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Consumer Usage of Ad Blockers by Digital Advertising Environment
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A Risk to Advertising Globally, and Not Just Desktop

US Ad Blocking User Penetration, Desktop/Laptop vs.
Smartphone, 2014-2018
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Note: internet users of any age who access the internet at least once per
month via any device (i ing & mobile device) that has an ad blocker

enabled
Source: eMarketer, Feb 2017
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Coalition for Better Ads - Goals

 Develop new standards for online advertising that reflect consumer
preferences - Better Ads Standards - that can be used by
participants in the advertising and media ecosystem to prevent the
kinds of experiences consumers don’t want.

* Improve the online experience for consumers in key digital
environments (desktop, mobile web), on a global basis.



A Methodology to Support Better Ads Standards:
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A Methodology That Works for Multiple Environments
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Desktop Mobile In-Stream
Websites Websites Videos (short-Form)

(Under development)



Examples of Ad Formats
Tested as “Experiences”

Bufford Times
terms of the actual lives of bees? It's not as if a
flower meadow is sprinkled with coffee shops.

Except that it is, in a way. Up to 55 percent of
flowering plants are estimated to have caffeinated
nectar. So any meadow or forest is going to have lots
of places to stop by for a jolt.

TAKE ON SUMMER
WITH A NEW

X 2wz
8 21 9 I MONTH LEASE

Margaret J. Couvillon of the University of Sussex,
who studies the behavior of honeybees, wanted to
see how caffeine affected bees’ behavior.

As they reported in the journal Current Biology Dr.
Couvillon and her colleagues at the university,
including Roger Schurch (her husband) and Francis

O O

The consumer sees
different types of ad
formats as they read
online articles. The
consumer rates each
experience.

The content of the ad is
neutral and controlled.
The variable in the
survey is the consumer’s
response to the differing
ad experiences.



Rating & Ranking
Ad Experiences

Consumers assess their experience with
the ad format or experience along a variety
/A

of dimensions (“Annoying”, “Satisfying”,
“Distracting”, e.g.).

The consumer sees three different

experiences and comparatively ranks them.

In the last part of the survey, we
would like you to compare the ads
that you saw.

TAKE ON SUMMER
WITH A NEW

HARDTOP, i 5

Which ad was MOST annoying?

Continue




Desktop Ad Experience Preference Rankings

Rankings on a comparative scale from most to least preferred (55 Experiences tested)

Desktop Stack Ranks
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Detail available at https://betterads.org/research
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Mobile Web Ad Experience Preference Rankings

Rankings on a comparative scale from most to least preferred (49 Experiences tested)

Mobile Stack Ranks

Detail available at https://betterads.org/research



Overall rankings are correlated with additional survey data measuring consumer propensity
to adopt ad blockers, defining a threshold of consumer acceptability: a Better Ads Standard.

100%

75%

25%

How worthwhile would it be to install

an ad blocker for this experience?

ANCHOR

REFLOW

POPUP

Adblock.install
1. Not at all worthwhile
2. Slightly worthwhile
3. Moderately worthwhile
4. Very worthwhile
5. Extremely worthwhile

Desktop Stack Ranks

PORTAL / PARALLAX SCROLLING AD

AUTOPLAYING INLINE VIDEO AD W/O SOUND

AUTOPLAYING VIDEO AD W/O SOUND (HARD TO PAUSE)

35% SINGLE-COLUMN AD DENSITY

PRESTITIAL AD W/O COUNTDOWN

FULL-SCREEN INLINE AD

STICKY 728X90 AD ON THE BOTTOM

ANIMATED STICKY AD ON BOTTOM

FLASHING INLINE IMAGE AD

STICKY 970X250 AD ON THE TOP

AUTOPLAYING VIDEO AD W/ SOUND (HARD TO PAUSE)

PRESTITIAL AD W/ 3 SECOND GOUNTDOWN

AUTOPLAYING, REFLOWING VIDEO AD W/O SOUND

STICKY ADS ON THE TOP AND SIDERAIL
AUTOPLAYING INLINE VIDEO AD W/ SOUND [ B

PRESTITIAL AD W/ COUNTDOWN -

POPUP AD W/O COUNTDOWN e
STICKY 970X250 AD ON THE BOTTOM e
POPUP AD W/ COUNTDOWN e

STICKY 580X400 AD ON THE BOTTOM ]

Detail available at https://betterads.org/research 12



Experiences falling below the Initial Better Ads Standard for Desktop Web

Pop-up ads Prestitial ads
with countdown

oo e SEEmeanaaane
A Auto-play video Large sticky ads
- ads with sound _
o Y
__________ —
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Experiences falling below the Initial Better Ads Standard for Mobile Web

Flashing

T 0
Density >30% animated ads
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Experiences falling below the Initial Better Ads Standard for Mobile Web (2)

Auto-play video
ads with sound

Full-screen
scroll over ads

Poststitial ads
with countdown

Large sticky ads
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Initial Coalition Vision for Use of Better Ads Standards

« Advertisers can use the initial Better Ads Standards to inform campaign
development and execution

« Publishers can use the initial Better Ads Standards to develop improved
experiences for their audiences

« Ad technology platforms can use the initial Better Ads Standards in the
development process for new ad experiences

« Providers of measurement technologies can use the initial Better Ads
Standards to develop new ways to assess marketplace prevalence of the ad
experiences preferred by consumers
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Coalition Education

* Sharing with industry stakeholders the consumer research data
and methodology that define initial Better Ads Standards for North
America and Europe

* Encouraging participants across industry, including advertisers,
agencies, publishers, and advertising technology providers, to
Incorporate the findings into their efforts to the improve the online
ad experience for consumers
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Marketplace Adoption of Better Ads Standards

IAB UK launches "IAB Gold Standard" to Advertisingdge
New Google Ad Filter Frightens

clean up online advertising Some Publishers and Ad Tech
Players

PageEair endorsesithe initial’'standard of
the Coalition for Better Ads

IAB Lauds U.K.’s Standards-Based
Initiative; Says Global Program for
Digital Supply Chain Trust & Brand

Safety Is Imminent (I)ﬂeL

Starting immediately, Oriel's ad protection technology will only support publishers and advertising

which conform to the Better Ads Standards to be protected through its platform.

)
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Additional Work Underway
« Developing interpretive guidance to clarify application

 Prioritizing research to test new ad experiences and assess
new geographies

« Developing program to certify compliance with Standards
« Evaluating and developing principles to address the use of the

Standards by browsers and other technologies for assessment
and implementation
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www.betterads.org
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