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Where ARE My Metrics? 
 

(formerly ñWhereôs My Metrics?ò) 



Webinar Agenda 

ÅWho is Adometry? 

ÅThe state of online advertising 

ÅChallenges for advertisers & agencies 

ÅMeeting the challenge: Ad Analytics 
V What is ad analytics? 
V How does it work? 
V How much does it help?  

ÅQ&A 
 



The leading provider of ad analytics,  

delivering actionable insight to improve 

the performance of online advertising 

Confidential 

About Adometry 

Founded 2006 

Austin, TX 



FOR IMMEDIATE RELEASE 



Adometry 
The industry leader in ad analytics 

Proven Industry Leadership Proven Customer Relationships 

ÅCreator of Click Fraud Index 

 Industry benchmark for quality 

 

ÅCreator of the Click Score 

  Currency of the CPC industry 

 

ÅFirst to use data mining & machine learning 

to analyze traffic quality 

  Bringing transparency to online advertising 

 

ÅPioneered the use of effectiveness metrics  

  Improving display ad ROI 

 

 



The State of Online Advertising 
Presentation Prerequisites 

Half the money I spend on advertising is wasted; 

the trouble is I donôt know which half. 

John Wanamaker 

c. 1910 

Terence Kawaja 
LUMA Partners 



Online Time = TV Time 
For real this time 

Source: Forrester Research 



But TV Ad Spend Crushes Digital 

Source: eMarketer, Kantar Media 

Billions 



Key Events Clarify The Big Issues   
Huh?? 

 
Digital Ad Events Thru June 2011 

Source: AdExchanger.com 



Itôs Just Way Too Complicated 

 The Council For Accountable Advertising Hopes 
To Make Ad Technology Less Confusing 

March 21, 2011 

ñThe advertising technology world is confusing. 

ñThe councilôs goals are to create standards for data integration and transparency,  

define standards of accountability for the online ad industry, éò 



Complicated By Lack of Transparency 

Why is it so difficult to answer basic questions? 

Were all the ads I paid for actually served?   

Were they viewed?  Where was the ad served?   

Is placement consistent with my brand?   Who 

saw the ads?   Are they in my target audience?   

How can we better target this audience?    

Which campaigns are working?   Are they 

complementary or conflicting?   How can we 

measure lift? How do I allocate my spend 

effectively?  How can I improve ROAS? 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Lack of Data? 
No, lack of meaningful data 

ñThe lack of uniform, meaningful brand-centric metrics have pushed 

advertisers towards the near-meaningless Click Through Rate.ò 
Source: 2010 Collective Display Advertising Study  

What metrics do you use to evaluate ad network performance? 

Responses from 420 display advertisers:  

Brand Awareness Metrics 

Reach & frequency 

Purchase Intent Data 

Favorability Ratings 

Attribution Metrics 

Cross-channel metrics 

 

What Display  

Advertisers Want 

What Display Advertisers Get 

Session Length 

New vs. Repeat Visitors 

CTR 

CPC 

CPA 

Ability to drive 
awareness 

Ability to drive 
brand favorability 

Interaction rate 

64% 

61% 

48% 

35% 

33% 

25% 



Why No Transparency? 
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Wanamakerôs Dream 
Total transparency 

 Ad Analytics 

Å  Eliminate wasted spend 

Å  Accurately measure cross-channel attribution 

Å  Isolate key success drivers 

Å  Optimize ROAS 



Ad Analytics =/= Web Analytics 
100% of Web audience 

99.9% + 0.1% 0.1% 



Why Ad Analytics? 
ñPoint solutionsò fall short 



Typical Breakdown of Display Campaign Efficacy 

Effective:    50-80% 

 

 

 

Wasted:     20-50% 

 

 

Damaging:  0-1% 

Ad Analytics 
Brand safety & verification challenge 



Ad Analytics 
Effective verification: goal 

Effective 95-

99% 

Waste: 1-5% 



Quick Comparison 
 

Other  

Verification Solutions 

Sampling rate 10 - 20% 100%  (no sampling) 

 

Reporting 

 

Weekly Excel worksheets 

 

Real-time browser-based 

graphical interface 

 

 

Effectiveness metrics 

 

 

        N/A 

Reach & frequency 

Demographic R&F 

eCPA & eCPM 

Conversion by site, creative, 

placement, etc. 

+ more 



Dashboard 
ValidateÊ 



Categories & Sites 
Domains grouped into 68 categories 

 

Validate  



Zone Reporting 
Location on page 

 

Validate  



Å Content Adjacency 

Å Geographic compliance 

Å % never viewed 

Å Above/Below the Fold 

Å Delivery by day or daypart 

Å Age, gender, HHI, interests 

Audience Verification 
More than simple I/O compliance 

Whatôs working, not just what isnôt. 

Å Unduplicated reach & 

frequency 

Å Site & placement overlap 

Å Time lag to conversion 

Å Frequency to conversion 



Attribution 
A fractional attribution model 


