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•  So$ware	
  –	
  usually	
  a	
  browser	
  extension	
  or	
  an	
  app	
  which	
  can	
  be	
  downloaded	
  by	
  consumers	
  in	
  order	
  to	
  remove	
  ads	
  

•  Used	
  by	
  consumers	
  for	
  a	
  variety	
  of	
  reasons:	
  
•  mainly	
  because	
  they	
  feel	
  their	
  online	
  experience	
  is	
  interrupted	
  by	
  ads	
  that	
  blink,	
  flash,	
  poten?ally	
  slow	
  page	
  load	
  ?mes	
  or	
  

add	
  to	
  the	
  cost	
  of	
  a	
  mobile	
  data	
  plan.	
  
	
  	
  

•  Ad	
  blockers	
  use	
  what	
  are	
  effec?vely	
  pre-­‐determined	
  blacklists	
  to	
  iden?fy	
  which	
  types	
  of	
  ads	
  are	
  blocked	
  and	
  which	
  publishers	
  
are	
  affected.	
  	
  

•  The	
  layout	
  of	
  a	
  web	
  page	
  looks	
  largely	
  unaltered	
  once	
  the	
  adver?sing	
  is	
  removed,	
  it	
  does	
  not	
  leave	
  gaps	
  where	
  the	
  adver?sing	
  
should	
  have	
  been	
  displayed.	
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Implications of Ad Blocking 
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•  Posi?oned	
  as	
  “looking	
  out	
  for	
  the	
  consumer”,	
  current	
  ad	
  blocking	
  models	
  are	
  for	
  profit	
  en??es	
  exploi?ng	
  consumer	
  disaffec?on	
  
and	
  are	
  in	
  some	
  ways	
  distor?ng	
  the	
  economics	
  of	
  democra?c	
  capitalism.	
  

•  A	
  recent	
  UK	
  study	
  showed	
  that	
  more	
  than	
  half	
  (56%)	
  of	
  those	
  surveyed	
  were	
  not	
  aware	
  that	
  blocking	
  ads	
  meant	
  that	
  websites	
  
would	
  lose	
  revenue.	
  	
  
•  There	
  is	
  an	
  expecta?on	
  of	
  free	
  content	
  and	
  no	
  ads	
  (IAB	
  UK	
  research)	
  
•  Ad	
  blockers	
  are	
  feeding	
  into	
  this	
  unsustainable	
  narra?ve.	
  

•  Economic	
  impact	
  is	
  significant.	
  	
  
•  Canada	
  reported	
  $3.8	
  Billion	
  in	
  revenue	
  
•  In	
  US	
  –	
  cost	
  of	
  ad	
  blocking	
  was	
  expected	
  to	
  reach	
  $10.7	
  billion	
  in	
  2015	
  and	
  $20.3	
  billion	
  in	
  2016.	
  
•  15-­‐17%	
  of	
  annual	
  revenue	
  by	
  next	
  year.	
  

•  Long	
  tail	
  publishers	
  are	
  losing	
  up	
  to	
  40%	
  of	
  their	
  revenue	
  already	
  
•  History	
  repea?ng	
  itself	
  

.	
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Ad Blocking – Worldwide Rates by Region 
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IABCanada2016 eMarketer / GlobalWebindex September 2015!
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Ad Blocking – Rates by Country (Unique Visitors) 
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IABCanada2016 Sourcepoint/ComScore September 2015!
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Ad Blocking – The main reason for ad blocking is to block all 
ads 
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IABCanada2016 IAB UK Study October 2015!
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Ad Blocking – 1 in 2 would be less likely to block ads if they 
didn’t interfere with what they were doing 
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IABCanada2016 IAB UK Study October 2015!
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Ad Blocking – Incidence by Content Category 
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IABCanada2016 Sourcepoint/ComScore September 2015!

•  In Canada, Sports and 
Online Games lead the 
way in ad blocking 
categories – reflective 
of demographic.!

•  In Germany, Lifestyle is 
the highest category 
measured.!
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Ad Blocking – Mobile Ad Blocking Lags in Adoption 
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IABCanada2016 Sourcepoint/ComScore September 2015!

•  Introduction of ad 
blocking in iOS9 and 
recently, Samsung is 
expected to increase 
mobile adoption of ad 
blocking in North 
America and Europe!
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Ad Blocking – Video Content Vulnerability 
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IABCanada2016 eMarketer / Secret Media and JW Player September 2015 / IAB Canada Revenue Survey 2015!

•  Video in Canada as a format saw 28% 
growth in revenue year over year to $266 
million.!

•  Placed in the top-3 formats this year, with 
7% share of total revenue!



11 

Ad Blocking – Under the Revenue Radar 
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•  60%	
  of	
  publishers	
  in	
  Europe	
  and	
  the	
  US	
  were	
  measuring	
  rates	
  of	
  ad	
  
blocking	
  in	
  Q4	
  2015,	
  and	
  another	
  18%	
  were	
  planning	
  to	
  do	
  so.	
  	
  

•  Only	
  14.5%	
  of	
  US	
  publishing	
  industry	
  professionals	
  said	
  their	
  
company	
  had	
  a	
  strategy	
  to	
  deal	
  with	
  it,	
  

•  More	
  than	
  half	
  of	
  respondents	
  said	
  they	
  didn’t	
  have	
  a	
  strategy	
  for	
  
ad	
  blocking,	
  and	
  nearly	
  one-­‐third	
  said	
  they	
  didn’t	
  know	
  

•  77%	
  of	
  US	
  publishing	
  professionals	
  focused	
  on	
  ad	
  opera?ons	
  had	
  
not	
  used	
  a	
  third-­‐party	
  service	
  to	
  help	
  combat	
  ad	
  blockers.	
  	
  

	
  

eMarketer / Sourcepoint September 2015 / Cxense October 2015!



IAB Canada’s Position & Action on Ad 
Blocking 
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The IAB believes in an ad funded internet. Our goal is to help make all forms of digital advertising more effective, 
efficient and relevant to people’s interests. We want to help brands reach their audience and to provide revenue to 
publishers so they can continue to make their content, services and applications widely available at the appropriate 
cost. We believe ad blocking undermines this approach.!
!
!
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1. Disarm Ad Blocking’s Technical Merit 

In October 2015 we launched the L.E.A.N. Ads program. Supported by IABs around the world, L.E.A.N. stands for 
Light, Encrypted, Ad choice supported, Non-invasive ads. These are the principles that will help guide the next phases 
of advertising technical standards for the global digital advertising supply chain. !
!
L.E.A.N. Ads do not replace the current advertising standards many consumers still enjoy and engage with while 
consuming content on sites across all connected devices. These best practice principles will guide an additional set of 
standards that provide choice for marketers, content providers, and consumers. !
!
!
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2. Tools Providing Transparency for Publishers 

On March 7th, 2016 IAB launch a global detection code accessible to IAB member publishers. This code will allow 
publishers to immediately detect the use of ad blockers on their site making it difficult for ad blockers to operate in 
stealth mode.!
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3. Provide Publishers with a Playbook on Options - DEAL 

On March 7th, 2016 IAB launched a playbook for publishers under a framework entitled DEAL:!
!
Detect ad blocking, in order to initiate the conversation!
Explain the value exchange that advertising enables!
Ask for changed behaviour in order to maintain an equitable exchange!
Lift restrictions or Limit access in response to consumer choices!
!
The IAB Tech Lab has pulled together best practices based on activities in the field and have consolidated these into a 
comprehensive guide.!
!
Accessible to members of IAB – contact us for a copy.!
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4. Education 

Con?nuous	
  efforts	
  to	
  educate	
  young	
  Canadian	
  consumers	
  on	
  the	
  value	
  of	
  adver?sing	
  and	
  its	
  important	
  role	
  in	
  the	
  eco-­‐system.	
  
	
  
•  Colleges	
  
•  Universi?es	
  
•  Ar?cles	
  
•  Consumer-­‐facing	
  ads	
  


