
UNCOVERING	THE	BIAS	IN	
BRAND	SAFETY	



TODAY’S	BRAND	SAFETY	
LANDSCAPE		



Brand Safety 



!  Ads	appearing	in	brand	inappropriate	environments	

!  Erosion	of	brand	equity	

!  Extremism,	fake	news,	and	bot	traffic	

!  Creation	of	bias	created	by	the	misuse	of	blacklists	

!  Lack	of	transparency	into	brand	safety	performance	

!  Brand	safety	is	subjective	

BRAND	SAFETY	PROBLEM	



48%	
“Consumers	say	they	would	boycott	or	
rethink	purchasing	a	brand	if	it	appeared	

next	to	offensive	content”	

--	The	CMO	Council,	2017	



CONSUMER	CONTENT	CHOICES	ARE	ENDLESS	

IN	A	DAY	 IN	A	YEAR	

average	minutes		
spent	on	social	
media	everyday	

songs	added		
to	Spotify	

hours	of	video	
consumed	on	

YouTube	

games	
released		
on	steam	

movies	were	
released	

original	
scripted		
TV	series	
aired	

IN	MINUTES	



SHIFT	IN	HOW		
TV	IS	ACCESSED	

ACCESS	TO	CONTENT	IS	GROWING	MORE	COMPLICATED	AND	FRAGMENTED	

•  55.1MM	people	expected	
to	cut	the	cord	by	20221	

•  53%	of	U.S.	Wi-Fi	HHs	
already	using	at	least	one	
OTT	device2	

BUSINESS	MODELS		
TRANSFORMED	BY	5G	

•  5G	will	enable	new	media	
opportunities	that	will	generate	
$185B	in	the	next	10	years	across	
video,	gaming,	music,	advertising,	
AR,	and	VR3	

MOBILE	SURPASSES	TV		
AS	THE	FIRST	SCREEN	

•  In	2019,	mobile	engagement	
increases	to	3h	43min	engagement	
versus	3h	42	min	on	TV4	

Sources:	1Axios	Article:	On	life	support:	Record	number	of	pay-TV	watchers	cut	the	cord,		
2TechCrunch	Article:	Netlix	reaches	75%	of	US	streaming	service	viewers,	but	YouTube	is	catching	up,		
3Intel	report:	How	5G	will	transform	the	business	of	Media	&	Entertainment	October	2018,	eMarketer	Mobile	Time	Spent	June	2018	



Digital	first.	Mobile	first.	Video	first.	

A	SHIFTING	LANDSCAPE	



Make	advertising	more	effective	

VISION	





WHAT	IS	CONTEXTUAL	TARGETING?		



Identify	platform	/	geography	 Publisher	Selection	/	Whitelists			 Brand	Safety	(negative	targeting)		

Creative	Alignment	 Niche	Targeting	 Additive	Scale	

Source:	Theorem	Research	Q4	2018	–	Sample:	40	face	to	face	interviews		

MANY	FACES	(AND	USES)	OF	CONTEXT…	



Appraising	an	advertising	environment	to	identify	relevance	
and	inform	placement	decisions.	

CONTEXTUAL	TARGETING	IS	THE	PROCESS	OF…		



Profiling	real-time	content	pre-bid	for:		
•  Sport	Lovers		
•  &	health	conscious	
•  &	interested	in	competitor	products	

Contextual		
Signals	

Behavioral		
Signals		

Ownership:	Member	of	Lloyds	Gym			
Interests:	Health	&	well-being	magazines		
Browsing:	Fitness	websites		
Purchasing:	Lululemon	buyer	

Gender:	Female	
Age:	25-34		
Family:	1+	children		
Income:	60k+	
Location:	Urban	dweller	

Demo	
Based	

DIFFERENT	SIGNALS	-	SAME	RELEVANT	REACH	(E.G	FEMALE	SPORTS	FASHION	BUYER)				



““”I	think	where	we	are	coming	back	to,		

is	the	importance	of	context...	

The	way	you	define	audience	is	now,	based	on		

many	different	types	of	data	sets.		

We	are	now	able	to	build	audiences	based	on	context.			

Doug	Ray	–	Global	Media	Chairman	–	Dentsu	Aegis*	

*Source:	AdExchanger	Podcast	–	Media	Agency	Tectonics	(April	2019)	

“



THE	GOOD		/	THE	BAD	/	THE	UGLY		



THE	GOOD		/	THE	BAD	/	THE	UGLY		

http://www.dailymail.co.uk/news/article-5622213/ant-mcpartlin-bmw 

no-bid 



THE	GOOD		/	THE	BAD	/	THE	UGLY		

http://https://www.apnews.com/Starbucks-incident-highlights.... 



The	better	the	contextual	intelligence	technology….	

…the	better	the	ability	to	match	your	brief	with	the	most	relevant	
audience	AND	environment.	



3.		MATCH	TO	RELEVANT	SEGMENTS	2.		RANK	&	SCORE	WORDS	

ALPS	

BOARD	

OAKLEY	

PISTE	

POWDER	

SEASON		

SKIING		

SNOW	

WINTER		

HOW	IT	WORKS	

SKIING		

POWDER	

SNOW		

ALPS		

BOARD	

SNOW	SKIING	 POWDER	

BINDING	DOWNHILL	 GOGGLES	

POWDER	HALFPIPE	 BOARD	

UPHILL	SLOPE	 WHITE	

SEASON		

1.		CRAWL	PAGE	

MORE	
IMPORTANT	

LEAST	
IMPORTANT	

SPORT_SKI:	MATCH	

OAKLEY	

MAKEUP	POWDER	 MASCARA	

DRY	SKIN	EYELASH	 FACIAL	

HAIRCUT	HAIRSTYLE	 MAKEOVER	

NAILS	COLORING	 WAXING	

BEAUTY:		NO	MATCH	



ALL-OR-NOTHING	BRAND	SAFETY	
FULL-PAGE	CONTEXT,	BRAND	SAFETY,		

AND	BRAND	SUITABILITY	

AND	WHY	IT	MATTERS	

EXTRACTED KEYWORDS ON PAGE 

MATCHING CONTEXTUAL 
SEGMENTS: 

gs_fashion_women 

gs_fashion_misc 

gs_fashion_men 

gs_shopping_misc 

gs_fashion_women 



Are	“brand	safety”	solutions		
penalising	News	publishers?	



Simple	keyword	
blacklists	will	let	you	
down.	



KEY	WORD	BLACKLISTS	MISS	THE	MARK	

Agency	KWB	 Safe	 GV	segments	 Safe	

60%	
UNSAFE	

27%	
UNSAFE	



QUALITY	JOURNALISM	GRABS	READERS	ATTENTION	FOR	LONGER	

BENCHMARK:	49SEC	
67SEC	

BENCHMARK:	8%	
19%	

BENCHMARK:	3.5%	
7.4%	

Active	Page	Dwell	Time	 Screen	Real	Estate	 Interaction	Rate	
Time	spent		with	the	content	in	the	
foreground	tab.		

The	average	percentage	of	pixels	
that	the	ad	fills	on	the	user's	screen.		

%	of	impressions	where	a	user	enters	
the	frame	of	an	ad	and	remains	
active	for	0.5	seconds	



Simple	keyword	
blacklists	will	let	you	
down.	



Eliminating	fear,	gaining	control:		
brand	suitability.	



MOVING	BEYOND	BRAND	
SAFETY	TO	BRAND	SUITABILITY	

ANTHONY	TSANG	
Publisher Solutions Lead, Southeast Asia and Greater China 

30TH OCT 2019 



MOVING	BEYOND	BRAND	SAFETY	TO	BRAND	SUITABILITY	



THE	THREE	CRUCIAL	ISSUES	THAT	THE	DIGITAL	MEDIA	INDUSTRY	IS	FACING	TODAY	

32.8%	
of	paid	impressions	

never	appear	onscreen	
for	any	time	at	all	

VIEWABILITY	

43.7%	
of	paid	impressions	

don’t	meet	MRC	standard	
(50%	of	ad	for	1	second)	

Source:	Moat	Q2	2019	APAC	Display	Benchmarks	

FRAUD	

$23B		
in	estimated	online	ad	spend	

losses	due	to	ad	fraud	
in	2019	

Source:	CHEQ	Report,	June	2019	

7.5%	
composite	rate	of	total	ad	spend		

to	be	lost	due	to	ad	fraud	
in	2019	

BRAND	SAFETY	

52%	
of	brands	have	dealt	with	

brand	safety	issues	
multiple	times	

Source:	The	New	Brand	Safety	Crisis	
GumGum,	Jan.	23,	2018	

25%	
of	brands	

had	negative	press	
from	ads	in	unsafe	contexts	



ORACLE	DATA	CLOUD	BRAND	SUITABILITY	SUITE	

Protect	client’s	spend	with	
exclusive	and	unique	assets	
proprietarily	owned	by	Oracle	
supplementing	Moat	Invalid	

Traffic	analytics	for	
trustworthy	accuracy	in	

detection.	

FRAUD	PROTECTION	 VIEWABILITY	

Help	publishers	to	understand		ad	
sizes	and	pages	that	perform	

above	benchmarks	
of	Media	Rating	Council	and	other	

agency	standards	
using	the	trusted	innovation	of	
Moat	attention	and	viewability	

data.	

Avoid	client’s	ads	to	be	placed	
in	unsafe	content	with	

in-page	contextual	intelligence,	
going	past	simple	URL	word	
filters	to	leverage	robust	

analytics	for	premium	brand	
safety.	

BRAND	SAFETY	



Nicole	Lesko	
SVP Ad Product & Revenue Ops 
Meredith Corporation 

As a publisher, it is critical we provide our 
clients with the confidence that their ad 
dollars are being spent wisely on our 
platforms. As a customer of Moat, we 
have come to rely on their best-in-class 
measurement to ensure our inventory is 
bot-free, viewable, and safe across 
channels.” 

“ 



Examining	Fraud	and	Invalid	Traffic	(IVT)	



IVT	includes	any	clicks	or	impressions	that	may	artificially	inflate	an	advertiser’s	costs	or	a	publisher’s	earnings.	Examples	of	IVT:	

BEYOND	FRAUD:	WHAT	DEFINES	INVALID	TRAFFIC?	

Bots	and	crawlers	
confused	as	users	

Falsely	represented	
sites	and	ads	

Manipulation	and	
falsification	of	
location	data	

Hijacked	devices	
and	user	sessions	



Moat	aggregates	global	data	to	illustrate	the	IVT	seen	around	the	world.	

HOW	MUCH	OF	TRAFFIC	IS	INVALID?	
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A	robust	consumer-driven,	
people-based	asset	
leveraged	as	a	crucial	

signal	for	“human-ness.”	

Leading	cybersecurity	suite	uses	
advanced	botnet	detection	

and	data	from		
denial-of-service	attacks.	

The	incumbent	internet	performance	and		
DNS	provider	enables	essential	signals	

such	as	DNS	statistics,	
traffic	patterns,	and	domain	age.	

IDENTITY	
GRAPH	

DYN	 ZENEDGE	

UNIQUE	ASSETS	EXCLUSIVE	TO	ORACLE	



Analyzing	publisher’s	advertising	inventory	and	web	traffic	while	detecting	and	removing	Invalid	Traffic	in	real-time.		

INVALID	TRAFFIC	PREVENTION 		

How	it	Works:	

IVT	Analytics	can	be	enabled	for	Display,	Mobile,	Video,	Native,	and	Content.	It	can	be	instantly	turned	on	through	a	
Moat	tag	and	measures	both	General	IVT	and	Sophisticated	IVT.		

All	of	the	Moat	IVT	data	is	available	through	the	Moat	Analytics	dashboard.		

General	

-  Data	Centre	Traffic	

-  Bots	&	Spiders	

-  Activity	Based	

-  List	Based	

-  Non-Browser	UA	

-  Unknown	Browsers	

Sophisticated	

-  Hijacked	Sessions	

-  Malware	

-  Invalid	Proxy	Traffic	

-  Hidden	Ads	

-  Automated	Browsers	

-  Incongruous	

Browsers	

vs	



Examining	Viewability	



branding	online	
BRANDING	ONLINE	

AD	VIEWABILITY	



WHAT	IS	THE	MEDIA	RATING	COUNCIL	(MRC)	DEFINITION	OF	A	VIEWABLE	IMPRESSION?	

50%	for	1	continuous	second	

Display	

50%	for	2	continuous	seconds	

Video	

Same	as	desktop	

Mobile	



WHAT	IS	THE	GROUPM	DEFINITION	OF	A	VIEWABLE	IMPRESSION?	

Display	 Video	

Same	as	desktop	

Mobile	

100%	no	time	minimum	 100%	w/	50%	duration	1	and	audio	



The	Trade	Desk	ran	a	study	leveraging	MOAT	viewability	

QUANTIFYING	THE	IMPORTANCE	OF	VIEWABILITY	

Tracked	real	campaigns	running	on	the		
Trade	Desk’s	DSP	for	3	months	

4	Industries	

Raw	Data	Collected	 Analyzed	

Impression	Level	Data	

!  Total	impressions	
!  Total	Conversions	
!  Unique	

consumers	
!  Viewability	&	

engagement	data	

!  Pharmaceutical	
!  Consumer		

packaged	goods	

!  Consumer	
electronics	

!  Entertainment	

Combined	viewability	
Data	(MOAT)	+	
conversion	data	(TTD)	

Display	impressions	on		
desktop	&	mobile	web	

58,811,308	



Findings	showed	increased	conversion		

QUANTIFYING	THE	IMPORTANCE	OF	VIEWABILITY	

66%	
difference	in	
conversion	



Examining	Brand	Safety	



LIMITATION	OF	BLACK	LISTING	KEYWORDS	

vs.	

A	Violent	Battle	

A	Violent	Battle	



LIMITATION	OF	BLACK	LISTING	KEYWORDS	

vs.	

A	Violent	Battle	in	Last	Night’s	
‘Game	of	Thrones’	

A	Violent	Battle	Last	Night	in	
Syria	



15%	

4%	

0%	

5%	

10%	

15%	

20%	

Full	Text	 URL	

Percent	of	URLs	found	Unsafe	

Versus	URL-only	analysis	
full-page	contextual	intelligence	is	

3.8x	better	
in	identifying	unsafe	contexts	

THE	DIFFERENTIATION	OF	CONTEXT	



UNDERSTAND	WHERE	YOUR	CLIENTS’	BRANDS	APPEAR	

Brand	Safety	Reporting	

Moat	reports	on	11	brand	safety	categories	across	open	web	for	both	display	and	video,	as	well	as	an	aggregate	
Unsafe	%	which	rolls	up	all	the	categories	into	one	deduplicated	rate.		

Custom	unsafe	metrics	which	can	be	configured	for	a	given	account,	allowing	marketers	to	define	a	keyword	list	that	
should	be	considered	brand-unsafe	/	unsuitable.	



UNDERSTAND	WHERE	YOUR	CLIENTS’	BRANDS	APPEAR	

Oracle	Data	Cloud	has	added	Context	
Analytics	to	enhance	the	Brand	Safety	
offering.		

Brand	Safety	and	Context	Analytics	is	a	
feature	of	Moat	Analytics.	

Brand	Safety	and	Context	Analytics	gives	
advertisers	and	publishers	granular	page-
level	viewability	and	attention	metrics	
sorted	into	contextual	segments,	
increasing	transparency	and	providing	
insights	into	the	relevancy	and	suitability	
of	ad	placements.	

Context	Analytics	



INCREASE	
RELEVANCY	

AVOID	UNSUITABLE	
ENVIRONMENTS	

BOOST	CAMPAIGN	
EFFECTIVENESS	

Determine	if	your	brand	
messaging	appears	

alongside	relevant	content,	
and	use	the	segments	to	
validate	your	targeting	

criteria.	

Verify	whether	your	
message	reached	brand-
safe,	suitable	inventory.	

Optimize	in	real-time	against	
the	contextual	environments	

that	work	best	for	your	
campaigns	across	platforms.	

BRAND	SAFETY	AND	CONTEXT	ANALYTICS:	ADVERTISER	AND	PUBLISHER	BENEFITS	



9	MRC		
Accredited	Solutions	

First	to		
Measure	Attention		

Voted	Best	Brand	
Safety	&	Verification	

Moat	by	Oracle	Data	Cloud:	A	Recognized	Leader	

*first	and	only	

!  Apple	News* 		
!  Facebook 		
!  GIPHY 		
!  Instagram 		
!  LinkedIn* 		

!  OTT	 		
!  Pinterest*	
!  Snapchat 		
!  Twitter	
!  Viewability	SDK 		

!  Display	and	Video	Ad	Viewability	
Metrics	(Desktop,	Mobile	Web,	and	
Mobile	In-App)	

!  Sophisticated	Invalid	Traffic	Detection	
and	Filtration	(Desktop,	Mobile	Web,	
and	Mobile	In-App)	

!  Contextual	Intelligence	(Grapeshot)	Ad	
Verification	Service	



Are	people	seeing	your	ads?	

Are	the	right	people	seeing	your	ads?	

Are	the	right	people	seeing	your	ads	in	a	safe	environment?	

Are	the	right	people	seeing	your	ads	in	the	right	mindset?	

Are	the	right	people	paying	attention	to	your	ads?	

Are	the	right	people	taking	the	action	you	intended?	



ORACLE	DATA	CLOUD	FRAMEWORK	

The	Right	Outcomes	
from	input	signals	
to	business	results	

The	Right	Audience		
Demographics	

Consumer	Profiles	

The	Right	Attention		
Duration	

Screen	Real	Estate	
Consumer	Behavior	

The	Right	Context		
Brand	Safe	

Positive	Environment	



Brand	Safety	&	Bias	Case	Study	–		VICE	Media	



Oracle	Data	Cloud			|			Confidential	

Placeholder	for	vice	video:	https://app.frame.io/presentations/01bc2f47-a9c5-4666-9c55-2c1090af30a2	



THANK	YOU!	


