















































The Realities of Ad Creative Classification and Measurement

According to IAB’s 2024 Digital Video Ad Spend & Strategy Report, challenges tied to managing ad creative include

creative-level views, sell-side interoperability, and standards. Yet, nearly 9 in 10 TV/Video buyers do not register
any ad creative. Only 14% register all ad creatives and 82% of buyers say that a lack of tagging and the inability of
models to provide creative-level performance are top ROI challenges.

Even though buyers project significant performance improvements if given the ability to tie campaign performance
back to specific ad creatives, half still use digital asset management tools, file uploads, and Excel to share creatives
with media partners.
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Benefits Summary

*1

Creative Reconciliation

ACIF eliminations millions of hours
spent tracking down ads, matching
data logs and validating campaign
information.

"4

Cross-platform
TV measurement

One persistent creative ID enables
accurate counting with de-duplication
across linear and digital channels.

#2

Frequency Capping

Today, the same video ad often has
different sources, identifiers, and
labels. ACIF makes it easier for
ad-decisioning algorithms to manage
ad frequency.

"3

Campaign ROI

Understanding campaign performance
for specific ad creative enables
advertisers to take action and vastly
improve the overall campaign ROI.

*3

Competitive Separation

ACIF will make it easier to ensure
that competitive ads are appropriately
separated.

*6

Brand and publisher
reputation

A stable unique ID helps ensure
contextual relevance, competitve
separation and brand suitability,
providing high-quality content
experiences.












1. Registries

provide registered IDs for all video creative.

Advertisers/Agencies

ensure standard usage of registered IDs on all video
inventory, include the ID and registry in VAST

2. Standardised Use

buyers, creative management teams, workflows need to
update to ensure creative IDs make their way into VAST or the
appropriate transport method based on the buy-type.

3. Directory

a directory of all participating registries globally. Ad tech
platforms can easily find the framework participants and the
method to access the registries ID validation.

4. Validation

method for supply chain participants to prove that an ID
was aenerated bv a reaistrv and who the advertiser is.

Technology Platforms

make it easy to include and pass along the
UniversalAdID attribute and domain in VAST. Check with

registries for ability to validate IDs.

Registries

provide easily accessible methods for ID validation and
basic metadata.
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