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But What Drives Success?
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QUALITY + PERFORMANCE

= OUTCOMES]
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Components of Quality

FRAUD

Is an ad served to a real
human, and not a bot?

BRAND SUITABILITY

Was the content the ad was
adjacent to aligned with the
brandds val ues?

VIEWABILITY

Did the ad have the
opportunity to be seen?

IN GEO

Was the ad served in the
intended geography?




Delivered in a Unified Metric across all Platforms,
Formats, Devices and Content Types
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| CASE STUDY

Optimizing to a Single Variable

BEGINNING OF CAMPAIGN

While viewability improved, they also

experienced increased incidents of 185,

fraud and brand safety issues AND NotBrand 4204
over 50% of some placements were . Viewable
out of geo. Not

_ _ _ Viewable
Looking at a single metric

doesnot wor k.

Authentic Rate Conversion Rate
33% 0.051%

OPTIMIZING ON VIEWABLE RATE

43%
Not
Viewable

Authentic Rate
30%

Conversions Increased 28% By Optimizing on Authentic AdE

T 2 8 % Conversion Rate T 9 7 % Athentic Raie
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28%
Not Brand
Safe

21%
Fraud

\

57%
Viewable

Conversion Rate
0.049%
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CASE STUDY

1/3

of Impressions That Qualify for One Criteria are

LOW QUALITY

When Analyzed Across All Criteria
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Delivered in a Unified Metric across all Platforms,
Formats, Devices and Content Types
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DV Brand Safety and Suitability Solution

Among the first to align product functionality with the APB and GARM Standards

BRAND SAFETY FLOOR
Quickly establish protection against the most risky content

BRAND SUITABILITY TIERS
Apply the right level of brand protection while maintaining or improving scale.
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DVOs Brand Safety

Designed to avoid the riskiest content in a turnkey manner

Improves operational efficiency with one click
to avoid content thatos
advertising

m&mfvuﬁonmm&:ya
The Brand Safety Floor ~ o\l

Extreme & Graphic

Copyright Infringement

Malware

Phishing UNSAFE

Spam
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DVOs Brand Suitability

Apply the right level of brand protection while maintaining or improving scale

DV6s Brand Suitabiffmty Trers enmapblies

brands to select brand suitability Adult & Sexual Alcohol Crime Aviation Disasters
settings aligned with their unique

standards

Natural Disasters

14 categories are separated into 3
tiers of risk i offering the control HIGH RISK MEDIUM RISK LOW RISK

required to implement nuanced CYDerpunymg g < eCIgarete
brand suitability preferences /

Natural Disasters Dea njury

By leveraging granular suitability
tools, brands are empowered to
balance avoidance with maximizing
scale
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Nuanced Level of Classification: Alcohol

Category Overview: This category includes content that facilitates or discusses the consumption of alcohol, information
about alcoholic products and accessories, guides for bars and alcohol-related events, stories of inebriation, alcohol-related
games, hangover cures and side effects of alcohol.
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FAIL Blog @
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37 Drunken Degenerates 2 nu w 'l In rl
Share Their Craziest Black-  stare
Out Stories

"?'ae"/‘:'em?goomuc“im You could say the night got away from them. E Man being arrested for driving While intoxicated

Ak FAVORITE % Home ) Recipes ) Coconut, rum & raisin rice pudding
& UPVOTED i .

- Coconut, rum & raisin rice pudding

By Barney Desmazery

Posted by mattstaft 8ratings Rate  3comments

Ea for the eighth time tries to have a drink before
going to jail

dijust f
a

:
Roommate Refuses

To Pay Rent, Get:
Schaoled n Cour 1] One :ay’
two day,

srostromegalus

Magazine subscription - save 44% and get a cookbook of your choice

“ Prep: 5 mins Q Easy Q Serves 6-8

Cook: 40 mins

f!yﬂ!slﬁNNlElﬁnlE{TZ - v oo e

Sophomore in high school. Virgin. Woke up three day, ¥ ) o B Toast rice in brown butter, cook in coconut cream and lace with rum and raisin syrup
0

iy neighbors fes javn £ in a random bed in a random house with 4
fer they'e called, and this t _ o i .
- /" Award Winning DefiERN

Farmland o~

to make this rice pudding. It's a world away from school-dinner versions

olzlelg
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SEMANTIC
SCIENCE

With over 20 years experience, DVO0s
Al-driven ontological tools that power Do u b | e Vunigue brgnd s
safety controls for advertisers - matching brands with appropriate
and relevant content online.
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DVOs Contextual Catego

in-market audiences

\ . In-market Categories
\ IAB Tier 1 and Tier 2 Categories \ Such as Autos & Vehicles and Consumer
\ \_j for standard content targeting \ \j Electronics to target content relevant to

Dynamic Categories

Custom built to meet your specific

needsidr awing on DV6s 200,
contextual concepts

Seasonal Categories

such as Halloween and Black
Friday that align with common
campaign themes.
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The Impact of Quality on ROI



End-to-end Protection Throughout the Media Transaction

Authentic Brand Suitability Targeting

Pre-bid /\/ Post-bid

90+ Brand Safety and Suitability Categories

Specialized Mobile App Controls
Inclusion/Exclusion Lists
Keyword Avoidance

Custom Brand Category

Global Language Avoidance

Site and App Fraud Avoidance
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Superior Performance: Perfectly align pre-
and post-bid brand safety and fraud profiles
across device.

Seamless Protection: Comprehensive
protection across desktop and mobile.

Specific Global Language Controls: Apply
controls in over 100+ languages for better
protection and accuracy on multi-lingual
campaigns.

Streamlined Operations: Single set of
controls, deployed across buying platforms,
regions and campaigns.



| CASE STUDY

DV Authentic Brand Suitability Drove 133% ROI

for Global Beverage Brand

Three different pre-bid avoidance
technologies were evaluated based on
ROI and impact on violation rate.

Following the results of the test, the brand

decided to use ABS on all applicable
campaigns moving forward.
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Reductionin
Brand
Suitability
Violations

Reduction in
Invalid Traffic

ROI

Competitor

Product

10%

22%

-48%

DV Standard
Avoidance

26%

DV Authentic
Brand Suitability

66%

40%

133%



Long-term
Partnerships see
compounding benefits

In 2021, our solution set continued providing an
increasing reduction in Brand Safety & Suitability and
IVT violation rates to DV advertising clients who
establish long-lasting partnerships with DoubleVerify

0-3 4-6 25+
Months Months Months Months Months
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Combining Quality & Performance
to Drive Outcomes



QUALITY + PERFORMANCE

= OUTCOMES]
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The Rising Importance of Privacy-friendly
Attention Metrics

Attention metrics go beyond traditional KPIs into key dimensions of:

Ad Presentation

User Presence User Engagement

of marketers believe that deeper

O attention metrics would help improve
O campaign performance and advertising

outcomes.
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The Attention Economy: Real-time Measures
of User Presence and Responsiveness

BRAND
SUITABILITY

VIEWABLE

_ AUTHENTIC
= DV ATTENTION®

\UD

ENGAGEMENT

DV Authentic AdE Exposure & Engagement DV Authentic Attention™
The foundation of media quality The data behind attention, building on the The New Standard for Media Quality
DV Authentic Ad™ and Performance
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Correlated Performance Measurement

AUTHENTIC
I)\/ ATTENTION

Based on 50+ data points calculated in real-time T display and video

Exposure Engagement
Measurement of Ad Presentation Measurement of User Interaction
Viewable Video Ad Share of User Presence Ad Interaction
Time Presentation Screen

EXTENDING INTO CTV IN H2 2022
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EXPOSURE
Measure Display Intensity

Avg. Viewable
Time on: 36s

Avg. Viewable
Time on: 23s
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