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Chicken and egg 
problem for attention-
based buying

79  percent of marketers say   
 ‘it’s too hard’  to move  be-

yond basic viewability, while 87 per-
cent of publishers cited a lack of in-
dustry demand as a barrier to using 
alternative metrics.

The need for scale is 
driving a preference for 
CPM-based models

81       percent of buyers are plan-
ning  to test CPM-based  ap-

proaches for buying time-in-view 
but only 10 percent plan to test oth-
er currencies. 

Marketers haven’t come 
to terms with the cost of 
quality

89   percent of buyers say that  
 marketers have not yet  ac-

cepted the true cost of quality and 
just 11 percent say that most market-
ers are willing to pay more for quali-
ty impressions. 

Brands are bullish on 
time in view

77 percent  of marketers assess           
the quality  of audience  at-

tention based on the number of sec-
onds an ad is in-view, compared to 
24 percent of agencies who still lean 
more heavily on viewability.

While adequate, the MRC 
standard could be better

89      percent of respondents say  
 that the current Media Rat-

ings Council (MRC)  standard  for 
measuring viewability is adequate,  
but  95 percent believe the industry 
should move its focus to other mea-
sures of quality and engagement.  
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