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For the past two decades, disruption has been a constant in the media landscape. However, patterns are 

emerging that give clarity to the path forward for the digital media and advertising industry. In the 

consumer economy, we are in the midst of a shift from a century old ‘indirect brand economy’ to a ‘direct 

brand economy.’ Brands characterized by their direct connections to consumer are disrupting the 

business model of market-leading brands, leading to new ways of doing business. These direct brands 

are digitally savvy, fueled by data, and will be the growth engine of the new economy. 

  

Being nimble and accessible are hallmarks of this economy. Now, anyone with a good idea and a credit 

card can capture the attention of customers directly, and this, in turn, represents an enormous growth 

opportunity for both marketers and publishers. 

  

Digital advertising revenues in the United States for the first half of 2017 surged to an all-time high, 

according to the latest IAB Internet Advertising Revenue Report. Mobile maintained its status as the 

leading digital channel. Total digital video, including mobile and desktop, rose 36 percent, while video on 

mobile finally overtook video on display for the first time. 

  

Of course, with new opportunities come new perils. As the world shifts from an indirect brand economy to 

a direct brand economy, legacy brands and their suppliers are struggling with growth, while more 

customized, data-enriched, consumer-centric brands are thriving. Marketers are struggling to keep up 

with the pace of platform evolution and mobility. At the same time, mounting regulation threatens to 

cripple the digital media industry and the brands that depend on it.  Thriving within this new world order is 

the main theme of our 2018 IAB Annual Leadership Meeting in Palm Desert, California from February 11-

13: How to Build a 21st Century Brand.  

  

An IAB audit of our members’ needs in early 2017 uncovered nine areas that are essential for the 

sustained growth of IAB member companies: platform-publisher interdependency, standards 

enforcement, attribution modeling, monetization, video, mobile, data, user experience, and regulation. In 

2017, all our activities at IAB centered around creating value for our members in these key areas. We 

reorganized to better align the functions of resources within IAB to these goals, to improve member 

satisfaction, and to offer better clarity and accountability to our members on the value IAB delivers. 

  

At the end of 2017 we surveyed our members again to measure our progress, and the early feedback is 

promising. Member satisfaction increased by 22 percent in 2017, and members told us they were more 

likely to see IAB as an industry advocate, a problem solver, and a conduit between brands and 

publishers. IAB also is now perceived by most as a multi-screen and multi-device organization. Members 

also identified their top priorities of 2018 as cross-device measurement, data and identity, and fraud 

https://www.iab.com/adrevenuereport
https://www.iab.com/iab-annual-leadership-meeting-2018/
https://www.iab.com/iab-annual-leadership-meeting-2018/
https://www.iab.com/iab-annual-leadership-meeting-2018/
https://www.iab.com/iab-annual-leadership-meeting-2018/
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and supply chain issues. We are aligning member priorities with IAB resources and efforts in all these 

areas. 

  

As part of the IAB advocacy and policy efforts, last November IAB held its fourth-quarter Board meeting 

in Washington D.C., delivering a close-up view of how senior government stakeholders see the industry. 

The meeting included many influential participants, including FCC Chairman Ajit Pai, FTC Acting 

Chairman Maureen Ohlhausen, and Senator Ron Wyden (D-OR), the ranking member of the Senate 

Finance Committee. IAB Board members got a rare off-the-record glimpse into how the leaders of our 

government are looking at the roles the digital media and marketing industries play in the U.S. economy, 

society, politics, and culture. 

  

In 2017, IAB updated our one-day event series to become more interactive, adding town halls in the 

general sessions where the entire audience can engage in discussion and debate around key topics. We 

used this format in December for the first-ever Data Symposium in New York City, which convened a 

group of more than 250 data-centric executives from the media and marketing ecosystem. At the event, 

IAB released the first-ever market sizing benchmarks for data-related investment. The State of Data 

2017 report demonstrates that modern marketers are strategically investing in solutions to ensure their 

third-party data is not only ethical and secure, but also effective and accurate. 

  

IAB members have asked for more training programs to grow the talent pool by improving skills, and for 

expanded certification programs in sales, data solutions, and ad operations. The IAB Certification 

Program continues to grow in size and global recognition. To date, digital leaders have taken part in the 

Sales, Ad Operations, and Data programs across 73 countries, bringing the total number of participants in 

the program to almost 15,000. 

  

Finally, as part of the IAB Education Foundation initiatives to foster diversity and inclusion in the digital 

industry and to build the talent pipeline, we are proud to have graduates from our iDiverse Digital 

Marketing and Media Program on both the East and West coasts. We were also honored to have the 

IAB Education Foundation and Randall Rothenberg inducted into the Diversity Hall of Honors at the 

inaugural Advancing Diversity Honors event held during CES on January 10 in Las Vegas. 

 

What follows in this report are significant initiatives for the continued and sustained growth of our industry 

that IAB has undertaken since the last IAB Board of Directors meeting. 

 

 

  

Table of Contents 

  

IAB continues to be the leading convening force for digital, bringing publishers, platforms, brands, and 

technology companies together to solve industry challenges, building standards and guidelines that 

support brand safety and marketplace trust. All of our efforts are in service of increasing capabilities for 

growth, for our members, and for our industry. 

 

The format of this President’s Report follows the five-year plan that the Board accepted—and our industry 

embraced—in 2014. The plan outlines five challenges that must be addressed continuously for the long-

term health of the interactive advertising industry. These five enduring priorities are: 

 

 

  

https://www.iab.com/insights/state-of-data-report/
https://www.iab.com/insights/state-of-data-report/
https://www.iab.com/certification/
https://www.iab.com/certification/
https://www.iab.com/certification/
https://www.idiverse.org/students
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·        The Trustworthy Digital Marketing Supply Chain 

·        Making Measurement Make Sense (3MS) 

·        Publisher Transformation 

·        Building Brands Digitally 

·        Putting Users First 

  

Following these priorities is a section on IAB activities, including: 

  

·        Investment and Relations 

·        Public Policy 

·        Learning and Certification 

·        Research 

·        International 

·        Events and Marketing 

·        Financial Management 

  

  

The Trustworthy Digital Marketing Supply Chain 

  

IAB continues to lead the industry toward a more transparent and secure supply chain and the IAB Tech 

Lab resources are integral to developing necessary programs and tools to support those efforts. 

  

The OpenData Task Force has developed OpenData 1.0, a new data nomenclature to facilitate campaign 

reporting. This will be a resource for agency analysts, technology platforms, and data provider companies 

to aid in merging aggregate reports. We hope this standard will also encourage a shift in data 

management trends across the industry, causing a ripple effect in future product builds aligning around 

this standard. 

 

Ads.txt has fast gained attention as a valuable and essential tool in fighting fraud. Over 160,000 domains 

have adopted ads.txt as of January 2018. Publishers can post a list of Authorized Digital Sellers to 

declare allowed sellers and resellers of the publisher’s inventory. Buyers can use ads.txt files to shift 

media spend to authorized supply paths. The goal is that publishers will receive revenue for ads 

purchased from their inventory, and buyers won’t waste money on fraudulent inventory. 

 

The Taxonomy and Mapping Work Group also finalized Content Taxonomy 2.0. The goal was to create 

an enhanced and more powerful taxonomy, enabling content creators to more accurately and consistently 

describe content, facilitating more relevant advertising and providing a higher quality and more granular 

foundation for data analysis. The taxonomy is used across several protocols including OpenRTB (Real-

Time Bidding), and has become the standard for categorization in the advertising industry. This working 

group is now focusing on audience taxonomy and ad product taxonomy. 

  

 

Making Measurement Make Sense (3MS) 

  

IAB continues to engage with MRC (Media Rating Council), ANA (Association of National Advertisers), 

and 4A’s (American Association of Advertising Agencies) in a cross-industry initiative to move the 3MS 

initiative beyond viewability as it focuses on the next 3MS goal of creating common audience currency 

across media channels. 

  

https://iabtechlab.com/specifications-guidelines/opendata/
https://iabtechlab.com/specifications-guidelines/opendata/
https://iabtechlab.com/ads-txt/
https://iabtechlab.com/specifications-guidelines/content-taxonomy/
https://iabtechlab.com/specifications-guidelines/content-taxonomy/
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The Media Rating Council (MRC), along with IAB and the Mobile Marketing Association (MMA), 

announced the formal release of overhauls to the IAB/MMA/MRC's Mobile In-App Measurement and 

Mobile Web Measurement Guidelines. These changes update the guidelines to more fully reflect the 

current measurement and technical environments and will shift valid ad impression counting from “served” 

impressions to a “count-on-begin-to-render” minimum, which occurs later in the ad serving process than 

previous guidelines allowed. The change better aligns measurement with the counting model in place for 

viewable impressions, as it sets as a foundation those impressions that have rendered and therefore 

have the potential to be viewable impressions. In Q4, the IAB Digital Video Ad Impression Measurement 

Guidelines were also released for a public comment period. MRC plans to allow for a one-year grace 

period after the final releases of these revised guidelines for accredited measurement services to achieve 

compliance.  

 

The 4A’s, ANA, IAB and IAB Tech Lab also offered guidance on those new MRC’s digital audience-based 

measurement standard. These standards move us one step closer to the ultimate goal of 3MS, cross 

media measurement. However, we strongly encourage the industry to talk about the impact of these 

changes and share ideas for a smooth transition over the adoption period open until December, 2018. 

 

This is an exciting time of change in the industry. We hope all parties will embrace the pathway to better 

measurement visibility and more equality among media types. Better decisions are built on better data 

and better measurement processes.  

  

  

Publisher Transformation 

  

Driving the data agenda for the digital media, marketing, and advertising industry, IAB launched the IAB 

Data Center of Excellence in 2016 with the mission to define boundaries, reduce friction, and increase 

value along the data chain for consumers, marketers, and the ecosystem that supports them. The Data 

Center of Excellence hosted the first IAB Data Symposium in New York City in November of 2017, 

convening a group of more than 250 data-minded executives from companies within the media and 

marketing ecosystem. At the event, five senior-level executives received the Data Rock Star Awards, 

and one junior-level executive received the Data Rising Star Award. Winners were selected by the Data 

Center Board of Directors and were evaluated based on demonstrated excellence, creativity, and/or 

forward-thinking approaches to solving problems in data science, as well as the impact their contributions 

have made to their team, company, or the industry as a whole. 

  

At the event, the Data Center of Excellence and the Data and Marketing Association (DMA) released The 

State of Data 2017, a study benchmarking the market and showing that U.S. companies spent $10.05 

billion on third-party audience data in 2017 for advertising and marketing efforts and that an additional 

$10.13 billion was spent on third-party solutions. Of the money spent on third-party solutions in 2017, 

$4.3 billion was spent on supporting data integration, processing, and hygiene. Modern marketers are 

strategically investing in solutions to ensure their third-party data is not only ethical and secure, but also 

effective and accurate. Part two of the State of Data Report covering The Data-Centric Organization is set 

for release in February 2018. 

  

  

Building Brands Digitally 

  

With the impressive growth of digital video advertising and mobile advertising, publishers are looking to 

effectively monetize consumer’s seemingly insatiable appetite for video, especially on mobile. 

http://mediaratingcouncil.org/Mobile%20In-App%20Measurement%20Guidelines%20(MMTF%20Final%20v1.1).pdf
http://mediaratingcouncil.org/Mobile%20In-App%20Measurement%20Guidelines%20(MMTF%20Final%20v1.1).pdf
http://www.mediaratingcouncil.org/Mobile%20Web%20Measurement%20Guidelines%20(MMTF%20Final%20v1.1).pdf
http://www.mediaratingcouncil.org/Mobile%20Web%20Measurement%20Guidelines%20(MMTF%20Final%20v1.1).pdf
http://www.mediaratingcouncil.org/Mobile%20Web%20Measurement%20Guidelines%20(MMTF%20Final%20v1.1).pdf
https://www.iab.com/wp-content/uploads/2017/11/Digital-Video-Served-Impression-Measurement-Guidelines-MMTF-Public-Comment-Draft-v2.pdf
https://www.iab.com/wp-content/uploads/2017/11/Digital-Video-Served-Impression-Measurement-Guidelines-MMTF-Public-Comment-Draft-v2.pdf
https://www.iab.com/news/top-ad-trade-groups-offer-guidance-mrcs-digital-audience-based-measurement-standards/
https://www.iab.com/news/top-ad-trade-groups-offer-guidance-mrcs-digital-audience-based-measurement-standards/
https://www.iab.com/data-symposium
https://www.iab.com/data-symposium
https://www.iab.com/2017-data-rockstars-2/
https://www.iab.com/2017-data-rockstars-2/
https://www.iab.com/insights/state-of-data-report/
https://www.iab.com/insights/state-of-data-report/
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The IAB Mobile Center continued its Make Mobile Work initiative in 2017 with a series of informative 

webinars aimed at providing brands and publishers with practical, jargon-free advice on how to make 

mobile advertising work in a multi-screen world. In a webinar titled “What does Artificial Intelligence mean 

for Day-to-Day Marketing,” AdTheorent, Time Inc., and Xaxis executives addressed key issues related to 

AI in the marketing industry and provided insights on what to expect in the future. 

  

In December, the Audio Committee’s Podcast Technical Working Group and the IAB Tech Lab released 

the IAB Podcast Measurement Technical Guidelines Version 2.0, providing specific best practices for 

measuring podcast users and downloads. The newly released guidelines include an introduction to 

tracking ad delivery in a podcast as well as definitions for the measurement of downloads, audience size, 

and ad delivery. 

  

In January, IAB published a guide titled Inside Influence…Why Publishers are Increasingly Turning to 

Influencer Marketing—and What that Means for Marketers that describes how publishers are using 

influencer marketing tactics to both build their editorial brand and to engage the right audience on their 

platforms. Prepared by a working group formed by the IAB Social Media/Native/Content Committee 

and co-chaired by Cox Communications, Forbes, LA Times, and Refinery 29, the guide also features 

over 15 case studies demonstrating publishers and marketers’ use of influencer marketing.  IAB publisher 

members have been invited to contribute additional case studies throughout 2018 if they have not done 

so already. 

  

Also in January, the IAB Digital Out-of-Home (DOOH) Committee released the DOOH Metrics Glossary, 

an interactive, web-based glossary of terms, which identifies common DOOH-focused terms. Key 

sections include impressions, creative specifications, audience targeting, and performance measurement. 

Intended for digital agency-side planners and buyers who have little-to-no experience in the medium, the 

glossary has become a tool for marketers, agencies, and the larger out-of-home industry to reference 

commonly understood terms and definitions in the space.  

  

Digital advertising is responsible for over 10 million jobs in the U.S.—but filling those jobs remains a 

challenge. The IAB Education Foundation is working hard to deliver a diverse talent pool and is 

committed to increasing diversity within organizations, paying specific attention to leadership/executive 

involvement and inclusionary practices, with an emphasis on retention and recruitment. In October, the 

first group of students graduated from the East Coast iDiverse program—the Digital Marketing and Media 

Foundation Course—at the Borough of Manhattan Community College (BMCC). Freada Kapor Klein from 

the Kapor Center for Social Impact spoke to the students about Why Diverse Employees Leave Tech 

and What to Do About It at a Diversity and Inclusion Task Force Meeting. And the graduates met with 

hiring managers from CBSi and Pandora at a Career Accelerator Night to discuss job interview strategies, 

networking, and to learn more about the industry. The graduates joined alumni from the two previous 

classes of iDiverse students at the College of San Mateo in the Silicon Valley. In December, the third 

class at the College of San Mateo completed the course. All students passed the course and will go on to 

take the Digital Marketing and Media Certification Exam. The graduates are looking for open positions 

within the industry. Student profiles can be found at idiverse.org/students. Students coming out of the 

program, including 70 new graduates from the end of 2017, have a core knowledge of the industry and 

are prepared for entry-level jobs at your companies. 

  

The IAB Education Foundation and Randall Rothenberg were inducted into the Diversity Hall of Honors 

at the inaugural Advancing Diversity Honors event held during CES on January 10 in Las Vegas. It is an 

https://www.iab.com/guidelines/make-mobile-work/
https://www.iab.com/guidelines/make-mobile-work/
http://iab-salesforce.informz.net/z/cjUucD9taT02NTU4MjU1JnA9MSZ1PTg3Mjc1NzA0OSZsaT00NzcyNzM5MQ/index.html
http://iab-salesforce.informz.net/z/cjUucD9taT02NTU4MjU1JnA9MSZ1PTg3Mjc1NzA0OSZsaT00NzcyNzM5MQ/index.html
https://iabtechlab.com/wp-content/uploads/2017/12/Podcast_Measurement_v2-Final-Dec2017.pdf
https://iabtechlab.com/wp-content/uploads/2017/12/Podcast_Measurement_v2-Final-Dec2017.pdf
https://www.iab.com/news/top-five-ways-marketers-can-benefit-publisher-influencer-marketing-programs/
https://www.iab.com/news/top-five-ways-marketers-can-benefit-publisher-influencer-marketing-programs/
https://www.iab.com/news/top-five-ways-marketers-can-benefit-publisher-influencer-marketing-programs/
https://www.iab.com/inside-influence/
https://www.iab.com/inside-influence/
https://www.iab.com/news/introducing-iab-dooh-metrics-glossary/
https://www.iab.com/news/introducing-iab-dooh-metrics-glossary/
https://www.idiverse.org/students
https://www.idiverse.org/students
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affirmation that the IAB Education Foundation is connecting the stakeholders who understand the looming 

skills gap with the people who can fill those needs.  

  

The IAB Education Foundation Board of Directors continues to look for new Board members and ways to 

bolster our hiring initiatives. We invite you to show your support as a thought leader in diversity by joining 

our Board and hiring our graduates. 

  

Putting Users First 

  

User experience is both an opportunity and a challenge that stands in front of us in the marketing and 

media industries. At IAB, our efforts on our members’ behalf are all in support of navigating this new world 

order. 

               

A growing trend in mobile behavior—driven in particular by the popularity of apps such as Facebook, 

Instagram, Snapchat, as well as the lip-syncing app, musical.ly—is the consumption, creation, sharing, 

and discovery of video vertically (without tilting the device to the horizontal mode). A recent study by 

analytics firm MOVR underscores this trend and shows most smartphones are now being used in portrait 

orientation, with the most popular device size (5.5 to 6”) showing 90% portrait usage (MOVR, Q2 2017).  

Advertisers have taken notice of the trend. Half of the advertisers interviewed for the IAB NewFronts 

Video Ad Spend study stated they purchased vertical video ads in 2016. Inspired by this continued growth 

in vertical consumption, the IAB Vertical Video Working Group prepared and released the Vertical Video 

Advertising Best Practices that offer marketers tips and suggestions for how best to develop device and 

platform-specific vertical video creative that takes advantage of the opportunity for full-screen immersion. 

  

Given the extraordinary growth of over-the-top (OTT) video—now a mainstream medium as 56 percent of 

U.S. adults own a streaming-enabled TV—a core research priority for the Video Center of Excellence is to 

understand consumer behavior in the "new living room." In collaboration with Freewheel, Hulu, and Roku, 

IAB conducted primary research to examine co-viewing behavior on OTT and its benefits to brands, such 

as incremental reach and advertising effectiveness. In addition, the research, called the OTT Co-Viewing 

Experience 2017, which was released at the IAB Video Symposium on November 13, examines co-

viewing behaviors between OTT and linear live TV programming to understand similarities and 

differences. 

  

As the importance of video continues to grow as a driver of revenue and return on investment (ROI) for 

both buyers and sellers, and as the scarcity of long-form video continues to place pressure on the 

marketplace, the need for a transactional template is real. The Standard Addendum for Digital Video 

Advertising in TV Long Form Video developed by the IAB and 4A’s Joint Working Group is intended to 

be voluntarily used by buyers and sellers as a starting point to address technical and business issues 

specific to advertising in TV long-form video (LFV). The shared goal for the addendum is to reduce delays 

and expenses inherent in preparing multiple, custom agreements, which have long been the norm in our 

industry. The LFV Addendum includes definitions and provisions related to: 

  

● Cancellation and termination terms for unified, upfront, and scatter buys 

● Guidelines for the implementation of ad tags for controlling measurements (e.g. viewability, 

invalid traffic, and demo guarantees) to reduce billing discrepancies 

● Timelines in the setup and testing of campaigns to avoid or reduce delays 

  

https://www.iab.com/news/understand-changing-landscape-video-consumption-take-walk-vertical-side/
https://www.iab.com/news/understand-changing-landscape-video-consumption-take-walk-vertical-side/
https://www.iab.com/news/understand-changing-landscape-video-consumption-take-walk-vertical-side/
https://www.iab.com/insights/ott-co-viewing-experience-2017/
https://www.iab.com/insights/ott-co-viewing-experience-2017/
https://www.iab.com/insights/ott-co-viewing-experience-2017/
https://www.iab.com/news/iab-4as-release-terms-conditions-addendum-long-form-video/
https://www.iab.com/news/iab-4as-release-terms-conditions-addendum-long-form-video/
https://www.iab.com/news/iab-4as-release-terms-conditions-addendum-long-form-video/
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The document also includes an initial checklist designed to enable buyers and sellers to begin 

negotiations with a shared understanding of insertion order and campaign parameters. IAB and the 4A’s 

have been accepting comments to the LFV Addendum through February 5, 2018. 

  

                                                                                        

IAB Activities: Expanding the Influence 

  

Many IAB capabilities support the five strategic pillars, as well as members and the industry itself by 

increasing the influence of IAB across the ecosystem, Washington, D.C., and the world.  

 

Investment and Relations 

  

In 2017, IAB reconfigured its internal structure in order to better service its members. With a focus on 

servicing key accounts and implementing systems to fully engage members, IAB now dedicates a single 

point of contact to every member. We also conducted qualitative and quantitative research in order to 

uncover unmet member needs, refocus our IAB priorities, and inform staff as to best practices for 

servicing members effectively. 

  

IAB added 31 new members from November 2017 to January 2018, including brand marketers 

Anheuser Busch and Johnson & Johnson as Associate Members and Cheddar, Evite, Kiip, Outcome 

Health, RevContent, and rewardStyle as General Members, just to name a few. The IAB membership 

now totals 782 General and Associate Members. The Long Tail Alliance—our body representing smaller 

developers of original digital content, including bloggers and other sites with less than $1 million in 

annual revenues and fewer than five full-time employees— includes approximately 1,200 members. 

  

Below is a comprehensive list of members added in Q4 2017 and January 2018: 

Affinio 

Anheuser Busch InBev 

Anzu Virtual Reality 

Appodeal 

Art19 

Cheddar 

Critical Mix 

Evite.com 

eZanga.com 

FORTVISION 

Influential 

Johnson & Johnson 

Jukin Media 

Kiip 

Konduit 

Local Media Consortium 

Ogury 

Outcome Health 

Placements.io 

RevContent 

rewardStyle 

Sabio Mobile 

Spaceback 
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Spot.IM 

SpringServe 

Tapgerine 

Tapjoy 

Teemo 

Verse 

VSA Partners 

ZypMedia 

  

  

Public Policy 

  

IAB continues to be a strong force for policy and advocacy on behalf of our members at the federal, state, 

and global level in support of consumer privacy, data security, supply chain safety, advertising taxation, 

and other major regulatory and legislative issues. Last November, IAB had its fourth-quarter Board 

meeting in Washington D.C. Held in conjunction with the Data Center of Excellence and the Mobile 

Center of Excellence boards, the two-day event brought a stream of high-ranking administration and 

elected officials before the joint boards, offering an opportunity to interact and discuss the pressing policy 

issues of the day. Joining the meeting were FCC Chairman Ajit Pai, acting FTC Chairman Maureen 

Ohlhausen, and Senator Ron Wyden, just to name a few. Policy makers came away with a better 

understanding of how our industry operates, and IAB Board Members were given a rare insight into what 

motivates government’s view of the online advertising industry. 

  

  

Learning and Certification 

We continue to close the talent gap in digital media and advertising with our  IAB Certification 

Programs. IAB is preparing to launch our new data training and cross-platform video buyer training 

programs, as well as opening up the training opportunities to people in cities across the U.S., including 

Atlanta, Chicago, and Los Angeles. 

 

To date, digital leaders have taken part in the Sales, Ad Operations, and Data programs across 73 

countries, bringing the total number of participants in the program to 14,980 by the end of January, and 

we should reach the 15,000 mark this month. 

  

  

Research 

  

The IAB Digital Video Center of Excellence identified OTT/Connected TV as one of its research priorities 

in 2017.  

 

● During the first half of 2017, the IAB Digital Video Center released the Video Content Discovery 

Study and the Changing TV Experience Study to understand the awareness and discovery 

patterns of video content across platforms, including OTT/Connected TV, and specifically the 

adoption, usage, and attitudes towards OTT/Connected TV.  

 

● To continue building this OTT/Connected TV research program, the IAB Digital Video Center, in 

collaboration with industry partners Freewheel, Hulu, and Roku, released another consumer-

focused primary research study at the IAB Video Symposium on November 13 called the OTT 

https://www.iab.com/certification/
https://www.iab.com/certification/
https://www.iab.com/certification/
https://www.iab.com/insights/video-content-discovery-study/
https://www.iab.com/insights/video-content-discovery-study/
https://www.iab.com/insights/2017changingtvexperience/
https://www.iab.com/insights/ott-co-viewing-experience-2017/
https://www.iab.com/insights/ott-co-viewing-experience-2017/
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Co-Viewing Experience 2017. The study examines and highlights the co-viewing behavior on 

OTT and its benefits to brands, including incremental reach, audience engagement, and 

advertising effectiveness.  

○ This comprehensive study reveals that co-viewing, long a staple of linear TV viewing, is 

similarly popular with viewers of OTT, DVR, and video-on-demand (VOD) programming.  

○ Co-viewers on OTT are highly interactive either in person or on social media - more than 

half (56%) of those co-viewing on OTT say that they regularly talk about the brands or 

products they see while watching content on television screens.  

○ Moreover, brand-related multitasking behaviors are particularly strong among OTT co-

viewers, including chatting on social media about the brands they see, conducting brand-

related searches, and even making purchases online. 

  

On December 20, IAB also released the 2017 IAB Internet Advertising Revenue Half Year Report, 

which showed that digital advertising revenues in the United States for the first half of 2017 surged to an 

all-time high of $40.1 billion. This represents a 23 percent year-over-year rise from the $32.7 billion 

reported during the same timeframe in 2016. 

  

● Mobile captured 54 percent of the total digital ad revenues—maintaining its status as the web’s 

leading ad format.  

● Advertisers spent $21.7 billion on mobile during the first six months of 2017, a 40 percent 

increase from $15.5 billion in the half-year 2016 and far surpassing the $8.2 billion reported just 

two years ago for the 2015 half-year. 

● In an addendum to the report, IAB analysis shows that of the roughly 9 million small and medium-

sized businesses in the U.S., 75 percent or more have spent money on advertising. Of these, 80 

percent have used self-service platforms and 15 percent have leveraged programmatic 

advertising. These findings point to significant ad spend going to publishers with these 

capabilities, and presents a growth opportunity for those that can add self-service and 

programmatic geared to these businesses into the mix. 

  

  

IAB International 

  

IAB International has continued to deepen its commitment to support our members’ international agendas 

leveraging the strength and collaboration of the established IAB Global Network. It is now made up of 45 

organizations spanning six continents and will soon be expanding in a few more strategic markets in early 

2018. 

  

The annual IAB Global Summit, a stand-alone event in 2017, welcomed industry leaders from around 

the world to explore the theme of “Connecting the Global Dots: Marketers, Consumers, and 

Platforms.” On October 30 and 31, 2017, close to one hundred senior executives from global brands, 

media agencies, publishers, and ad technology companies, from 26 countries convened in New York City 

to discuss the salient issues that affect us locally and drive us globally. Joining presenters from the 

international IABs were industry visionaries including as Joseph Bihlmier, Vice President, Global Media, 

American Express Company; Alex Cheng, Vice President, Baidu, and Chief Technology Officer, Baidu 

Search; Ben Lerer, Founding Chief Executive Officer, Group Nine Media; Ivan Fuyala, Senior Vice 

President of Commercial Partnerships, Vevo; Jens Müffelmann; Chief Executive Officer Axel Springer 

Digital Ventures, and President Axel Springer USA; Daniel Slotwiner, Director, Advertising Research, 

Facebook; Scott Spencer, Director of Product Management, Sustainable Ads Google; Eric Warburton, 

Vice President, Ad Operations, Horizon Media; and more. 

https://www.iab.com/insights/ott-co-viewing-experience-2017/
https://www.iab.com/news/digital-ad-spend-increases-23-year-year-first-half-2017-hitting-record-breaking-high-40-1-billion-according-iab-internet-advertising-revenue-report/
https://www.iab.com/news/digital-ad-spend-increases-23-year-year-first-half-2017-hitting-record-breaking-high-40-1-billion-according-iab-internet-advertising-revenue-report/
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The two-day event also included working town halls and sessions on critical industry subjects such as 

policy, lobbying, and the European Union’s General Data Protection Regulation (GDPR); the IAB Tech 

Lab, LEAN (Light, Encrypted, Ad-choice supporting, Non-invasive) Ad Principles and the LEAN Seal; 

Artificial Intelligence (AI), Research; Education 2020; a Trustworthy Supply Chain; and The Digital Video 

Revolution – OTT Evolution. This was undoubtedly the most productive and successful IAB Global 

Summit yet, helping shape our common agenda well into the future. 

  

  

Events and Marketing 

  

In 2017, IAB engaged our membership and the industry with new and updated events. Our one-day event 

series became more interactive, adding town halls in the general sessions where the entire audience 

participates directly in discussion and debate. The first-ever IAB Data Symposium in New York City, 

themed Using Data to Drive Growth, brought together almost 250 buyers and sellers to help shape the 

future of the industry.. 

  

In November, IAB held a full-day IAB Video Symposium, Themed Video Everywhere: OTT & The 

Connected Consumer, the conference brought together industry leaders, marketers, and publishers to 

explore innovation and strategies for creating, distributing, measuring, and maximizing the use of video to 

engage consumers across platforms. One thing became abundantly clear from the discussions, the 

general notion of a video consumer is in the midst of a rewrite. The top publishers, brands, and tech 

enablers shared their first-hand experiences on how to monetize OTT, use data to understand the 

connected consumer and measure campaign impact, as well as revealing strategies for developing OTT 

creative. 

  

IAB continues to focus its efforts on driving engagement with both brands and marketers. More brands 

and retailers than ever attended IAB events, including our new series of intimate, C-suite events, the IAB 

Leadership Dialogues. The IAB Content Studio Showcase in October brought together brands and 

publishers to create a brand new content studio marketplace. The IAB Annual Leadership Meeting in 

February in Palm Desert, California, featuring more than 1,000+ decision makers from the world’s biggest 

brands, agencies, publishers, marketers, and ad technology executives; focuses attention on how to 

thrive in the new direct-to-consumer (DTC) brand economy. 

  

In 2018 we expect to grow our brand ties and brand event attendance through the innovative IAB 

Marketers’ Council and tailoring our other initiatives to be more focused on the new direct brand 

economy, while still delivering the thought leadership and marketplaces our members have come to rely 

upon us for.   

  

 

Financial Management  

  

IAB ended the 2017 fiscal year in a solid financial position with an end of year surplus of $1.7M versus a 

break-even budget. Non-audited financial results through the end of 2017 show slight topline revenue 

growth of 3% to $30.9 million over 2016. Costs throughout all divisions were managed closely resulting in 

a savings of $2.4 million combined, or 9 percent below budget. The $29M in expenses represent year 

over year savings of $1M. Our goal in 2018 is to deliver on the board-approved breakeven budget. 

 

https://www.iab.com/data-symposium/
https://www.iab.com/data-symposium/
https://www.iab.com/iab-video-symposium/
https://www.iab.com/iab-video-symposium/
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Staff Changes 

 

In December 2017 the IAB promoted three long time employees Patrick Dolan, Anna Bager, and Susan 

Borst. Patrick was promoted to President & COO; Anna to EVP of Industry Initiatives, and Susan to VP.     

-------------- 

 

I am inspired by our progress and grateful that we continue to deliver value to our members—and 

confident that IAB is well-positioned financially to deliver on its ambitious agenda for 2018. 

  

This success would not be possible without the commitment from our esteemed Board of Directors and 

our members. Thank you for your ongoing support of this team and our efforts. 

  

Randall Rothenberg   

Chief Executive Officer 

IAB 

  


