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Consumers Are Always On
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Time Taken to Reach 1 Million User Mark

1 hour*

3.5 
yrs

5 days

2.5 months

5 months

7 months

10 months

13 months

2 yrs

2.5 yrs

2.5 yrs
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2008

2008

2010

2022

2023

Source: Statista 2023, Threads Shoots Past One Million User Mark at Lightning Speed- Refers 
to one million backers (Kickstarter), nights booked (Airbnb), downloads (Instagram/ Facebook)

*Threads reached 2M sign ups in 2 hours

The Speed Is Only Accelerating

https://www.statista.com/chart/29174/time-to-one-million-users/
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Content Consumption Is Growing in the 
Post-Pandemic World

55%
North 

America

70%
Latin

America

44%
Mainland
Europe

51%
United 

Kingdom

68%
United Arab

Emirate

78%
India

59%
Japan

70%
Southeast 

Asia

52%
Australia

53%
of respondents globally 
report spending more 

time consuming content 
now than pre-pandemic 

DV, Four Fundamental Shifts 2022
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rely on Internet as their main source
of news

…Also in Finland

91%
of Finns use 
Digital Media

watch online 
videos

72%

weekly reach of online 
news89%

Source: AudienceProject. (February 22, 2022). Share of individuals watching traditional TV weekly in Finland from 2017 to 2021 [Graph]. In Statista. Retrieved August 08, 2023, from 
https://www.statista.com/statistics/1070563/share-of-individuals-watching-traditional-tv-weekly-in-finland/; Media-alan tutkimussäätiö. (June 30, 2023). Weekly reach of traditional and online media news in Finland from 2015 to 2023 
[Graph]. In Statista. Retrieved August 08, 2023, from https://www.statista.com/statistics/540527/weekly-reach-of-traditional-and-online-media-news-in-finland/; 
https://www.statista.com/forecasts/1188105/most-used-media-services-in-finland;
https://www.statista.com/statistics/626794/share-of-media-as-the-main-news-source-in-finland/
Statistics Finland. (November 30, 2021). Share of people watching videos via online video sharing services in Finland in 2021, by age group [Graph]. In Statista. Retrieved August 10, 2023, from 
https://www.statista.com/statistics/554367/online-video-sharing-service-usage-by-age-group/

57%

https://www.statista.com/statistics/1070563/share-of-individuals-watching-traditional-tv-weekly-in-finland/
https://www.statista.com/statistics/540527/weekly-reach-of-traditional-and-online-media-news-in-finland/
https://www.statista.com/forecasts/1188105/most-used-media-services-in-finland
https://www.statista.com/statistics/626794/share-of-media-as-the-main-news-source-in-finland/
https://www.statista.com/statistics/554367/online-video-sharing-service-usage-by-age-group/
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215%
Spain

273%
France

74%
Germany

UK
252%62%

Advertisers Follow Consumers

CTV Consumption and Quality Verification Grows Globally
Year-Over-Year Growth In CTV Ad Impression Volume

CTV consumption and 
quality verification 

growth globally

DV, Global Insights Report 2023
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But With Growth Come 
Growing Pains:
CTV Spotlight

1/3
impressions serve to 

environments that fire ads 
when the TV is turned off

Source: DV Internal Data / Global Insights report 2023
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Deterrent

Alarm

Monitor / Record

Verification as a Security System
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FRAUD & SIVT

Detecting invalid traffic from 
your analytics and reporting

Supports

VIEWABILITY

Objective and universal 
impression quality verification

Supports

SAFETY & SUITABILITY

Comprehensive and precise 
brand safety & suitability

Supports

Always-On Protection Across Social Platforms
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Consumers Care About Values and Authenticity

63%
Consumers globally prefer companies that 

share their values

69%
of global consumers agree: “Companies that 

are genuine and authentic appeal to me” 

Accenture, Global Consumer Pulse Survey
DV, Four Fundamental Shifts 2022, Global



14

Why Authenticity is Key
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Values-Based Marketing: Factors to consider

Target Audience Preferences and Priorities

Core 
Values

Current Events and Evolving Sensitivities

Local Context and Languages

A brand’s suitability profile should be calibrated
to reflect these nuances.
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Intro: Background of Our Research

Introducing new DV research - the first 
of its kind in the industry - to help 
advertisers understand the factors that 
should be considered as they seek to 
create a more nuanced approach to 
brand safety and suitability.
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SUITABLE UNSUITABLE ?vs
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The Majority of Content We Tested Ranked 
Suitable or Neutral

51% 18%

49% 19%

48% 18%

47% 22%

47% 20%

46% 22%

43% 20%

43% 20%

36% 30%

35% 38%

51% 15%

Adult and Sexual (Low Risk)

Adult and Sexual (Medium Risk)

Celebrity Gossip

Alcohol (Medium Risk)

Natural Disasters (Medium Risk)

Violence (Medium Risk)

Gambling

Politics

Profanity (High Risk)

Death and Injury (Medium Risk)

Negative Financial News

Suitable Neutral Unsuitable

“How suitable is it for this content to have any ad next to it?”

34%

31%

32%

34%

31%

33%

32%

37%

36%

33%

27%

Baseline: No Ad: How suitable is it for this content to have any ad next to it? 
Share of respondents. Global Base: N = 19,01
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United States
LEAST SUITABLE

Profanity

Brazil
LEAST SUITABLE

Death & Injury
India
LEAST SUITABLE

Alcohol

Japan
AMONG MOST SUITABLE

Natural Disasters

France
MOST SUITABLE

Alcohol

United Kingdom
MOST SUITABLE

Celebrity Gossip

Understanding The Audience: Country Differences
Here are some examples of how the most and least suitable content categories varied across countries:
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Audience Matters: Who Views the Ad Plays a Role In 
Consumer Perception

Men generally less sensitive Older adults  more sensitive…Especially on Social Media

More older respondents found Profanity 
and Violence content to be unsuitable 
compared with younger respondents 

These ads were all on social media.
33%On average, male-identifying 

respondents rated content 8% more 
suitable than female-identifying 

respondents. 
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Developing a Nuanced Strategy

The content the ad 
appears alongside

Who is viewing the ad
and the content

The product or 
message featured
in the ad itself

Reputation, values
and intention of
the brand

WHERE WHAT

WHO WHY

YOUR BRAND
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How Many Ads Do You Estimate You 
See in a Day?
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10,000
Ads/Day

TODAY2007

1,600
Ads/Day

5,000
Ads/Day

1970

About DoubleVerify and our History

American Association of Advertising Agencies
New York Times, Forbes
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Based on 50+ data points calculated in real-time - display and video

Measurement of Ad Presentation

Exposure Index
Measurement of User Interaction

Engagement Index

®

Ad Share of 
Screen

Video 
Presentation

Viewable 
Time

User 
Presence

Ad 
Interaction

How We Measure Attention
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Attention In Action

Measure 
performance to 

establish a baseline

Identify trends & 
insights based on 

attention

Optimize 
campaign 

performance
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Our Recent Announcement Around AI and Attention

Partnership & acquisition 
announced with leading AI 

company Scibids

AI drives campaign 
optimization, performance 

and cost management
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How Fundamental Changes Have Taken Place… 

Birth of www.
The Age of Internet

1990s

Explosion of
Programmatic Advertising

2010s

Gutenberg: Information 
Revolution

1400s

Spinning Jenny: Industrial 
Revolution

1700s
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Continuing The Path Forward

Drive Outcomes

 Fuel Performance

Keep You Safe

Auto-Optimize

   Ensure Efficiency 

Artificial Intelligence /
Machine learning models 

paired with human oversight
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Brand

Economic
Initiatives

 

Societal 
Initiatives

Environmental
Initiatives

UNIFIED MEASUREMENT ACROSS MEDIA BUYS

Driving Social Outcomes 
- Avoiding dis/misinformation
- Avoiding hate speech
- Aligning to relevant content
- Supporting minority voices

CONSISTENCY TRANSPARENCY SCALE

Driving Financial Outcomes:
- Avoiding Low Quality Inventory
- Fortifying Media Strategy
- Minimize Budget Waste
- Maximize Budget Impact

Driving sustainability outcomes
- Measuring carbon emissions
- Enabling carbon-aware decisions
- Innovating in sustainable 

advertising

How We Are Here to Help
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Thank You!
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