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Terrorist and political events have a direct correlation with  

fake news surges. The political climate matters.

in ad blocking due  
to terrorism content

in ad blocking due  
to inflammatory news

FRAUD is still a thorn in  
the industry’s side with
video campaigns  
2x worse than display.
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Brand safety issues are rampant.
Digital ad fraud isn’t going away.
Viewability is increasing...slowly.

More than ever, global marketers 
are demanding third party 
measurement and transparency 
across all their digital investments. 

This report dives into a market-by-
market analysis of the challenges 
facing marketers with insights from 
DoubleVerify on the current state  
of global media quality over the last 
three quarters.
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viewability

ad fraud

brand safety

300%*   250%*   

is improving...slowly.

* during Q1

Media quality – the #1 issue impacting 
digital performance today.
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Fake news is a global problem 
 with local impact.
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surges in politically charged 
climates, flooding the digital 
ad market with unsavory 
opportunities.

...around the 2017 election:  
volume more than doubled.

It is imperative for global 

marketers to be vigilant 

of current events in 

their local markets and 

tailor their media quality 

authentication to ensure 

they are protected. market is unique. Fake news & 
inflammatory political content 
continues to be a persistent 
concern. In March, DoubleVerify 
blocked over 85 million ads  
from serving adjacent to 
inflammatory news, a 250% 
increase from January 2017.

fake
news

in france

italy + 75%
germany + 16%
france + 22%
us + 10%
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BranD safeTy issues Vary By CounTry...
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videovideo video video

laTaM norTh aMeriCaapaC eMea

Inflammatory news increases  
on major news days. Terrorist and 
political events impact volume 
significantly.
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new forMs of frauD are TaKing oVer.

bots are no longer the king of fraud.

bot fraud is on the decline with infected 
browsers quickly taking their place as the new 
digital ad problem. instead of bots creating  

“ghost” browsing sessions, fraudsters are now 
manipulating a user’s active browser, making it 
harder to pinpoint and avoid.

for the first time this did not happen 
in 2016, as adoption of pre-bid fraud 
avoidance and real-time ad blocking  
with speed and accuracy took effect.
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overall fraud

infected browsers

Q1 2017

Q4 2016
Q4 2015

bot fraud

3%2% 1% 6%

8%13% 9% 10%
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bot fraud spikes in Q4 .
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Viewability is better... but still
has a long way to go. 
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is recognized as the foundation on which digital 
campaigns are built. with cross-screen advertising 
becoming increasingly important to global advertisers, 
DV has seen a steady increase in viewable 
rates over time. However, there is still progress to 
be made. 
we expect viewability to stay at the forefront  
of digital marketer concerns.
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Display ViewaBiliTy By CounTry

ViewaBiliTy By MarKeT
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48%49% 48% 51%

56%20% 51% 59%
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a DigiTal MarKeTer’s 2018 guiDe

Trends to watch
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Cross-screen transparency will become imperative 

as mobile app and oTT advertising budgets increase. 

with this shift, the demands from marketers for 

acccountability on digital spend – regardless of device – 

will rapidly evolve.

Media transparency will become universal, as advertisers 

demand ubiquitous third-party measurement across 

all publishers, social sites, and programmatic platforms. 

without exception, advertisers will demand the ability to 

measure the total quality of what’s delivered, regardless 

of platform.

Digital ad quality metrics will expand as ad tech and 

martech converge—from measuring the quality of an 

ad placement to measuring the quality of consumer 

engagement. engagement metrics will encompass 

richer insights of consumer ad involvement as 

important indicators for overall ad performance.

global marketers can manage the predictability of 

fake news around political events, but also need to 

be prepared for the unexpected by using real-time 

campaign protection.

Global brands need global solutions.   
Contact DoubleVerify today to learn how our global 
suite of services can improve your media quality.    
global@doubleverify.com

cross-screen measurement

enGaGement metrics will rule faKe news isn’t GoinG away.

media transparency will 
become mainstream
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