to determine where ads are most likely to be 

viewed across breakpoints and to optimize for higher viewability.

Publisher and 
agency agree 

Approach 
viewability
as a team

Schedule 
automated 

reporting 

Sales verifies
terms for
viewability

What are some viewability best 
practices for Ad Ops?  
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What about 
programmatic 
inventory?

It is recommended to segment high viewability 

inventory and offer it at higher rates to buyers 

on programmatic exchanges, through private 

marketplace deals. 

Buyers are increasingly looking to buy viewable 

inventory even on the open marketplace, 

which means that optimizing your site for 

higher viewability will increasingly improve the 

performance of your programmatic ads as well.

What about programmatic inventory?  
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Viewability 
optimization 
recommendations:
Display Ads

For a display ad to be considered viewable, 50% of 

the ad must be in view for at least 1 second. There 

are a number of considerations to keep in mind as 

you work towards achieving this goal.

Optimize the time it takes for pages and ad 

requests to load 

Improving the speed of page loads and ad loads 

can have a positive impact on measurability, which 

can lead to higher viewability scores. Latency in ad 

rendering can have a particularly negative impact 

on viewability. This is a bit of a trade-off, because 

ad rendering latency is usually caused by loading 

heavy rich media ads, which can yield higher CPMs. 

Consider lazy loading ads that are not in view 

upon page load 

Load ads only when (or ideally, a few hundred 

pixels before) they come into view as a user 

scrolls down a page. However, it’s also important 

to understand that while lazy loading can improve 

viewability percentages, it can actually reduce 

overall inventory. 

Consider making certain ads sticky 

Sticky ads, also known as adhesion banners, are 

ads that stay fixed in a visible location while a user 

scrolls up or down through content on the page. 

Sticky ads can dramatically improve viewability 

numbers, but should be used sparingly to avoid 

disrupting user experience. At this time, we 

recommend limiting this functionality to only one 

slot per page, and using it only for ads that are at or 

under 300 pixels wide.  

Think carefully about where your ad slots are 

positioned on each page 

The single most important consideration for 

optimizing viewability is to make sure your ads are 

located near high quality, engaging content. If you 

have an ad slot on top of the page over the nav 

bar, move it below the nav bar or at the bottom 

of the screen (immediately above the fold). At the 

same time, think about user experience and avoid 

alienating your users by cluttering the page with 

too many ads above the fold or in between content. 

1. Loading Time

2. Lazy Loading

3. Sticky Ads

4. Ad Positioning Near
    Engaging Content
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Viewability 
optimization 
recommendations: 
Video Ads

For a video ad to be considered viewable per IAB standards, 

50% of the ad must be in view for at least 2 consecutive 

seconds. To optimize, consider the size and location of your video 

inventory. Videos that are located centrally in a high position on the page 

tend to have higher viewability scores. Videos on phones and tablets 

are significantly more viewable than desktop. Larger player sizes tend to 

correlate with higher viewability. 848x477 and 640x480 are two commonly 

used, highly viewable player sizes. Avoid 300x250 videos - despite their 

popularity, they consistently record very poor viewability scores.  

With HTML5 being more widely adopted, VPAID2 JS has followed suit. For 

publishers that have not yet updated their players with SDKs that support 

VPAID2 JS, it’s strongly advised to begin that process. Agencies are using 

VPAID for video viewability measurements for video campaigns with 

viewable impression guarantees (if publisher-side measurement vendors 

are not already negotiated by both parties). Google’s IMA HTML5 SDK has 

recently been updated to support VPAID2 JS, with some caveats. Agencies 

are continuing to further adopt VPAID2 JS asset options in VPAID creatives 

that traditionally would only use swf VPAID in order to help adapt to a more 

HTML5 centered workflow.

2

3

3

114

4

4. Players that support VPAID2 JS

1. Centrally Located

2. Mobile/Tablets are more viewable

3. Larger Player Sizes 
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Technical 
Considerations 
& Suggestions

Understanding the viewability measurements requires 

a slightly different approach than traditional metrics. 
The viewable impression guidelines are designed as an accepted 

understanding that if an ad displays at least 50% of the pixels in view for 

at least 1 second, then there most likely is a set of human eyes watching 

the screen. 

 

It’s important to keep in mind that viewable impression measurement is 

designed to operate and take place within a machine system. Machine 

operations are trying to account for human behavior. There are a lot 

of assumptions that humans naturally make, that machines don’t 

necessarily consider. 

For example: A user scrolls to mid-page before the top banner fully loads, 

failing to initially meet the viewable requirement. 

• It’s human to assume that if the user scrolls back to the top of the 

screen with the banner fully visible, that the banner would then count 

the impression as a viewable impression.  

• Unfortunately, until recently, most measures would only give one 

opportunity for the impression to meet the requirement. If the user 

scrolled down before the top banner was fully in view, the opportunity 

was blown. This is improving, but is an example of how machine 

measurements don’t always align with human expectations. 

Technical Considerations & Suggestions
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Imagine trying to locate and view your hometown from a space 

station orbiting the Earth: 

• You’re going to want to know where on the grid to look

• You’re going to want to know how big of a section on the grid your 

hometown covers. 

• You’re going want to be able to locate, position and zero in to sharply 

focus on that section as quickly as possible, before the station travels 

out of range.

• If your hometown happens to be a large city, it will be easier to locate. 

The methods below will help the measurer locate and measure 
the ads on the page in a similar way:

Consistently communicate dimensions

• Measurements have the greatest chance of success when the ad 

request size matches the creative size returned from the ad server.

• Example:  Avoid serving a 300x600 creative to a 300x250 

ad request. 

Ensure the ad slot can be clearly accessed, from within the x/y axis

• A lot of measurers also rely on the x/y axis to determine how much of 

the creative is in view. Positioning tricks that may allow the creative 

to display, but have the container load off-screen, can cause issues 

with measurements. 

Viewability measurements also rely on accessing and communicating 

within the page

• Displaying ads within cross-domain iframes essentially creates a 

brick wall around the creative that a measurer is unable to access 

and get visibility into. 

Load ads nimble, load ads quick

• Timing is key for successful measuring. The longer it takes for the 

ad to display, the shorter the window of opportunity becomes to 

meet the time requirement. 

• Synchronous ad requests put additional strain on the user 

experience, which can also lead to erratic and reactionary user 

behavior. If the user is waiting for content to load because there 

are 5 ad slots loading synchronously in the page, they might get 

scroll-crazy or go elsewhere. 

Key takeaway

Move toward loading ads as they’re coming into view, 

and load them as quickly as possible. Keep the lines 

of communication clear, and work toward placing ad 

slots logically within the viewport. 

Technical Considerations & Suggestions
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