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The digital landscape continues to rapidly evolve, expanding beyond the developments 
we’ve come to expect across environments, formats, or channels. We’re now experiencing 
the groundbreaking advancement of AI and machine-learning technology, which only creates 
more unpredictability – and opportunity – for marketers.

Along with these opportunities, 2022 brought plenty of evolution in media quality. Viewability 
continued on an upward trend globally, and while rates were highest in the Americas, it was 
APAC that led the charge with the most significant increase in viewability since 2019. 
Time-in-view continued on a long-term downward trend worldwide, and any country-level 
increases proved to be short lived. On the other hand, ad fraud appeared stable from a 
global perspective, but regional data revealed opposing trends in the Americas and EMEA. 
Our research also found a considerable uptick in Quality Path Optimization adoption among 
marketers worldwide, signaling a greater desire for solutions that maximize ROI.

The evidence is clear — marketers are embracing change, and we are too. In this edition of 
the Media Quality Report (MQR), marketers can now make data-driven decisions even faster 
with the MQR companion workbook that simplifies integration across media optimization 
systems, helping to efficiently benchmark campaign performance.

The annual MQR has become the gold standard that gives marketers, publishers, and 
platforms across the globe actionable metrics to make informed marketing decisions. I look 
forward to sharing our latest industry-leading benchmarks with you to drive superior results 
for your business.

Lisa Utzschneider
Chief Executive Officer
Integral Ad Science
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Global insights are provided alongside regional analysis for the Americas, APAC and EMEA, as well 
as country-level and indexed vertical benchmarks for display and video ad formats across 
desktop, mobile web, mobile app, and connected TV (CTV) environments. 

In 2022, viewability improved across all regions, with APAC advancing the most and the Americas 
maintaining the highest viewability average of any region. Time-in-view has declined again, 
continuing a multi-year slide across all regions, with averages coalescing at 15 seconds in the 
mobile web display format, where the majority of ad spend budgets are allocated worldwide. 

Global ad fraud rates remained stable, but a closer look by region shows ad fraud violations on 
desktop display and video lowered slightly in the Americas, jumped in EMEA, and were mixed in 
APAC.

HIGHLIGHTS

➔ Viewability continues to 
climb to new heights, but 
at a slower rate.

➔ Brand risk remains on a 
steep decline as brand 
suitability strategies 
continue to utilize 
contextual controls and 
brand safety tools.

OPPORTUNITIES

➔ Time-in-view remains on a 
downward slope since 2019. But 
IAS research has found that 
time-in-view may be headed 
toward the sweet spot for 
cost-effective attention. 

➔ Ad fraud has risen significantly 
since 2019, driven by fraud 
violations on desktop and major 
global sporting events. But the 
long-term hike leveled-off in 
2022 as adoption of anti-fraud 
strategies continues.

% Change Brand risk Ad fraudTime-in-viewViewability

Since 2021

Since 2019

+2% -2% +6%-28%

+9% -12% +13%-71%

Global media quality evolution (2019 – 2022)
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The world was first introduced to 
standardized digital media verification in The 
Guiding Principles of Digital Measurement, a 
2007 research study published by the 
Interactive Advertising Bureau, the 
Association of National Advertisers, and the 
American Association of Advertising 
Agencies.1 In this report, this trade group 
collective introduced viewability and a set of 
principles they characterized as “the 
foundation of making measurement make 
sense.”

The history of standardized digital media verification

That’s where the Media Quality Report (MQR) 
comes in. The first MQR arrived in 2016, and 
since then, it has become the benchmark for 
advertisers and publishers to gauge their 
performance across devices, formats, and 
geographies around the world. 

The MQR continues to provide industry 
experts with the most accurate and actionable 
data in each market. Designed by IAS’s Data 
Science team, the MQR methodology 
computes and analyzes billions of 
performance data events at the impression 
level, expunges outlier data through 
multi-level volume thresholds across 
environments, and incorporates syndicated 
market-by-market digital media estimates to 
harmonize the data for the most accurate 
representation of each country.

Despite this influential report, widespread 
adoption of media verification took time. In 
fact, in 2013, a first-of-its-kind study found 
that only 46% of display ads were viewable.2 
A year later, the Media Rating Council (MRC) 
formally issued Viewable Ad Impression 
Measurement Guidelines, codifying the 
parameters for viewable impressions.3

Viewability then became the most widely used 
performance measure for digital ad 
campaigns. As advertisers embraced the MRC 
standard for viewability, it soon became 
evident that the industry would require 
benchmarks for viewability and other media 
quality metrics, like ad fraud, brand risk, and 
time-in-view, that would supply the 
fundamental tools needed to optimize digital 
advertising strategies.

The MQR remains the fundamental benchmark 
for digital media performance, providing the 
most actionable data for superior results — 
and we’re pleased to present to you the 18th 
Edition of the Media Quality Report.

Measurement
ˈme-zhər-mənt

A figure obtained by a simple act of 
measuring.

Benchmark
ˈbench-ˌmärk

A standard by which others may be 
measured.
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In the 18th Edition of the Media Quality 
Report, innovation is at the forefront. All 
performance benchmarks are available 
in a companion workbook that will ease 
integration across all media optimization 
systems for ad buyers and sellers 
worldwide.

Additionally, 10 new geos have been 
included in the report for the first time, 
including regional benchmarks for the 
Americas, APAC, and EMEA, as well as 
seven individual markets.

Going forward, the report will provide 
deeper insights into media quality, 
including retrospective observations 
and forward-looking examinations that 
will enable marketers to better optimize 
media performance and support 
informed decisions for media strategies 
across the supply path.

A leap forward for the Media Quality Report

https://go.integralads.com/rs/469-VBI-606/images/GLB_18th_Ed_MQR_Companion_Workbook_IAS.xlsx
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Viewability
Per the Media Ratings Council (MRC) 
standards, a display ad impression is 
considered viewable if at least 50% of pixels 
are on screen for at least one second after the 
ad has rendered. A video ad impression is 
viewable if the ad is playing while at least 50% 
of the pixels are on screen for at least two 
continuous seconds.

Ad Completion
Represents the share of viewable video ad 
impressions that remained in view through 
each quartile of the advertisement play time.

Brand Risk
Impressions on pages that are flagged for 
posing various levels of harm to brand image 
and/or reputation through association, based 
on eight core content categories: Adult, 
Alcohol, Gambling, Hate Speech, Illegal 
Downloads, Illegal Drugs, Offensive Language, 
and Violence.

Time-in-View
Time-in-view is the average duration that a 
viewable impression remains in view. 
Impressions that are not viewable according 
to the Media Ratings Council (MRC) standard 
are not included in this calculation.

Ad Fraud
Any impressions resulting from a deliberate 
activity that prevents the proper delivery of 
ads to real people, at the right time, in the 
right place — resulting in financial or 
opportunity loss by the advertiser and/or 
publisher in a particular transaction.

Optimized Fraud
Optimized fraud benchmarks represent 
campaigns that were executed with a fraud 
mitigation strategy.

Non-Optimized Fraud
Non-optimized fraud benchmarks represent 
campaigns that did not incorporate a form of 
fraud mitigation strategy. These benchmarks 
reflect a global average.
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KEY TREND #1

Annual viewability averages worldwide have risen 9% between 2019 and 2022. The long-term 
upward trend has pushed average viewability levels to hover between 70% and 75% for several 
years, with the global average reaching 73.6% in H2 2022.

Regional Breakdown

➔ Americas: The Americas experienced a modest rise in viewability, keeping the regional 
average higher than in any other region.

➔ APAC: Viewability improved the most of any region in APAC to reach an average of 70.5%.

➔ EMEA: Viewability in EMEA also improved at a double digit pace, reaching 71.5%.

Average Viewability by Region, % viewability and % change

Geo H1 2019 H2 2022 % change

Worldwide 66.5% 73.6% +10.6%

Americas 67.4% 74.0% +9.9%

APAC 62.2% 70.5% +13.4%

EMEA 63.6% 71.5% +12.5%

HIGHLIGHTS

➔ Viewability continues on a long-term upward trend
➔ Time-in-view remains on a downward trajectory, but opportunity lies ahead
➔ Viewability and time-in-view take center stage as key measures to capitalize on 

attention
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Average viewability experienced its 
most recent worldwide decline, 
dropping 0.9 percentage points (pp) in 
the back half of 2022 compared to the 
first half, but still up 0.7pp annually.

KEY TREND #1

More on Viewability
The quest to achieve 100% viewability is a central 
aspect of digital advertising strategies for 
marketers across the globe, but financial cost is a 
major factor to consider. 

Research shows that, while higher viewability is 
beneficial, optimizing viewability simply to reach 
industry standards may result in minimal return on 
ad spend (ROAS). By using the appropriate pre-bid 
segments, media experts can maintain high 
viewability, maximize conversions, maintain a 
competitive cost-per-conversion, and minimize the 
impact on scale.4

Regional Breakdown

➔ Americas: Viewability remains highest in the Americas, including an uninterrupted growth 
streak since H1 2021. Close alignment across the largest markets in the region has lifted 
viewability performance across devices and formats.

➔ APAC & EMEA: Overall viewability declined slightly across APAC and EMEA in 2022, partly 
due to the widening gap in viewability rates between video and display in both regions. 
Greater divergence in country-by-country viewability rates added further downward 
pressure — particularly in APAC where a 25-point gap separated the desktop display 
viewability rates of Japan (49.1%) and Australia (74.2%).

Viewability | Overall | Worldwide
H1 2019 - 2022

Viewability | Overall | by Region
H1 2019 - 2022



MEDIA QUALITY REPORT

Viewability and Time-in-View 
Maintain Opposite Momentum

11

While viewability has been on the rise, annual time-in-view averages have declined since 2020 
when a historical high of 18.40 seconds was registered. Since then, there has been a steady 
decline in time-in-view, reaching 16.43 seconds in H2 2022, representing an 8.5% long-term 
reduction between 2019 and 2022.

KEY TREND #1

Regional Breakdown
Americas, APAC, and EMEA

The descent in average time-in-view is generalized across regions and at the country level. 
Increases at the country level are typically short-lived, with the downward trend continuing in 
every device, country, and region.

Mobile web display, for example, is one of the most used formats worldwide — but it has 
experienced a decline in time-in-view across regions and countries. Even outliers like Argentina, 
Indonesia, and Vietnam, where advertisers can count on significantly higher time-in-view 
averages, have shown lowering long-term trends towards the 15-second mark.

Time-in-View (seconds) | Overall | Worldwide
H1 2019 - 2022

Time-in-View | Mobile Web Display | Americas
H1 2019 - 2022

Time-in-View | Mobile Web Display | EMEA
H1 2019 - 2022

Time-in-View | Mobile Web Display | APAC
H1 2019 - 2022
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Shorter time-in-view may seem undesirable, but a longer time on screen isn’t always the key to 
driving cost effectiveness. While longer time-in-view is the strongest driver of incremental sales, 
IAS found that the time-in-view sweet spot to maximize ROAS is actually lower.

IAS partnered with Catalina and a top CPG brand to study how viewability and time-in-view impact 
incremental sales and ROAS. In this study, we found ads that remained in view for 11 seconds or 
more drove the highest percentage of incremental sales. However, ads that remained in-view 
between three and 10 seconds hit the sweet spot: they were highest on the incremental index — 
driving additional sales and boosting ROAS for the CPG brand compared to both shorter and 
longer time-in-view ranges.5

KEY TREND #1

Trend Spotlight: How time-in-view impacts business results

MORE FINDINGS FROM THE 
STUDY

➔ Sales lift in the exposed test 
group rose 3.3% compared to 
the unexposed control group

➔ 74% of incremental sales from 
the exposed test campaign were 
driven by the in-view audience

➔ ROAS increased 180% for the 
in-view group when compared to 
those not-in-view 

30%

21.6%

0-2 
seconds

29%
34%

3-10 
seconds

41%
44.6%

11+ 
seconds

72 118 108

IAS time-in-view 
percentage

Incremental sales 
percentage

Incremental 
index

Time-in-view incremental index:

https://integralads.com/insider/driving-outcomes-viewability-research/
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IAS’s research-backed Attention model shows 
that viewability and time-in-view are two 
Visibility metrics that are fundamental to 
measure the validity of the impressions being 
served. These are baseline measures 
advertisers should optimize first. Without 
Visibility measures, attention cannot occur.6

KEY TREND #1

Attention
at· ten· tion (ə-ˈten(t)-shən)

A measure of whether or not an ad is 
resonating with consumers and can be 
linked to business results.

Bottom line

IAS’s Attention Model

Attention Results
➔ Brand impact
➔ Conversions
➔ ROI

Visibility +
Situation +
Interaction =

Attention is a function of Visibility, Situation, and Interaction and must drive business results.

https://integralads.com/insider/taking-action-on-attention/
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KEY TREND #2

Desktop Display & Video

Global ad fraud rates remained stable for 
protected campaigns (i.e., optimized against 
ad fraud), but at historically high levels on 
desktop. The global ad fraud rate on desktop 
remained stable in annual comparisons, 
reaching 1.39% for display and 1.30% for video 
in H2 2022. But these rates represent a 
heightened threat from pre-pandemic levels, 
which peaked at 1.10% for worldwide desktop 
display in H2 2019.

HIGHLIGHTS

➔ Fraud rates remained historically high on desktop and historically low on mobile web
➔ Monthly spikes in fraud violations impacted key verticals and individual markets 

around the time of two major sporting events — the 2022 Winter Olympics and the 
FIFA World Cup Qatar 2022.

By the end of 2020, ad spending accelerated as video streaming consumption grew robustly,7 with 
a full recovery in ad spend materializing in 2021 with a 29.5% growth rate year-over-year.8 Fraud 
violations on desktop started to climb again in H2 2020, but ad fraud rates eventually stabilized in 
late 2021 and have remained constant since.

Mobile Web Display & Video

Mobile ad fraud rates also dropped in the first half of 2020 — and they’ve since stayed below 
pre-pandemic levels. Consumer activity on mobile devices never wavered, with daily time spent by 
U.S. consumers on mobile phones rising 17.3% in 2020 and continuous growth following. Mobile ad 
spend followed, trending upward each year of this decade so far and taking a 76.1% share of global 
digital ad spending in 2023.9 

However, ad fraud rates have remained below 0.5% for mobile web video and display since 
dropping to those levels in 2020. In fact, fraud violations in mobile web environments declined 
slightly in 2022, with the ad fraud rates for display and video dropping roughly 0.10 points 
year-over-year in H2 2022.

Ad Fraud by Environment and Format | Worldwide
H1 2019 - 2022
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KEY TREND #2

Marketers are continuing to invest in 
machine-learning solutions, pre-bid segments, 
and other optimization strategies that ensure 
ads reach real people on legitimate publishers, 
particularly on mobile where the majority of ad 
budgets are spent. In 2022, the volume of 
mobile ad campaigns running without 
anti-fraud strategies (i.e., non-optimized) 
dropped 25% year-over-year to represent 
0.6% of all mobile campaigns monitored by 
IAS worldwide, down from a 1.0% share in 
2019, a 42% long-term volume reduction.

Regional Breakdown

While global ad fraud rates seem stable, a closer look at regional data reveals divergent trends. 
The rate of fraud violations for desktop impressions in the Americas and EMEA moved in 
opposite directions, while APAC experienced mixed trends across both desktop display and 
video in H2 2022.

➔ Americas: Average ad fraud rates on desktop trended slightly lower, with fraud 
violations lowering by 0.12pp year-over-year for display ads and 0.05pp year-over-year 
for video impressions.

➔ APAC: Desktop ad fraud rates rose a quarter of a point year-over-year to 2.10% for 
display, but dropped 1.21 points year-over-year to 1.64% for video impressions.

➔ EMEA: Average ad fraud rates rose by more than 0.20 points year-over-year in both 
desktop formats.

-43%

37%

-25%

Non-Optimized Mobile Ad Campaign Volume, % change YOY
2019 - 2022

Ad Fraud | Desktop Display | by Region
H1 2021 & H2 2022

Ad Fraud | Desktop Video | by Region
H1 2021 & H2 2022
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Daily ad fraud rates spiked in key markets during the 2022 Winter Olympics and the FIFA World 
Cup Qatar 2022 due to Sophisticated Invalid Traffic (SIVT), highlighting that ads are more 
vulnerable to fraud during major global events.

➔ Global ad fraud rates nearly doubled during the 2022 Winter Olympics, generating an 
additional 181 million ad fraud violations.

➔ U.S. ad fraud rates doubled during the 2022 Winter Olympics, generating an additional 77 
million ad fraud violations.

➔ Mexico ad fraud rates doubled during the FIFA World Cup Qatar 2022, generating an 
additional 8.3 million ad fraud violations.

Trend Spotlight: The 2022 Winter Olympics and the FIFA World Cup Qatar 2022

KEY TREND #2

1.5%

1.0%

JAN FEB MAR
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0.75%

1.00%

0.25%
APR

Ad Fraud Benchmark

7 Day Ad Fraud Rate Avg

7 Day Avg Above Benchmark

7 Day Avg Below Benchmark

7 Day Average Global Ad Fraud Rate
January 2022 through March 2022

7 Day Average Ad Fraud Rate in Mexico
October 2022 through January 2023
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Monthly spikes in fraud violations impacted key verticals around the time of both the 2022 Winter 
Olympics and FIFA World Cup Qatar 2022.

KEY TREND #2

FIFA World Cup Qatar 2022

➔ U.S.: Ad fraud overindexed for all verticals 
except Retail, and spiked for Travel & 
Entertainment.

➔ APAC: Finance and Technology & 
Telecommunications overindexed in both 
November and December, Travel & 
Entertainment overindexed in December, 
spiking compared to previous months.

➔ EMEA: Ad fraud violations spiked for the 
Finance vertical, but without overindexing. 
No other vertical experienced significant 
levels of incremental ad fraud activity.

2022 Winter Olympics

➔ U.S.: Ad fraud overindexed for all 
verticals except CPG, and spiked for 
Travel & Entertainment.

➔ APAC: Ad fraud overindexed for Auto, 
Travel & Entertainment, and 
Technology & Telecommunications.

➔ EMEA: Ad fraud overindexed for Retail 
and Technology & 
Telecommunications, with a significant 
spike for Travel & Entertainment.

Note: the index represents how much better or worse each metric scored compared to the global average

Trend Spotlight: The 2022 Winter Olympics and the FIFA World Cup Qatar 2022

Travel & Entertainment Ad Fraud Indices Rise During Major Events

Winter Olympics 
Events

World Cup 
Events
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KEY TREND #3

HIGHLIGHTS

➔ Quality Path Optimization (QPO) uptake among ad buyers rose 533% 
throughout 2022, with an additional 42% expansion in Q1 2023

➔ The number of campaigns monitoring their supply path increased 9x 
between February and December 2022

➔ Optimized supply paths have an average quality rate of 84%, compared to 
54% for non-optimized

➔ Optimized supply paths drive conversions at a 25% lower 
cost-per-conversion 

QPO offers a technology-driven evolution of 
supply path optimization (SPO). Traditional 
SPO strategies came into existence as ad 
buyers sought to minimize the number of 
partners needed to access supply at the 
lowest possible cost. It’s a cost-centric and 
cost-effective approach that focuses on CPM 
reduction to maximize advertising budgets.

SPO adoption is widespread, with 94% of 
digital media experts using the strategy in 
2022 or planning to implement it in the next 12 
months. More than nine-in-10 media experts 
say quality spend by SSP is important for 
evaluating supply paths, but less than half of 
them believe that basic SPO tactics allow 
advertisers to efficiently allocate ad spend.10

QPO layers in a quality assessment based on metrics like viewability, brand safety, and anti-fraud 
protection to identify channels for purchasing high quality supply at the most efficient cost. 
Instead of simply minimizing CPM, QPO solutions focus on maximizing ROAS.

Quality Path Optimization
The process through which ad buyers look 
at both quality and cost to identify 
channels for purchasing cost efficient, 
high quality supply

Supply Path Optimization
The process through which ad buyers look 
to remove redundant intermediaries and 
streamline their access to supply at the 
lowest possible cost11

The Supply Path

Advertiser 
or agency DSP SSP Publisher Domain
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KEY TREND #3

The number of ad buyers who have adopted QPO through investment in solutions like IAS’s 
Total VisibilityTM rose more than 6x throughout 2022. The number of campaigns where ad 
buyers monitored supply path quality grew even faster, multiplying nine-fold from the beginning 
to the end of the year.

However, ad buyers are increasingly going beyond monitoring their supply path quality. In 
August 2022, the share of supply paths optimized toward quality surpassed non-optimized 
paths. Since then, the gap has trended wider to heavily favor optimized supply paths in a 74% 
to 26% split by December.

 

53.2%
50.8%

68.2%
70.4%

74.0%

59.9%

46.9%
49.2%

31.8%
29.6%

40.1%

26.0%

Monthly Share of Supply Paths | Worldwide | Optimized vs Non-optimized
H2 2022

July August September October November December

% Optimized % Non-optimized

https://go.integralads.com/rs/469-VBI-606/images/IAS_Total_Visbility_One_Sheet_US.pdf
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Supply paths optimized toward quality using QPO solutions – those with a 70% quality rate or 
higher – differ from non-optimized paths in cost, quality, and campaign performance. Paths that 
are optimized towards quality tend to have a slightly higher CPM, but the increase in quality 
yields a higher campaign performance.

After analyzing over 13 billion impressions across more than 20 million unique supply paths 
throughout 2022, we found that:

● Optimized supply paths have an average quality rate of around 84% while 
non-optimized supply paths have a quality rate of only 54%

● Optimized supply paths have a 43% higher conversion rate than non-optimized
● Optimized supply paths drive conversions at a 25% lower cost-per-conversion
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KEY TREND #3

QPO adoption is growing because programmatic optimization toward both quality and cost is 
important when adjusting supply paths. More than two-thirds of media experts cite quality spend 
as a key criteria when adjusting their supply path, with another 61% citing cost. Adding to the 
increasing focus on quality, more than nine-in-10 media experts say having a 
quality-cost-per-thousand (qCPM) metric is important for evaluating supply path performance.

In 2022, IAS conducted an experiment to understand if quality metrics alongside cost metrics help 
media experts feel more confident in their path optimization decisions. Study participants were 
notably more confident in optimization decisions that were led by both quality and cost data, and 
agreed that the combination was highly valuable.

Adding quality information to CPM data enabled media experts to increase spend toward 
high-quality and cost-effective SSPs, while also decreasing spend toward SSPs that offered 
low-quality and high-cost inventory. Half of media experts felt very confident in their optimization 
decisions when they had both cost and quality metrics side-by-side, which was 12pp greater than 
those who made decisions based on CPM only.10

91%
of media experts agree 
that qCPM is important 
for evaluating supply 
paths

69%
of media experts 
consider quality spend 
when adjusting their 
supply path

61%
of media experts 
consider CPMs/cost 
when adjusting their 
supply path

https://integralads.com/insider/constructing-your-quality-path-research/
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Attention

Third party cookies are deprecating, the media landscape continues expanding, and consumer 
attention is scarce. A recent study by Yahoo and OMD Worldwide showed that Gen Z loses active 
attention for ads after only 1.3 seconds12 — how can brands keep up? IAS has researched the most 
impactful media and quality metrics and how they affect attention. With IAS’s Quality Attention 
product, signals including Visibility, Situation, and Interaction (which includes eye-tracking), make 
up a holistic Attention score. The combination of these signals can predict if an impression is likely 
to lead to a business result. With our Attention reporting, clients can receive Attention scores down 
to the placement level in addition to the breakdown of sub-indexes. A number of features will be 
launched in 2023 including reporting, an interactive dashboard, and pre-bid attention segments for 
popular DSPs.

More than half of 
the U.S. 
population is 
expected to be an 
AVOD viewer by 
2026

Connected TV

More than half of the U.S. population is 
expected to be an AVOD viewer by 2026.13 
However, measurement and transparency are 
still challenging for this growing channel. 
Buyers are taking a stance and demanding 
measurement on CTV with the same level of 
scrutiny as any other digital media channel. 

At IAS, we believe that to unlock the full 
potential of CTV, advertisers should be able to 
access transparency at scale, beyond the app 
level. We are continuously expanding our CTV 
offering with new products like Netflix 
Viewability & IVT measurement as well as Fully 
On-Screen and Content-level Transparent 
CTV pre-bid segments released this year. 
Looking forward, we’re focusing on 
innovations like multimedia classification 
technology for CTV, support for IAB Tech Lab 
Open Measurement SDK for viewability 
measurement, including TV off and user 
inactivity signals, and more.
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Multimedia Technology

Consumer habits are shifting toward video-based platforms like social media and CTV. It’s 
expected that U.S. adults will spend more than three hours per day consuming digital video in 
2023.14 However, user-generated content and the scale of today’s landscape provides more risk 
and challenges for advertisers and third party measurement providers. Traditional media quality 
solutions have relied on metadata only to classify video content, and while metadata can provide 
some key signals, it’s not enough information to effectively understand and classify the content of 
a video in order to keep advertisers in safe and suitable environments.

IAS’s multimedia classification technology captures 3,000+ visual cues per video (assuming an 
average 12-minute video length) by combining image, audio and/or text signals. Total Media 
Quality’s machine learning technology has incredibly granular capabilities to identify logos, 
celebrities, risky objects, and more. All of these signals are taken into consideration for granular 
classification aligned to the GARM Brand Safety and Suitability framework. IAS’s Total Media 
Quality measurement is powered by multimedia classification technology, available today on 
TikTok, with expanded coverage on social and CTV partners coming soon.

IAS’s multimedia classification technology 
captures 3,000+ visual cues per video

Retail Media Networks

Advertisers are shifting campaign dollars toward retail media networks as this environment 
continues to grow rapidly. Most major retailers have created their own ad networks, with major 
players including Walmart, Amazon, Instacart, Target, and more. Marketers need transparency, 
apples-to-apples reporting, and third party validation that their media spend is seen by real 
users and driving engagement.

IAS measures Viewability and Invalid Traffic across major retail media networks, allowing 
advertisers to validate their media quality where it matters.
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More than 93% of media experts are likely to use a form 
of digital audio advertising

Audio

Now more than ever we are seeing the acceleration of ad spend in audio. In fact, U.S. digital audio 
ad spend is expected to hit $9.29B by 2029.15 While audio is growing significantly, we know there 
are still obstacles for marketers in this space, like transparency, consistent measurement, and 
suitability. Advertisers want third party transparency to understand where their audio campaigns 
are running and how they are engaging with customers. IAS uses proprietary technology to 
provide reporting on our Signal UI, delivering a one-stop shop to measure all of your media 
consistently. 

Additionally, safety and suitability look a bit different in the audio space, and brand preferences 
may differ. IAS has partnered with Spotify to co-innovate on what suitability looks like on audio. 
Leverage IAS’s holistic audio media solutions to expand reach and reduce fragmentation 
measurement across platforms, including Pandora.

Gaming

IAS is seeing a boom in the gaming space, and naturally, the advertising industry is following. 
As consumers spend more of their time playing games, we’re seeing gaming platforms invest 
more in ad-supported experiences. However, like with other emerging mediums, marketers face 
challenges in gaming. Transparency is key for advertisers to validate that their media runs on 
high quality inventory. At IAS, we’ve already built extensive measurement partnerships for 
viewability and IVT with Anzu, Gadsme, and Microsoft Casual Games. Looking ahead, we are 
expanding the partnerships to more platforms as well as developing in-game brand safety and 
3D viewability solutions.

U.S. gaming ad spend is projected to hit $8.48B by 202616
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57.5% of U.S. CMOs noticed customers shifting demand 
to climate-friendly products and services

Environment, Social, Governance (ESG)

Concern around ESG is on the rise for marketers and consumers alike. According to eMarketer,17 
57.5% of U.S. CMOs noticed their customers shifting demand to more climate-friendly products 
and services. At IAS, we recognize the growing need to support our clients’ ESG initiatives, and 
we’re leading the charge to support them. That’s why we’ve partnered with Good-Loop to enable 
advertisers to seamlessly track and view the end-to-end carbon emissions of their digital ads 
alongside other crucial metrics such as brand safety, fraud, and viewability. 

Advertisers can now closely monitor and reduce the environmental impact of their digitals ads 
throughout the entire campaign lifecycle. Marketers are also increasingly focused on driving their 
DEI initiatives as part of their overall ESG strategy. IAS helps our clients invest more of their media 
budgets across diverse publishers and diversity-related content by shifting from restrictive 
keyword lists to more tailored and inclusive brand suitability categories.

As our partners expand their campaigns to new environments, 
formats, and technologies, we will continue to push the boundaries 
of the Media Quality Report too. Look out for additional markets 
and new benchmarks in future editions of the report.
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About the Media Quality Report

At Integral Ad Science, we measure trillions of data events annually and observe global media 
quality developments in real-time. The Media Quality Report leverages this database to offer an 
industry barometer against which ad buyers and sellers may benchmark the quality of their 
campaigns and inventory.

About IAS

Integral Ad Science (IAS) is a global leader in digital media quality. IAS makes every impression 
count, ensuring that ads are viewable by real people, in safe and suitable environments, activating 
contextual targeting, and driving supply path optimization. Our mission is to be the global 
benchmark for trust and transparency in digital media quality for the world’s leading brands, 
publishers, and platforms. We do this through data-driven technologies with actionable real-time 
signals and insight. Founded in 2009, IAS works with thousands of top advertisers and premium 
publishers worldwide. For more information, visit www.integralads.com.

Contact us:

info@integralads.com 

https://integralads.com/contact-us/ 

Follow us:

Download additional MQR insights online here.

http://www.integralads.com
mailto:info@integralads.com
https://integralads.com/contact-us/
https://go.integralads.com/rs/469-VBI-606/images/GLB_18th_Ed_MQR_Companion_Workbook_IAS.xlsx
https://www.facebook.com/Integralads/
https://www.linkedin.com/company/integralads
https://twitter.com/integralads
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