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Ad viewability:
hold your agency to account



For an advertisement to have maximum  
impact, it must be seen—and media  
managers have long struggled to show 
that their digital advertising spending has 
had the hoped-for impact. But what is a 
fair metric for measuring the impact of 
digital advertising? And is your agency 
ensuring that your media buck gives you 
maximum bang?

Click-through rates are historically the 
metric which agencies and affiliate sellers 
used to measure the impact of media. This 
is despite the fact that fraud plagues click-
through rates, and that users may engage 
with an advertisement despite not clicking 
on it, for instance by opening a separate 
window that goes directly to a website. 
Click-through rates often makes a  
campaign seem more—or less—effective 
than it really is.

Click-centric campaign evaluation therefore 
conceal much in the way of actionable  
information. An increasingly important  
parameter is “viewability”. However, 
adoption has been slow and standards 
agencies across the globe have different 
definitions and standards: the Interactive 
Advertising Bureau (IAB) defines a “viewable” 
impression as one that, for at least one 
second, is 50 percent visible. But is this a 
glass half full or half empty? For video  
content, the Media Rating Council (MRC) 
the standard is 50 percent viewable for 2 
seconds, while larger desktop adverts should 
be 30 percent viewable for one second.

Ensuring that you get higher value  
for your media budget means both asking 
your agency the right questions, and holding 
them to transparency standards, and  
rigorous industry benchmarks.
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With years of experience in the digital 
media space, ECI recommends that you 
ask your agency the right questions. Key, 
here, is the question of viewability: is your 
agency doing all it can to ensure that your 
media is viewable?

Is your agency optimising your 
media for different devices?  
According a 2014 study by 
Google*, “above the fold” is the 
place to be, but varies from device 
to device; an advertisement 
placed above the fold on the 
web-version of a page may not 
be above the fold in the mobile 
version of the page. Maximising 
effect may therefore mean 
optimising media design and 
placement. Media shape  
matters too. According to 
Google, the most viewable size 

is a vertical 160x600 advertisement.
However, different shapes can have  

different impact in different contexts.  

Rich content increases viewability—but 
is often disliked by users. How does your 

agency respond to these concerns?
The conventional wisdom is to align your 
media content with other rich content 
on the page. However, when there is too 
much content on the page this detracts 
from the user experience, something that 
advertisers are increasingly concerned 
about. However, interesting content draws 
readers and may be more effective than 
bright colours.

Ultimately, measuring the impact of your 
media strategy boils down to your ability 
to measure it. Viewability is an important 
parameter to consider, but agencies and 
affiliate sellers may need to be nudged to 
deliver transparent metrics that comply with 
this and other standards. Is your agency 
making use of viewability metrics—and how 
do they compare to industry standards?

*Google, “The Importance of Being Seen:  
Viewability Insights for Digital Marketers and  
Publishers” study, November 2014

Viewability benchmarks
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About ECI

C O N TAC T S

The digital landscape is changing; your 
media management strategy needs to 
change with it. But change can be a  
force for good: ECI, the market’s fastest 
growing global media management  
company, can help you make your media 
budget generate higher value, harnessing 
these changes.

Ours is a new breed of media auditing 
and performance management company, 
and we are leading the charge when it 
comes sophisticated media benchmarking  
services, delivering higher value, and 
making a media-led impact. Our approach 
to digital media is forensic and fact based, 
and we make use of world-class talent 
and proprietary technology to maximize 
your firm’s digital impact.

Today’s dynamic and fast-paced media 
landscape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies.  
ECI offers all of these things, and more, 
from media auditing to KPI setting and 
management, and pitch consulting.

We operate across the Americas,  
Europe and Asia. Our clients are some  
of the world’s largest advertisers, and our 
network of owned offices and leading  
affiliates support them through high  
level media intelligence and rigorous 
benchmarking. Ultimately, we provide  
the in-sight, experience, and savvy that  
assists our clients in making sure that 
their advertising expenditure and agency 
relationships generate higher value.

To speak to one of our senior  
management team about any of our  
services please contact: 

Fredrik Kinge 
CEO 
+46 (0)704 24 03 70 
fredrik.kinge@ecimm.com

Joakim Attack 
Chief Commercial Officer
+46 (0)705 46 68 06
joakim.attack@ecimm.com

Peter Kusoffsky
CEO North America 
+1 201 257 7856
peter.kusoffsky@ecimm.com

Stephanie Chastan
Senior VP Business Development North America 
+1 917 838 8170
stephanie.chastan@ecimm.com




