
EXECUTIVE SUMMARY
Please note: This Executive Summary shows highlights from the 
2018 Advertising Measurement Report. The complete report is 
available from Advertiser Perceptions by contacting us at 
212-626-6683, or Info@AdvertiserPerceptions.com.

2018 PERCEPTIONS OF AD MEASUREMENT
WHAT’S IMPORTANT TO ADVERTISERS: ROI, FRAUD, INACCURACY
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The challenges and slow pace of ad measurement 
innovation hamper advertiser experiences, ad 
impact, and spending. Advertiser Perceptions 
is among the first to quantify advertisers’ 
attitudes about this critical topic with the
2018 Advertising Measurement Report. We 
offer opinions and insights from agencies and 
marketers on areas such as measurement’s 
biggest challenges, the most valuable types
of measurement, attributes for selecting 
measurement providers, leading vendors, and 
a deep-dive on cross-platform measurement.

WHERE IS PROGRESS MOST NEEDED?
The measurement industry may best be 
described by the adage “two steps forward, 
one step back.” Despite recent advances, the 
industry is hampered by ongoing limitations - 
and these limitations are very much top-of-mind 
with advertisers. In several instances of our 
ongoing work, when asking advertisers to 
identify the biggest issues facing them, 
measurement typically dominates the response. 

ADVERTISER SENTIMENT IS LOW
We dive deeply into these challenges by 
seeking to understand the one thing about 
ad measurement that advertisers want 
improved. It is telling that foundational 
elements like accuracy and transparency
are most commonly mentioned. We again 
see ROI and cross-platform as significant 
issues. The measurement experience also 
needs improvement, as seen by the 
frequency of mentions around ease of 
integration and use, and faster reporting.

Furthermore, ad industry sentiment is low. 
Only about 1 in 9 advertisers is extremely 
satisfied with the current state of ad 
measurement. What may be even more 
troubling is that a majority believe the 
quality of advertising measurement has 
remained flat or declined over the past year.

The impact of ad measurement limitations 
go beyond data scientists and researchers. 
Quality measurement - or lack thereof - has 
significant revenue implications. Sub-par 
measurement impacts where ad dollars are 
spent -- or not spent. Broadly put, if it can’t 
be measured, it can’t be monetized. This can 
hinder advertiser adoption of newer platforms 
(e.g., OTT, streaming radio, VR/AR), where 
measurement is only now catching up to consumer 
use. As the pace of media innovation continues 
to increase, this issue will only exacerbate.

WHEN ADVERTISERS SPECIFY
PAIN POINTS, MEASUREMENT

ISSUES DOMINATE

Biggest Issues Facing Advertisers

DETERMINING ROI AND ROAS

AD FRAUD

INACCURATE MEASUREMENT

AD VIEWABILITY

INCOMPLETE CROSS-MEDIA
MEASUREMENT

POOR/INACCURATE TARGETING
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Only 11% of advertisers 
are extremely satisfied with the 
current state of measurement 

3-in-5 advertisers believe
measurement accuracy, usefulness 

and actionability has declined/stayed 
the same in the past 12 months 

INDUSTRY SENTIMENT
FOR MEASUREMENT IS LOW

TRANSPARENCY “ “ACCURACY
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IF ADVERTISERS COULD IMPROVE ONE THING ABOUT MEASUREMENT...
(In their own words)

87%
of advertisers 
hold back 
spending
due to poor 
measurement

67% 
of advertisers 
hold back 
adopting new 
media formats 
due to poor 
measurement



LOOKING AHEAD
• As new media consumption methods gain consumer adoption, and new ad formats debut, 

industry pressure on measurement companies to keep pace will increase.

• More measurement companies / challengers will arise, but with high barriers to entry and 
significant technology costs, they will find it hard to unseat the established players who maintain 
top of mind awareness for advertisers.

• Consumer and government concerns over advertisers’ use of personal data, and the practice
of consumer tracking will require new approaches to measurement, particularly return on 
investment.

METHODOLOGY AND RESPONDENT INFORMATION

• 300+ online interviews conducted
• Sample: Marketer and Agency contacts from The Advertiser Perceptions Media Decision Maker Database
• Qualification: Measure advertising in past 12 months and/or involved in measurement decision-making.
• Field Period: April 2018
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Advertiser Perceptions is the global leader 
in research-based business intelligence 
for the advertising industry. Our exclusive 
insights, practical advice and 
knowledgeable guidance produce 
actionable solutions that deliver results 
and enable our clients to thrive in today’s 
complex and competitive advertising 
market. For more information about our 
services or to arrange a private briefing, 
please contact us at 212-626-6683 or 
info@AdvertiserPerceptions.com

WHAT ADVERTISERS THINK®

WHAT ADVERTISERS SAY: HOW TO IMPROVE AD MEASUREMENT

WHO IS RESPONSIBLE TO FIX IT?
Interestingly, when we assess who should
be held most accountable for the state of 
measurement, and who is most responsible 
for advancing it, advertisers do not lay it all
at the feet of ad measurement companies. 
Our report surfaces two advertiser viewpoints.  
A less critical view recognizes that since 
measurement providers have not cracked 
the code, advertisers should look elsewhere 
for solutions -- ad tech, media companies, 
agencies and industry associations. And,
a less critical view recognizing that 
measurement is complex, and it really
does take a village to advance quality.

MEASUREMENT COMPANIES ARE NOT HELD SOLELY RESPONSIBLE FOR
THE STATE OF MEASUREMENT, NOR EXPECTED TO SOLVE THIS ALONE
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Who Is Most Accountable for
Poor/Inadequate Measurement
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Who Is Most Responsible for Leading The Way 
Towards Improving Measurement

Rank #1

Media Agencies

18%

18%

11%

10%

9%

8%

26%

15%

14%

13%

11%

11%

10%

SOURCE: 2018 Advertising Measurement Report  |  BASE: Total Respondents

“Often, there’s room for interpretation of results. 
I wish tech and reporting would help make 
things more definitive in terms of reporting.”

- ADVERTISER, VP

“Transparency across multiple platforms in 
order to determine an apples-to-apples ROI 
attribution model per channel.” 

- AGENCY VP

“Reliability. The data is not accurate 
enough and difficult to analyze, especially 
when it comes from different channels.”

- ADVERTISER, DIRECTOR

“Extending the look-back window of when 
users are coming back to purchase. Usually 
the look-back window is 30 days but it would 
be helpful to see up to the last year to see 
how long it takes a person to convert.”

- AGENCY PLANNER

“Break down the walled gardens. For 
example, I do not like Facebook’s MMP 
requirement or the lack of cross-platform 
tracking options.”

- ADVERTISER, STRATEGIST

“Make measurement easier to integrate 
into campaigns. The initial set-up, 
depending on the vendor, can be very 
frustrating.”

- AGENCY SUPERVISOR


