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1. Executive Summary 

 

IAB Europe has developed Brand Builders, a suite of six recommended brand advertising 

formats which offers a new branding environment to advertisers.  

 

The Brand Builders are part of IAB Europe’s Brand Advertising Framework, a set of 

initiatives for the converging digital and traditional media environment designed to be 

compatible with global programmes. The Framework aims to drive brand investment into 

digital media.  

 

In order to understand the current advertising formats landscape and diversity of the 

European market IAB Europe conducted a Brand Advertising Formats Survey which 

gathered the opinion of over 300 senior publishers, agencies and networks across Europe 

during 2013 asking about usage and trends in ad formats for branding campaigns on PC, 

tablet and mobile. The Survey covered 23 European markets – Austria, Belgium, Bulgaria, 

Czech Republic, Denmark, Finland, France, Germany, Greece, Hungary, Ireland, Italy, 

Netherlands, Norway, Poland, Romania, Russia, Serbia, Spain, Sweden, Switzerland, 

Turkey, UK – and pan-European respondents. 

  

The survey highlighted both currently popular formats and those predicted to have a bright 

future. It also identified formats being sought out by the demand side in contrast to those 

available from the supply side. This insight has enabled IAB Europe to create a best-of-

breed suite of advertising formats – the Brand Builders. 

 

 

 

 

 

Both static and dynamic (expandable) brand advertising formats are included in the suite to 

offer diversity to brand advertisers in their campaigns:  

 

Static Advertising Formats: 

1.         300x600                      Halfpage (static; IAB US Rising Star dimension)  

2.         728x90 + 160x600      Wallpaper (static)  

3.         728x410                      Landscape (static, new dimension, 16:9 compatible) 

 

Dynamic Advertising Formats: 

4.         300x250 → 728x410 Expandable Rectangle (float/slide 16:9)  

5.         728x90   → 728x410 Expandable Leaderboard (float/slide,16:9)  

6.         160x600 → 300x600 Expandable Skyscraper (float/slide) 

 

 

 

 

 

 

"Great to see IAB Europe lead on a recommended suite of advertising formats that 

have been informed by the current and future needs of advertisers. The global nature 

of digital provides advertising opportunities at unprecedented scale and IAB Europe's 

Brand Builders provide advertisers with the opportunity to plan digital creative across 

online publishers and markets". Justin Cullen, MD Radical, Digital Director, Core 

Media 

 

“We welcome pan-European guidelines in order to create growth requirements for 

increasingly international planned budgets.” Rasmus Giese, CEO, United Internet 

Media 
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The formats within the Brand Builders suite are blank canvases, the only prescriptive detail 

is the pixel dimension and the rest is to be decided on by the advertiser/ creative agency. 

Similar sized formats with more prescriptive detail such as the IAB Rising Stars and the 

BVDWP Premium Ad Package can be accommodated within IAB Europe Brand Advertising 

Framework.  

 

A key feature of the suite is that it offers a 16:9 TV compatible dimension (x410) with the 

aim of making brand advertising across TV and digital easier. By providing a 16:9 TV 

compatible dimension the suite is able to support in-page video advertising. By fuelling the 

increase of high value, high quality inventory for large scale brand advertisers, IAB Europe 

also envisages an increase in programmatic trading of premium digital advertising. 

 

 

 

 

 

 

The Brand Builders are the first phase of the IAB Europe Brand Advertising Framework 

which has been driven by the Brand Advertising Committee and its Ad Formats Task Force, 

a multi-stakeholder group with global, regional and local input. The second phase will see 

detailed formats, including further of the IAB Rising Stars, being accommodated within the 

Framework at Interact 2014, the essential meeting place where the whole European digital 

advertising ecosystem gathers, in Paris on 20-21 May (www.interctcongress.eu).  

 

The Committee’s Ad Formats Task Force’s next steps will focus on mobile in-page 

advertising formats and in-stream formats.  

 

The Brand Advertising Committee’s other focus is to learn about measurements for Metrics 

and KPIs that would help to drive long term brand investment into digital media. Its Metrics 

and KPIs Task Force is working to identify Metrics and KPIs across Europe which are 

compatible with global initiatives. This also forms part of the Brand Advertising Framework. A 

Metrics and KPIs Survey (https://www.surveymonkey.com/s/metricsandkpis) is currently in 

field and we are calling for European stakeholders to complete this survey prior to the 

publication of findings at Interact 2014 (see above). 

 

 

 

 

 

 

 

 

 

 

 

 

 

“Some of the ad formats recommended by IAB Europe in the Brand Builders are 

already well known and used by online brand advertisers in Central and Eastern 

Europe. However the new recommended format dimension, 728X410, will bring new 

opportunities to stakeholders.” Tamas Acs, Gemius 

 

http://www.interctcongress.eu/
https://www.surveymonkey.com/s/metricsandkpis
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2. Key findings 

 

2a. Top line European Findings  

 

The IAB Europe Brand Advertising Formats Survey asked about current usage and 

upcoming trends in ad formats for in-page and in-stream branding ad formats on PC, tablet 

and mobile. 

 

IAB Europe analysed 32 PC in-page ad formats in total, across 23 markets and the pan-

European sector, identifying the most popular ad formats in Europe.  

 

Below are the top 20 European PC in-page ad formats – 

 

1. 300x250 Medium Rectangle 

2. 728x90 Leaderboard 

3. 300x600 HalfpageAd/ Gigabanner (US - Filmstrip) 

4. 120x600 Skyscraper1 

5. 728x90 + 120x600 Wallpaper 

6. 300x250-> 400x400 Expandable Rectangle (MSA: 500x300) 

7. 468 x 60 Traditional Banner2 

8. 160-> 300x600 Expandable Skyscraper 

9. 400x400 LayerAd (floating) 

10. >=728x90 BaseboardAd 

11. >=728x90 + >=728x300 PushdownAd 

12. 160x300 Wide Skyscraper 

13. 300x250 + 970x550 Sidekick Ad US 

14. 750x100 Billboard 

15. 970x250 BillboardAd (US) 

16. 180x150 Rectangle 

17. 750x200 Double Billboard 

18. 970x400 Footer (MSA Floor Ad) 

19. 100%x90 + 950x550 Slider 

20. 970x90-> 970x415 PushdownAd (US) 

 

                                                           
1 Please note the 120x600 Skyscraper and 468x60 Traditional Banner have been delisted by the IAB 

US (http://www.iab.net/guidelines/508676/508767/displayguidelines) meaning they are no longer 

commonly bought or offered in the market and therefore these have not been considered in our 

analysis and optimisation phases – see section 4 for more details. 
2 Please note the 120x600 Skyscraper and 468x60 Traditional Banner have been delisted by the IAB 

US (http://www.iab.net/guidelines/508676/508767/displayguidelines) meaning they are no longer 

commonly bought or offered in the market and therefore these have not been considered in our 

analysis and optimisation phases – see section 4 for more details. 
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The top 20 European PC in-page formats are made up of mostly static formats – with just 6 

dynamic ad formats but dynamic formats are increasing in popularity as brand advertisers 

take advantage of their eye-catching graphics. 

 

The survey results show that the Medium Rectangle, Leaderboard and HalfpageAd/ 

Gigabanner top the table in terms of popularity – in both current use and outlook – however 

the BillboardAd, Footer, PushdownAd, Portrait and Sidekick Ad US are all forecast to 

increase in popularity significantly as they are not part of the top 10 in terms of usage now 

but are when we look at outlook. 

 

Looking at the findings by market they show that the most popular formats do vary market by 

market however the formats which always top the table are the Medium Rectangle and the 

Leaderboard with the Medium Rectangle the most popular format in 17 out of the 23 markets 

and the Leaderboard following closely. 

 

PC in-page packaged formats 

 

IAB Europe identified which ad formats are already part of a package – Universal Ad 

Package, IAB Rising Stars & BVDW Premium Ad Package – details below: 

 

 

The above scatter graph shows the European position (all markets & pan-Euro responses 

aggregated) of each format already part of a package in terms of usage and outlook. 

 

The survey results show that in terms of formats which are already part of a package the 

Leaderboard and HalfpageAd/ Gigabanner are currently the most popular formats and the 
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use of the HalfpageAd/ Gigabanner is predicted to increase significantly with the outlook for 

the use of the Leaderboard and BillboardAd also looking positive.  

 

 

PC in-page non-packaged formats 

 

Four of the formats identified as popular across Europe are not part of a package. The 

following scatter graph demonstrates that these four are currently used frequently and the 

outlook is also very positive: 

 

 

 

 
The Wallpaper and Expandable Rectangle are particularly popular in terms of current usage 

and the Expandable Rectangle and LayerAd look to be increasing their usage in the future. 

 

The analysis above identified ad formats which could potentially be included in a new 

package – the Expandable Rectangle, Wallpaper and Expandable Skyscraper are all 

included in some form in the Brand Builders, see section 3 for full details. 
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2b. Demand side vs. offer side  
 
The IAB Europe Brand Advertising Formats Survey interviewed agencies, ad networks and 
publishers, the following graphs compare the outlook and usage of formats in packages and 
the most popular formats not in a package according to demand side and offer side 
perspectives.  

 

PC in-page packaged formats 

 

The following two scatter graphs show the European position (all markets & pan-Euro 

responses aggregated) of each of the packaged formats in terms of usage and outlook. 

 

Demand side - European perspective: 
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Offer side - European perspective: 

 

 
 

The scatter graphs above show that out of the 12 ad formats which are already part of a 

package the following 10 are currently more popular from a demand perspective (agencies 

and ad networks) when compared to offer perspective (publishers): 

 

 300x250 + 970x550 Sidekick Ad US 

 160x300 Wide Skyscraper 

 180x150 Rectangle 

 300x1050 Portrait 

 640x480 MaxiAd 

 728x90 Leaderboard 

 >=728x90 BaseboardAd 

 970x250 BillboardAd (US) 

 10. >=728x90 + >=728x300 PushdownAd 

 970x90-> 970x415 PushdownAd (US) 

 

This demonstrates that publishers are not currently in-line with agencies and ad networks in 

terms of their requirements of these specific ad formats. 

 

Looking at the future popularity of these formats the survey findings show that the MaxiAd, 

Leaderboard and BillboardAd (US) are growing in popularity with publishers who are more 

likely to predict an increase in use than agencies and ad networks – so publishers are 

potentially increasing their offering of these formats based on demand. 
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PC in-page non-packaged formats 

 

Demand side - European perspective: 
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Offer side - European perspective: 

 

 
 

 

Out of the four popular formats which are not yet part of a package the Expandable 

Skyscraper, LayerAd (floating) and Wallpaper are currently more popular amongst agencies 

and ad networks, whereas the Expandable Rectangle is more popular amongst publishers.  

Looking at the outlook of these formats the Wallpaper is to become more popular in terms of 

publisher usage – satisfying the clear demand for this format – however the Expandable 

Skyscraper and LayerAd (floating) are still more popular in terms of outlook with agencies 

and ad networks whereas publishers do not recognise this demand with a negative outlook. 

 

The results from the IAB Europe Brand Advertising Formats Survey identify that there is not 

always a synergy between what the industry demands and what it is able to supply. IAB 

Europe hope to close the gap with the chosen ad formats in the Brand Builders see section 3 

for full details of this package. 

 

 

 

 

 

 

 

 

 

 

 

“This analysis performed by IAB Europe Brand Advertising Committee is of great 

importance, providing a European overview on formats, conditions of use and 

penetration in single markets. The survey on the new formats, the adaptability of 

some of them to the 16:9 TV ratio and the attention to the naming are all elements 

that take a step toward a new “industrial” approach to the market.” Salvatore Ippolito, 

IAB Italy 
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2c. Methodology and weighting 

 
The IAB Europe Brand Advertising Formats Survey ran online during 2013 gaining 325 
responses with a broad representation across Europe. 
 
The respondents included 86 agencies, 40 ad networks, 128 publishers and 25 local trade 
associations. The remaining respondents included affiliate networks, freelancers, sales 
houses, consultancies and advertisers. 

 

The Survey covered 23 European markets – Austria, Belgium, Bulgaria, Czech Republic, 

Denmark, Finland, France, Germany, Greece, Hungary, Ireland, Italy, Netherlands, Norway, 

Poland, Romania, Russia, Serbia, Spain, Sweden, Switzerland, Turkey, UK – and pan-

European respondents. 

 

The data analysis process included the application of weightings to the IAB Europe Brand 

Advertising Format Survey findings. This involved weighting up the frequently used/ 

increasing a lot and weighting down the infrequently used/ decreasing a lot to understand 

which formats had greater usage frequency and greater outlook. 

  

The results were also weighted by display ad market size to understand the responses 

according to display advertising revenue. 
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3. Brand Builders 

 

3a. Building the Suite 

 

IAB Europe took the results from the IAB Europe Brand Advertising Formats Survey and 

analysed and optimised the findings. 

 

The optimisation phase achieved the following objectives: 

 

 Provision of a suite of static as well as a suite of dynamic ads 

 Alignment to existing ad format standards 

 Consideration of the evolution of screen sizes 

 Harmonisation of ad format naming 

 

The following formats were agreed by IAB Europe’s Brand Advertising Committee as 

possible formats for the package based on the PC In-page findings due to format 

dimensions being synergistic with other packages being used, their popularity, and that 

some are not already packaged: 

 

 300x600  Halfpage (static; IAB US Rising Star dimension)  

 300x250 → 400x400 Expandable rectangle (float)  

 728x90 + 120x600 Wallpaper (static)  

 ≥728x90 → ≥728x300 Pushdown (slide) 

 400x400  Layer (float) 

 160x600 →300x600 Expandable skyscraper (float/slide)  

 

The Brand Builders includes a combination of both static and dynamic formats, the IAB 

Europe Brand Advertising Committee agreed on this as they offer different elements as 

demonstrated below: 

 

Static formats are: 

 

 Easy to implement in terms of layout (content)  

 Simple to produce (creative) 

 Full message at once (effect) 

 Need to adjust pages (content) 

 Occupies large proportion of the page (content) 

 

Whereas dynamic formats are: 

 

 Starting from UAP formats ad slots – easy migration (content)  

 Eye-catching movements (effect) 

 Complex to produce (creative) 
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Due to the current screen resolutions, IAB Europe recognised the need to provide larger ad 

format sizes – either already static or through expansion mechanisms. 

 

In order to properly support in-page video ads the IAB Europe Brand Advertising Committee 

agreed the package should provide a native 16:9 TV screen type format – in a static as well 

as in a dynamic ad format. 

 

After the optimisation phase and local market feedback the Brand Builders suite was 

finalised, comprising of three static and three dynamic ad formats. The names of the formats 

in the Brand Builders were harmonised with existing format names currently available. 

 

Static Ad Formats: 

1.         300x600                      Halfpage (static; IAB Rising Star dimension)  

2.         728x90 + 160x600      Wallpaper (static)  

3.         728x410                      Landscape (static, new dimension, 16:9 compatible) 

 

Dynamic Ad Formats: 

4.         300x250 → 728x410 Expandable Rectangle (float/slide 16:9)  

5.         728x90   → 728x410 Expandable Leaderboard (float/slide,16:9)  

6.         160x600 → 300x600 Expandable Skyscraper (float/slide) 

 

 

 

 

 

 

 

The key benefits of the Brand Builders can be summarised as follows: 

 

 IAB Europe offers a new, recommended branding environment to advertisers while 

basing it on existing format practice in terms of dimensions and ad serving. 

 The formats within the Brand Builders suite are blank canvases, the only 

prescriptive detail is the pixel dimension and the rest is to be decided on by the 

advertiser/ creative agency  

 The suite includes formats that are both already popular and emerging across 

Europe so the dimensions are familiar to those involved in developing brand 

advertising.  

 The suite includes both static and dynamic (expandable) brand advertising formats.  

 We also offer a 16:9 TV compatible dimension (x410) with the aim of making brand 

advertising across TV and digital easier. 

 By providing a 16:9 TV compatible dimension the suite is able to support in-page 

video advertising. 

 

 

 

 

“The inclusion of the 728x410 format is a sign that syngergies with TV need to be 

sought in order to add value to the advertisers, while the 16:9 resolution will facilitate 

the process of adapting to TV.” Plamen Kalinikov, Argent Media Agency 
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3b. The Brand Builders ad formats 

 

The following section includes visual graphics of the formats included within the Brand 

Builders suite.  
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Halfpage 

 
Type: static Dimension: 300x600 
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Wallpaper 

 
Type: static Dimension: 728x90 + 160x600 
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Landscape 

 
Type: static Dimension: 728x410 Comments: 16:9 aspect ratio 
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Expandable Rectangle 

 

Type: dynamic 

 

Dimension: 300x250 -> 728x410 

(16:9 aspect ratio) 

Comments: floating or 

sliding 
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Expandable Leaderboard 

 

Type: dynamic 

 

Dimension: 728x90 -> 

728x410 (16:9 aspect ratio) 

Comments: floating or 

sliding 
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Expandable Skyscraper 

 
Type: dynamic 

 

Dimension: 160x600 -> 300x600 Comments: floating or sliding 
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4. Summary 

 

 IAB Europe aims to drive brand investment into digital by providing brand 

advertisers with a toolkit for the converging digital and traditional media environment 

which includes the establishment of a Framework for Ad Formats, Metrics and KPIs 

across Europe which are compatible with Global initiatives.  

 In order to understand the current advertising formats landscape and diversity of the 

European market IAB Europe conducted a Brand Advertising Formats Survey 

which gathered the opinion of over 300 senior publishers, agencies and networks 

across Europe. 

 The survey highlighted both currently popular formats and those predicted to have a 

bright future. It also identified formats being sought out by the demand side in 

contrast to those available from the supply side. This insight has enabled IAB Europe 

to create a best-of-breed suite of advertising formats – the Brand Builders. 

 The Brand Builders are a suite of six recommended brand advertising formats which 

offer a new branding environment to advertisers. The suite includes both static and 

dynamic (expandable) brand advertising formats are included in the suite to offer 

brand advertisers diversity in their campaigns 

 The suite offers a 16:9 TV compatible dimension (x410) with the aim of making 

brand advertising across TV and digital easier. By providing a 16:9 TV compatible 

dimension the suite is able to support in-page video advertising.  

 By fuelling the increase of high value, high quality inventory for large scale brand 

advertisers, IAB Europe also envisages an increase in programmatic trading of 

premium digital advertising. 

 The formats within the Brand Builders suite are blank canvases, the only prescriptive 

detail is the pixel dimension and the rest is to be decided on by the advertiser/ 

creative agency. Similar sized formats with more prescriptive detail such as the IAB 

Rising Stars and the BVDW Premium Ad Package can be accommodated within IAB 

Europe Brand Advertising Framework.  

 The Brand Builders are the first phase of the IAB Europe Brand Advertising 

Framework which has been driven by the Brand Advertising Committee, a multi-

stakeholder group with global, regional and local input. The second phase will see 

detailed formats, including further of the Rising Stars, being accommodated within 

the Framework. 

 The IAB Europe Brand Advertising Committee’s next steps will focus on mobile in-

page advertising formats and in-stream formats. In addition the Committee is 

currently working to include European Metrics and KPIs which are compatible with 

Global initiatives in the Brand Advertising Framework. 
 

 

 

 



 

 

IAB Europe  Page 22 of 23 

 

5. About the IAB Europe Brand Advertising Committee 

 

 
The IAB Europe Brand Advertising Committee is a multi-stakeholder group with global, 

regional and local input. The following IABs are represented : INAMA (Croatia), Danske 

Media, BVDW (IAB Germany), IAB Italy, INMA (Norway), IAB Poland and IAB UK. 

The following IAB Europe member companies are represented : ABInBev, Aegis Media, 

AGOF, AppNexus, Audience Science, BBC, CNN, comScore, Gemius, Goldbach Audience, 

IPG Mediabrands, MEC, Microsoft, Millward Brown, Mindshare, News Corporation, Nielsen, 

nugg.ad, Orange, Performics, Publicitas, The Exchange Lab, United Internet Media, Yahoo!.  

 

 

 

6. About IAB Europe 

 

About IAB Europe 

IAB Europe is the voice of digital business. Its mission is to protect, prove, promote and 

professionalise Europe's online advertising, media, market research and analytics industries. 

Together with its members – companies and national trade associations – IAB Europe 

represents over 5,500 organisations.  

 

The member countries are: Austria, Belgium, Bulgaria, Croatia, Czech Republic, Denmark, 

Finland, France, Germany, Greece, Hungary, Ireland, Italy, Netherlands, Norway, Poland, 

Romania, Russia, Serbia, Slovakia, Slovenia, Spain, Sweden, Switzerland, Turkey and 

United Kingdom. The corporate members include: AB Inbev, Adconion Media Group, AdRoll, 

ADTECH, affilinet, AGOF Services, AOL Advertising Europe, AppNexus, AudienceScience, 

BBC Advertising, CNN, CoAdvertise, comScore Europe, Creafi Online Media, Criteo, 

Deutsche Post, eBay International Advertising, Emediate, Evidon, Expedia Inc, Exponential, 

Fox Interactive Media, Gemius, Goldbach Group, Google, GroupM, Hi-Media, Improve 

Digital/ PubliGroupe, IPG Mediabrands, Koan, Meetic,  Microsoft Europe, Millward Brown, 

News Corporation, Nielsen Online, nugg.ad, OMD, Orange Advertising Network, Performics, 

PHD, Prisa, Proxistore, Publicitas Europe, Quisma, Sanoma Digital, Selligent, The 

Exchange Lab, Triton Digital, TrustE, United Internet Media, Viacom International Media 

Networks, White & Case, Yahoo!, Yandex and Zanox. 

 

www.iabeurope.eu   

 

 

 

 

http://www.iabeurope.eu/
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7. For more information 

 

A full data focused report including more detailed information about the IAB Europe Brand 

Advertising Formats Initiative and Survey, the complete PC in-page findings from the IAB 

Europe Brand Advertising Survey – including market and regional findings – and a 

comprehensive explanation of how IAB Europe built the Brand Builders suite is available. 

 

For more information about the full report or the IAB Europe Brand Advertising initiative 

please email brandbuilders@iabeurope.eu  
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