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DISCREFE.& SHARED TERMENOLOGY

AUGMENTED REALITY

TYPE
Augmented Reality
Back-facing Camera Orientation
First Party AR Ad Delivery
Front-facing Camera Orientation
Third Party AR Ad Delivery
WebAR

EQUIPMENT

AR Head Mounted Display

Camera

TECHNIQUE
Marker Based
Markerless

EXPERIENCE
User Context

Allow Rate
AR Engagement
AR Session Time

AR/VR

TYPE
Extended Reality
Mixed Reality

TECHNIQUE
Eye Tracking
Hand Tracking
Head Tracking
Real Time Render
Polygon Count

Earned Media
Heat Map
Viewability

VIRTUAL REALITY

TYPE
Virtual Reality Monoscopic VR
180 Degree Video Room Scale VR
360 Video Stereoscopic VR
Live 360 Virtual Room
Location-based VR WebVR
EQUIPMENT
Camera Array
Controller

VR Head Mounted Display

TECHNIQUE

Pre-Render Three Degrees

Six Degrees of of Freedom
Freedom Volumetric

Stitching Capture

EXPERIENCE
Presence

Gaze-through
VR Engagement
VR Session Time

KEY:

TYPE: Specific
types of AR/VR

EQUIPMENT:
Physical objects
needed to create
AR/VR experience

TECHNIQUE: A

particular process
utilized to create a
AR/VR experience

EXPERIENCE: How
to describe user

experience with
AR/VR

How
to describe
performance of
content or ads

iab.



AUGMENTED REALITY TERMS

BN AUGMENTED REALITWkaR)

An experience that utilizes a camera to change
or enhance something in the user s real world.
Th|s qugmented reality experlence can be app-

need to Iook reahs;uc. :

Ads W|th|n Aﬁ;;_ean' be presented in two ways
through the use of markers (such as a QR code)
or by placing a brand object in the |mme_d|ate
real world environment using the'de'vice camera
(Source: IAB New Standard Ad Unit Portfolio, page 34).



https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf
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SNTATION

~ An AR experience where the camera is
oriented away from a user to showcase
it = and._.___é_l\t_er_the surrounding environment (i.e.
~ environment-based AR, inserting objects

-'"’"-..___on surfaces, etc.). This is the opposite of
frent -facing camera orientation.




AUGMENTED REALITY TERMS

FIRSEPARTY AR AD

| A branded AR experience that |s Jellvered
through a brand’s proprietary app

SN TATION

An AR experlence where_th_ _.caamera is orlented
towards the user’s f,geeg}énd alters something related

to the face (i.e. seTﬁés face filters, etc.). This is the
opposite of back -facing camera orientation.




AUGMENTED REALITY TERMS

BN THIRD PARTY AR AD

' < A bréndéQ'_A-R ad experience that is
delivereé-_'ﬁy-.an entity outside of the brand’s
content éy:?‘s%p_lication, such as social media

& p'I'a'__.t_forms;‘-}“-g?a'r'ﬁhir}.g- platforms, 3D rendering
~ engines/platforms, etc.

Enables a consurﬁef_ to load AR experiences directly from
the web on their browser. WebAR minimizes friction

that a conéu_mer may experience when trying to view AR
content. This is not the standard today for AR content
delivery but is being experimented with in the industry.

iab.




AUGMENTED REALITY TERMS

EQUIPMENT

iz

= A dewce with clear glasses or goggles that attaches
'_}te a user’s head and shows virtual images projected
':..QQ, or in, the real world (i.e. Google Glass).

A camera on a mobile phone, tablet,
headset, etc. is needed to render 3D images
in the space around the user.
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TECHNIQUE

AR

ERYBINS

‘A type of AR experience that uses a specific marker

in the real world, such as a QR code or an Al learned
'cbncept (recognized object) like a “dog”, to trigger the
d'i::splay of AR content (Source: IAB New Standard Ad Unit Portfolio,
page 34). It does require a pre-determined image, pattern,
or physical object that is recognized by the camera and
image recognition software to launch the AR experience.
For éxample, a consumer could point their device camera
at a fast food logo and have one experience, then point
their camera in the same app at a retail store logo and
experience different AR content that was triégered by
the appearance of a different logo.

iab.



https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf

AUGMENTED REALITY TERMS

TECHNIQUE

Markerless AR technology is used to recognize

patterns or features in an environment that were not

previously prowded to the application, enabling, for
instance, a consumer to sean a real world enVIronment :
like a tabletop or a room in their apartment USlng

their smartphone camera and V|rtually plac‘:e a product 5
there to see how it would look. 3 :




AUGMENTED REALITY TERMS

SIER @@NT

The phyS|caI enVIronment ] WhICh computer
generated |mages are being mserted Context is
critically important to an AR expenence

LOW RAT

=

MEASUREMENT/METRICS [

The percentage of users that allow camera access when
they encounter an AR ad through an app or on the

mobile web.

iab.




AUGMENTED REALITY TERMS

MEASUREMENT/METRICS AR EN@AGEM SN

When a user mteracts W|th the AR experience in some manner
(i.e. clicking an object, swiping up for more information, etc.).

BSS I]@N | Eee

The amount of time someone was in the
AR experience with their camera open.




VIRTUAL REALITY TERMS

Bl VIRTUAL REALITY. (vry®

An experience that is made to be significa‘n;t:ig_ =
more immersive than standard video assets.
VR allows a user to be completely immersed
into an environment of the marketer’s choice. .

Ads within VR must occur within either a
designated ad space (such as astregt side

billboard), as a video (that might play ina
virtual home TV or viktual mome't’heater), or
as an object (such asab'rah“ded bag of potato
chips on the table):-.Etiﬁiﬁﬁraﬁded 3D scené_s Pk
can also be created as ‘Virtual Rooms’ (source:
IAB New Standard Ad Unit Portfolio, page 31).



https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf

VIRTUAL REALITY TERMS

Ul 150 DEGREE VID

o0 : sl :
. ~ Video where a consumer is able to look around within the view of a

= .. __ half circle (i.e. 180 -_gegrees). This type of video allows publishers and
180 : — developers to keepit}ne user’s attention to the front where the action of
' the video often is. It also creates a more seamless consumer experience
: where users don’t have t-_b spin their head or mouse to view the content.

360-degree videos are video recordings where a view in every
direction is recorded at the same time, shot using an omnidirectional
camera or a collection of cameras. During playback, the viewer has
control of the viewing direction like a panorama. These types of

ads can be served without requiring a VR headset, using keyboard/
mouse/touch controls, or motion sensors in smartphones/tablets to
control the viewing orientation. (Source: IAB Digital Video Glossary)



http://dvglossary.www2.iab.com/

VIRTUAL REALITY TERMS

LIVI[E-860)

(ALSO REFERRED TO AS LIVE VR)

= T e

Virtual reality live video
“ . . (often 360 degree video) :th‘ﬁt
~ can be viewed as the event
br experlence |sgctually
happemng thr",;rgh apps such as
Facebook Yo' 1T ube and other <
compatlb@ 360 players =
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(ALSO REFERRED TO AS EXPERIENTIAL:MARKETING OR SITE ACTIVATIONS)

A VR experience that takes place outside the home-—ln a mowe

theater, mall, amusement park, etc. In location-based VR a user is

wearing a head mounted ellsplay and the location itself |s deS|gned

in a way to heighten the e)iperlence further (| e. if the user walks

past a virtual air condltloner they will feel cold air). One of the s e o0 ) _wﬂ
benefits of location-based VR |s that it provrdes the user the

opportunity to interact with other people. Wblle these experlences

have less scale, they can be a value add for advertlsers in terms of

additional foot traffic and word ﬁf°mouth from V|5|tdrs

MOIN©SE@RIERVAR
|

A form of VR that is captured with one lens. Monoscopic VR is used E'o Ccreate
flat 360 degree images and is typically less immersive than stereoscopic VR.




VIRTUAL REALITY TERMS

ROOME SCAL

Ahlghly immersive VR experience where the user can
| exéﬁlgre the experience as though they were physically
present. The user is able to move in all directions with

6 degrees of freedom motion tracking (i.e. forward/

backward, up/down, left/right). This is available today
W|th|n tethered headsets that use computer generated
graphlcs environments.

)

ST

EOSCOPRIC ViR

A form of VR where different images are delivered to each eye
to create an experience that has more depth. This type of VR

is captured with two lenses to replicate the placement of your
eyes. Stereoscopic VR is more immersive than monoscopic VR

and leads to the highest sense of presence for the user.




VIRTUAL REALITY TERMS

R VI RPUAL R@@M

A V|rtual reallty native ad format in which the viewer can choose
to enter a room filled with sponsored advertising content. Key
components of a virtual room include the environment (the world
the user sees in the ‘room), the objects (interactive 3D, 2D and 360
'_vi‘deo ads, audlo tracks represented in the room), and interactions
;‘"produces a transition to another part of the scene or introduces new
4 ,T__:.._.__.\_[,l_sua| or |_nteract,_|___ve element). (Source: IAB New Standard Ad Unit Portfolio, page 33)

Enables a consumer to load VR experiences di'—'ec'tly'frosm | WEVR

the web on their browser. WebVR minimizes friction that a
consumer may experience when trying to view VR content.
This is not the standard today but is being expenmented with
in the industry.

iab.



https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf

VIRTUAL REALITY TERMS

=
=

A system o-f.:'f_ist)_ultiple cameras arranged in order to capture

multiple |mages of the same moment that can later be stitched
together to Cfé_ate a spherical image.

A piece of equipment that users hold in their hands 'énc_l enables
them to interact with virtual environments. -Co_.ntrollers allow the
user to maneuver more easily and can lead to greater sense of
presence. Some companies are experimenting with controllers
that have haptic links that enable the user to feel movement,
texture, etc.




VIRTUAL REALITY TERMS
w0 4 %

A dewce that attaches to your head and presents VR
content directly to your eyes. There are three types:

. Phone based HMDs: A mobile phone is placed within
a head mounted dlsplay to view VR content (Google
Cardboard Samsung Gear).

o Tethere‘d HMD: A head mounted display is
connected to a high-powered PC to view VR
.content. This type of HMD offers the hlghest quallty
VR (HTC V|ve Oculus Rift). e

. Standalone HMD: A cordless headset that does not
require a phone or being tethered to a PC to view
VR content. The computer is inside the headset with
the display. In terms of VR quality, it is in-between
phone-based and tethered HMDs (Oculus Go).

iab.




VIRTUAL REALITY TERMS

TECHNIQUE AEERIEINID)
|

When the computer rUns;.:c_pnt'ent along "a defined sequence that cannot
- be changed on the fly, Iike'-w___i_th real-time rendering. Since the content is
pre-rendered, it will generailli? be of higher realism and detail.

; |
Refers to the ability of a user to move around in space. With
six degrees of freedom, users are able to move forward, ey
backward, up, down; left, and right in a virtual reality
experience. Tethered headsets like HTC Vive and Oculus Rift
enable six degrees of freg_glom.

=S OF FREEDOM eoor)

iab.




VIRTUAL REALITY TERMS

TECHNIQUE [BSTRIRREEIINIG

~ The combination of two or more images or videos in
£ ;-_:'-'-;o_rder to create a product that is larger and/or has a
: hlgher resolution than the original. This technique is
often used to create 360 videos. Stitching can be done
:nﬁi%nu_ally or automated. Automatic stitching is often
é'he'abe_r_.l but the stitching may not be as seamless.

EE@ ,F F SEDOM (3poF)

Refers to the ability of a user to move around in space.

With three degrees of freedom in VR, a user is able to I_ook

in every direction but is not able to move around the scene
as is possible with six degrees of freedom (i.e. cannot i
jump or walk). For example, mobile VR and 360 video

have three degrees of freedom.

/)
I 1




VIRTUAL REALITY TERMS

TECHNIQUE BV/@RVIM

The ability to capture real people'-o_"r*-bbjec':ts in 3D to be used
in VR environments. The opposite techfiique would be to
start with a 3D object and try to make :'_itiiook realistic. With

- volumetric capture, a real world object (i.e. a car or sofa) is
sca_qned--a‘”__ﬁd:-__re-rendered into a 3D sce__ri_e._ .

A feeling that""tricks at least three of the five senses

of your brain into believing that you’ve been taken

to anoth-_er place. The more immersed a user is in an
environment, the higher the level of presence they feel.

iab.




VIRTUAL REALITY TERMS

MEASUREMENT/METRICS GAZE-THROUGH
|

% SALE _ When a user views a VR advertisement and accepts a call to action.
It is the functional equivalent of a click-through and helps measure
ad effectiveness. For example, the user is looking at an ad for a
specified amount of time and triggers some sort of action (i.e. see
more branded content).

VR SESSION TIMIE

VR EN@A@ EM ENT The amount of time a user spent in the VR experience.

When a user interacts with something within a VR S L. o
environment or a VR video experience (i.e. when an
object or target is looked at or tapped on).

iab.




AR/VR TERMS

///// Ve SXCTEN]ID E@ RIE ALUW (

Can be utlllzed as an umbrella term that encompasses
any type of immersive content (i.e. vutual reality, oo
augmented reality, mixed reality, 3D_ﬁ_qs._tc_:_)

HED REALITY

_Refers to a"h-"experience that is a hybrid of AR and VR. The
'vrewer is still able to see the real world but V|rtual ijects are
mcorporated seamlessly into that environment. These virtual
objects are anchored to the real world and thus, the objects
change perspective. For example, objects will get bigger as a
user approaches t___bem. This differs from AR where virtual objects

do not change perspective as a user moves.

iab.




AR/VR TERMS

TECHNIQUE YE TRACKING

: A;_:-t'-ec_hnique that tracks where a user’s eyes are looking. Eye
tracking allows developers to optimize the performance of
AR/VR experiences by focusing system resources on where
the user is looking. Understanding eye movements could also

- help mitigate..motion sickness during VR experiences.

i

s

A technology that tracks the location of a user’s hand in
an AR/VR experience in order to bring more control to the
experience and create more realistic avatars.

iab.




AR/VR TERMS

TECHNIQUE

A technology that communicates the location of the user ’s head
in the space to the software Head tracking allows the software
to update what the user sees based on where the user s head

is. An accelerometer is needed to conduct head trackmg Th|s
technology is W|der used in AR headsets and VR headsets

REALSTIME RENDER

When the computer creates and displays content in real time. This
technique allows the AR/VR experience to change in real time. AR is
often coded for phone apps and renders reactively depending on the
user’s location. With AR, objects must update when the scene updates -
otherwise there would just be a filter hanging over the scene.

iab.




AR/VR TERMS

TECHNIQUE EIPEINGOIN @@@NT

Polygons are dlgltal flgures that join together to make a 3D object. Publishers
 and developers need to define the minimum and maximum polygon count per
device for each 3D objéct to ensure the object blends into the environment and
—— that there aren’t long load times because the count is too high. While there is
no industry standard, some refer to a general guideline of no more than 12k
polygons for mobile and between 25 to 50k polygons for a PC (depending on
processing power of corhputer).

MEASUREMENT/METRIC EARNIEDAMIEBIIVA

Refers to publicity gained through efforts other than paid media advertising.

It is when the user becomes the marketing channel and takes a screenshot

of a AR/VR experience, shares an AR/VR experience on social media, etc.

Earned media can be another metric of success for AR/VR. iab




AR/VR TERMS

MEASUREMENT/METRICS EANTRIMANRE
|

A visual color-coded analysis of an AR or VR experience that indicates
what parts of the scene people are paying most attention to. The heat
map can be generated based on where the user is"'g'azing or by where the
user is within the scene (i.e. positional or foot traffic for room scale VR).
Note: This type of analysis will not be available for every experience but
can be done through certain platforms and partners.

VIEWABILITY. -

When a user enters into anf"éih"gmented reality or virtual reality experience after it has fully rendered.
While there are no industry standards today in regards to what constitutes a view, there are many
factors to consider, such as how long the user was in the scene, what the distance was between the
user and the area of the action/ad, where the user was looking in that experience, etc.

If the objective is to measure viewability of a specific 3D objett",‘fthat 3D object must be within the
user’s field of view. Viewability does depend on the scale of the object. For example, a soda can may
not need to fill as much of the screen to be viewable as a vehicle would need (source: IAB New Standard Ad

Unit Portfolio, page 32).



https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf
https://www.iab.com/wp-content/uploads/2017/08/IABNewAdPortfolio_FINAL_2017.pdf
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