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In this industry-f rst investigation of the region, IAB SEA+India sur veyed digital advertising professionals from across 

the ecosystem to understand what the market reality is in Southeast Asia and India for brand safety . Brand safety 

is def ned broadly for the purposes of this sur vey, encompassing brand suitability, viewability and ad fraud. This 

research was undertaken to f nd out how well these topics are understood in the region and to identify any gaps in 

the industry’s knowledge, in order to allow the IAB SEA+India to strategically position itself and bene f t the industry 

through more education, the creation of guidelines and standards as well as setting benchmarks.

The survey was sent to professionals in the digital adver tising industry ranging from entry to senior level, with 

responses received from brands, agencies, adtech platfor ms and publishers. W ith a sample size of over 200 

targeted respondents from across the Asia Paci f c region, we are conf dent that these survey results are a fair 

representation of the buy- and sell-side of the industr y. Although responses came from across Asia Paci f c and 

beyond, the majority were based in Southeast Asia and India. 

We went into this survey with some educated hypotheses to test, and in doing so uncovered even greater insights 

about the state of brand safety in our region. This repor t focuses on three key areas of the sur vey results: brand safety 

standards and measures, viewability as a metric for effectiveness and the prevalence of ad fraud in the region. The 

report features selected anonymous quotes from senior par ticipants from brands, publishers, agencies and adtech 

platforms.
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A quality impression is viewable, free of 
invalid traffic, in the required demographic 
and location, and in a contextually safe and 
suitable environment. 



An ad should be seen, by a human, in the 
assigned demographic and in a safe and 
suitable environment… 



Limiting Risks & Improving Trust and Quality in the Digital 
Supply Chain 



Most Topical 
Issues

Social platforms and navigating risk tolerance 
(reputational risk). 

Brand safety in programmatic (financial and 
reputational risks). 

Privacy compliance (legal risk). 

Ad fraud, aka invalid traffic (financial risk). 



10-12% 
Impressions 
around unsafe 
content – now 
under 2%
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BRAND SAFETY INTRODUCTION

Given the increasingly sophisticated and
complex nature of the online
advertising supply chain, coupled with
recent headlines around inappropriate
context adjacencies and the risk that it
poses- it is now more important than
ever as marketers to be mindful of
brand safety.

As such, this topic has become our #1
priority within the digital ecosystem.

Once we have secured that our ads are in front of human eyes, we then want
to ensure they are in safe environments.

Unilever has already long been actively engaged to ensure brand safety controls
are in place, utilizing 3rd party technology, tools and human checks to deliver
safety measures in ad serving, site vetting, bid management, content blocking,
verification etc. Particularly in programmatic buying but also in direct deals and
in partnership with our JBP partners, we’ve built BIC technology solutions and
minimized open exchange buying to ensure full transparency on the context of
the ad environments we buy.

However, whilst use of technology and processes is rigorous and leading edge, it
is not foolproof and does not provide a 100% guarantee of clean media
inventory. As such, we must update our approach constantly to mitigate the risk,
continually improving our capabilities in this space.

9.5% of display impressions are 
surrounded by content considered to be 
unsafe or inappropriate by advertisers

11.2% of video impressions are 
surrounded by content considered to be 
unsafe or inappropriate by advertisers

Source: Integral Ad Science

1. BACKGROUND



Changing Nature of Brand Safety Concerns

Brand Safety Public Safety &
Supply Chain Integrity

• Non working media value

• Consumer privacy protection

• Brand content in context

• Risk vs performance

• Social responsibility

• Apply technology

• Measure

• Benchmark

• Optimise

• Compliance

THEN NOW



Cross industry 
collaboration for 
brand and public 
safety and 
sustainability on 
social platforms



Brand Safety Floor Dirty Dozen
*Obscenity & profanity, illegal drugs, spam/harmful content, terrorism, tobacco/e-cigarettes/ vaping, sensitive social issues/violations of 
human rights, adult & explicit sexual content, arms & ammunition, crime & harmful acts to individuals and society, death or injury, IP 
piracy, hate speech and acts of aggression, military conflict 

Clear guidelines on safe content



Contextual Brand Safety 
= Zero Tolerance for 
advertising placed 
adjacent to harmful 
content – but that is 
not always zero risk. 

• What is our risk profile for brand 
safety? 

• What do we do with publishers who 
will not comply? 

• How do we align our internal KPIs with 
higher quality inventory? 

• What do we need to do to implement 
these changes? 

• What communications do we have on 
brand safety and accidents?



Programmatic 
Brand Safety

Trade Directly – publishers, trusted marketplaces, 
conglomerates

Mandatory 3rd Party verification technology 

Protect contractually

Establish clear operational processes

Have exacting standards (GroupM standard, MRC, 
CMAC, IAB, JICWEB, TAG etc)

Educate, educate, educate – staff, clients, public on risks 
and mitigation



Data privacy 
and 
compliance

Interrogation of third 
party audiences and 
data vendors

Transparency to 
consumers

Good Tag 
Management

Changing nature of 
issues with the rise of 
IoT and 5G tech

Data Privacy and Compliance



Ad Fraud 

“Impressions that result from an 
intentionally deceptive practice designed to 

manipulate legitimate ad serving or 
measurement processes or to create 

fictitious activity that leads to inflated 
counts.” 

Nominal estimates for potential 
fraud range USD 7-42bn, likely 

around 23bn



Ad Fraud

General Invalid Traffic, from industry crawlers and 
bots, can be filtered

Sophisticated Invalid Traffic from fraudsters, 
requires more effort

More around desktop but rapidly increasing on 
mobile traffic

Largest proportion from China due to its 
ecosystem



Growing 
Mobile Fraud 
that impacts 

Asia & 
Indonesia



7 Must Do 
Things:
About fraud that 
marketers must 
insist on

• Work direct with publishers, PMPs and trusted 
marketplaces, TAG certified

• Partner with best in breed technology (Moat, IAS & 
DoubleVerify etc), pre bid and post bid

• Insist on make goods, contractually

• Remove untrustworthy sources of inventory

• Ensure campaign level optimisation addresses click 
clusters & known proxies

• Mandatory inclusion and exclusion lists for programmatic

• Weekly human vetting to review URL masking, domain 
checks, traffic spikes, referral traffic and domains with 
low attribution to results
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VIEWABILITY APPROACH

An ad that is not seen by a human has no value. Viewability is about creating the 

opportunity for a digital ad to be seen, creating an even playing field with minimum 

expectations, similar to those that exist for Print and TV advertising. Unilever’s 

viewability objective is to only pay for ads that are 100% viewable on desktop and 

mobile devices

➢ Together, Unilever and GroupM have developed industry leading Global 

definitions for viewability by ad format. These should be adopted by all markets.

➢ Where possible, we should be trading on viewability but we understand it’s not 

possible to guarantee on viewability, especially in biddable media. If you can’t 

guarantee viewability, it is extremely important to optimize on viewability data 

points and maximize performance. We should move away from trading on 

served impressions.

Actions for Markets:
• Continue or initiate 3rd party verification to all digital activity to measure viewability; This 

remains a global requirement. If partners are not accepting 3P verification, we should be 
taking action to place dollars with accountable partners.

• Work with your local UL team to establish the roadmap for adopting these standards from a 
tracking and transacting perspective

• Ensure agency teams are informing local partners of required UL viewability standards
• Optimize investment to those publishers who deliver the highest levels of viewability and 

accountability
• Use “accountable reach” based on MOAT viewability metrics as the basis of planning where 

possible
• Work with your local UL team to ensure engagement with formats that provide good 

consumer experience in addition to meeting viewability standards. 

Display ad
50% visible 1sec+

Video ad
50% visible 2sec+ played

Display ad
100% visible  1 sec+*

Video ad – Reach Extension
100% visible 50% duration 

(capped at 15s) + sound on +
user initiated play 

Global Standards

Video ad – Native
100% visible 50% duration 

(capped at 15s) + No Sound

Social Newsfeed Video Ad 
100% visible, 50% duration 
(capped at 15s) + No Sound

*Some markets are trading on the original Display standard of 100% visible without a duration requirement

The purpose of this document is to provide viewability guidance; The DEN does not 
dictate transacting terms and will instead defer to in-market Investment teams 
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The View on Viewability



Our Journey So Far

• GroupM standard for optimisation

• Trading intro on vCPM starts

• Detailed guidelines on ad fraud and 
brand safety

• Outstream viewability stated

• Top two in app suppliers on viewability

2016-17 2018-19

• MRC standard for optimisation

• MOAT integration

• Largest in app supplier reporting on 
viewability

• Testing and refining on ad fraud and 
brand safety
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“Do what is morally good because anything 
else is contrary to reason” 
– Immanuel Kant



THANK YOU


