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PUTTING 
SCIENCE 
BEHIND THE 
STANDARDS
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HOW BIG 
IS THE 
VIEWABILITY 
PROBLEM?

2Source: Integral Ad Science
Statistic for the U.S.

57%
Of display ads are not 

human/viewable
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STANDARD BANNER ADS RICH MEDIA ADS VIDEO ADS

At least 50% in view
For a minimum of 1 second

At least 30% in view
For a minimum of 1 second

At least 50% in view
For a minimum of 2 consecutive seconds
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EFFECTIVE ADS THAT MEET THE 
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VIEWABILITY STANDARDS 
ACTUALLY ARE.
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1.

What value do ads that 
meet the MRC minimum 

viewability standard 
actually offer ?

2.

What is the relationship 
between viewability and 

ad effectiveness?

3.

How can marketers 
get the biggest bang 

for their buck?
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Present results from the first known study that scientifically ties 
viewability to ad effectiveness by testing the following hypotheses:

OUR GOAL IS NOT̂ Yå

Recommend changes to the MRC standard, or develop a new 
viewability standard

1. The more viewable an ad is, the more consumers will see it
2. As viewability increases, so does ad effectiveness
3. There are strategies advertisers can employ to make less viewable ads more effective
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RIGOROUS SCIENTIFIC TESTING
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Participants recruited from 
nationally representative 

online panel

Randomized into 1 of 189 
viewability test cells; Viewed 

webpage that matched their typical 
consumption habits

Subset of sample viewed webpage 
while being eye -tracked

Answered post -exposure survey 
for branding metrics
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189 DIFFERENT AD SCENARIOS WERE TESTED

8*Two standard display ad sizes tested; 1 per industry vertical
**Logo placement test cells only included for 1 ad type for 1 brand 

PERCENT IN VIEW TIMEIN VIEW AD TYPE INDUSTRY VERTICALLOGO PLACEMENT AUDIO SHARE OFVIEW
CONTEXTUAL 
RELEVANCE

25% .5 sec
Standard

Banner Ad
CPG Top On 1 of 1 ads In Context

30% 1 sec
Rich Media/ 

Large Format 
Ad

Auto Not at top Off 1 of 2 ads
Out of 

Context

50% 2 sec Video Ad 1 of 4 ads

75% 4 sec

100% 7 sec

Full 
Exposure
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CONTROLLING FOR VIEWABILITY
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î PERCENTIN VIEW ï

Ad was never more/less 
than the designated % in view

î TIMEIN VIEW ï

Test ad rotated to a house ad after the
designated time frame
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1.

Viewability is highly 
related to ad 
effectiveness

2.

How long the ad is in 
view matters more 

than how much of it is 
in view

3.

All ad strategies are 
not created equal: 
some help more at 
lower viewability 
levels than others

KEY FINDINGS
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WHAT VALUE DO ADS THAT MEET 
THE MRC MINIMUM STANDARD 

ACTUALLY OFFER
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UNDER MRC STANDARD AT MRC STANDARD ABOVE MRC STANDARD

NATURALLY, HIGHER VIEWABILITY = MORE EYEBALLS
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Consumers 
see ad

23%
Consumers 

see ad

48%

Consumers 
see ad

76%

Results include all ad types based on eye tracking data


