
Monetizing Your Quality Audience 





3

AAM’s Data Distribution Network

Almost All News Media 
Advertising Is Bought 
Through The Sources 

In AAM’s Data 
Distribution Network

AAM data is:

Integrated into 
media buyers’ 

internal systems

Proprietary Feeds

Industry Partners

AAM

• Brand View
• Media Intelligence Center 

Accessed in 
other industry 

sources

Heavily used 
in AAM’s 
channels 
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Buyer Usage Is Strong In AAM’s 
Media Intelligence Center

The Place For Verified Print And Digital Data 
From Premium Media Brands In North America

*
* *When comparing Jan-May 2017 to the same period in 2018

*When comparing Jan-Sept 2017 to the same period in 2018

2,981
Active MIC users 

Increase in usage 
since 2015*

69%
Of users access at 
data at least monthly 

8X
Increase in newspaper 
cross-media report downloads**

20%



These buyers are the heaviest users of your data



Media Intelligence Center: Now and Then

BEFORE
This is a news media property that has not activated their profile 



Media Intelligence Center: Now and Then

AFTER
This is a news media property who has activated their profile 



Digital Ad 
Fraud
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State of Digital Advertising



Problem: Marketers 
waste their digital ad 

spend, and quality 
publishers lose out on 

revenue.  

Digital ad fraud has serious consequences. 

• Marketers pay for ads that cannot produce ROI, 
which limits growth opportunities. 

• Publishers compete with fraudulent sites, which 
limits their investment in quality publishing. 

• Society is harmed when ad dollars are directed to 
nefarious entities, which effects our democracy.



318MM Estimated Questionable Sites

11MM Estimated Legitimate Sites  

Host content that humans want to read3%
Sites with Most Human 

Pageviews

97%
Questionable Quality Sites

Top 3% of 329MM Sites Get 
Most Human Pageviews*

*Verisign Q4 2016 Doman Name Industry Brief, Marketing Science Consulting Group, 2017 research 

ajc.com
bizjournals.com
chicagotribune.com
economist.com
elle.com
espn.com
fitnessmagazine.com
forbes.com
macleans.ca
nytimes.com

philly.com
realsimple.com
people.com
sacbee.com
silive.com
stltoday.com
theglobeandmail.com
tennessean.com
usatoday.com
washingtonpost.com

This is where marketers’ 
ads are placed on 
fraudulent/fake web sites 
and exposed to bots

This is where marketers’ 
ads are placed on 
legitimate publishers’ web 
sites and can be exposed 
to bots



12



Digital Ad 
Fraud
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How it worked

• Bad actors spoofed legitimate websites

• Created bot network to inflate page views

• Opened accounts with resellers as approved resellers

Fix

• Ask that publishers be vigilant of their Ads.txt lists

• Require through contract that you only buy via direct 

relationship or max ‘one-hop’ relationship
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What does ad fraud look like?
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• 3VE (pronounced ‘Eve’)

• Infected computers with malware

• Spoofed fraudulent domains

• Faked websites

• $33MM stolen from quality publishers

• 8  charged, 3 arrested 

• Russia, Malaysia, Kazakhstan, Ukraine



Sergey Ovsyannikov, 30, 
Kazakhstan

• Operated “Adzos” and “Clicklandia” as front 
companies 

• Created “Octmedia LP” to receive ad 
revenue; paid $10,000 USD/month “for 
technical support services” 

• Avg monthly salary in Kazakhstan = $441 
USD

• After arrest, sued vendors to recapture 
seized assets
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What does ad fraud look like? 
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Where the $19B stolen is reinvested by bad actors…

DEFUND
JOURNALISM

ELECTION TAMPERING

SOCIETAL DIVIDE 

CIVIL UNREST



SITES

Billions are lost to ad fraud annually.
There is currently no way of distinguishing good publishers that make significant investments 

in maintaining high-quality advertising environments from bad sites that make no investments 

The Industry Has A Media Quality Crisis

INVALID VS VALID TRAFFIC

LEGITIMATE 
(WITH GOOD PRACTICES)

LEGITIMATE 
(BUT SOURCING TRAFFIC)

FRAUDULENT 

TRAFFIC

= Detected invalid traffic 
(General or Sophisticated IVT)

= Valid traffic= Undetected invalid traffic 



TRAFFIC

QUESTIONABLE SITES

Publisher audits separate the universe of quality sites that invest in high-quality advertising environments from 
others, redirecting billions back to quality publishers

New Assurance Solution: 
Differentiate Quality Publishers with a Third-Party Audit

LEGITIMATE (WITH GOOD PRACTICES)
LEGITIMATE (BUT

SOURCING TRAFFIC)

FRAUDULENT 

AAM QUALITY CERTIFIED SITES

TRAFFIC

$19B**Juniper research: AD FRAUD TO COST ADVERTISERS $19 BILLION IN 2018, REPRESENTING 9% OF TOTAL DIGITAL ADVERTISING SPEND 



MRC-Accredited Measurement

Measurement

Provides downstream assurance

Validates ad campaigns

Focuses on measurement of ad delivery 

AAM Publisher Audits and MRC-Accredited Measurement Are Complementary

AAM Publisher Audit 

Pre-measurement traffic and site verification

Provides upstream assurance

Validates legitimate sites with human audiences

Focuses on site traffic

AD



Quality Certification 
Activation

AAM Quality Certified publishers 
are prioritized throughout the 
buying ecosystem through an 
expanded distribution network 

Ad 
Exchanges

• Automated 
distribution, 
integration with
DSPs

Marketer 
& agency 

access

• Include in RFPs
• Inform whitelists
• Prioritize buys

Whitelist 
service 

providers

• Use to inform
whitelists

AAM 
channels 

• Download list at 
auditedmedia.com

• Media Intelligence 
Center

• Brand View

Quality Certified 
Domain List



What can you do about digital advertising fraud?

Work With Trusted 
Partners

Work with one or more 
ad verification vendors

Know Your Metrics
If you can’t identify the 

issue, you can’t address it

Position Yourself 
Properly

Ensure that advertisers are 
aware of the risks in digital 

advertising

Don’t be shy in bragging about the quality of your audience. 



Thank you

auditedmedia.com

Kevin.Rehberg@auditedmedia.com


