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A BRIEF
HISTORY OF MEDIA

All forms of media, from newspaper to TV 
to mobile have a similar anatomy, despite 
being very different in the methods in which 
they convey information. We can deconstruct 
them into 3 elements.

1 2 3

The geometry of the layer (a rectangle), is forcing advertisers and 
publishers into a real estate war. As a result, content and ads 
compete for the user’s attention, making existing media models highly 
dysfunctional: the advertisers’ interest (getting their ads seen) directly 
contradicts the users’ interest (consuming the content). 

Therefore, from the first newspaper to the latest mobile apps, 
advertising has always been intrusive. 

1. The layer is the interface separating content from reality: the 
paper or the screen of the device.

2. The content is what the users are consuming: articles, movies, 
websites, apps.

3. The advertisements, aside from the content, are the media’s 
main revenue stream.



WHO NEEDS ADS ANYWAY?
A vast majority of users accept this disruption as the price 
to pay to access free content. Despite 95% web users 
taking actions to stop receiving ads (with adblockers or 
other means) [1] only 4% admit being willing to pay for 
the content instead [2]. We have become used to free 
content, even reluctant to buy mobile apps costing less 
than a dollar.

Advertising has been the backbone of every global media, 
enabling them to scale beyond a core audience of early 
adopters and impact the lives of billions of people. No 
other model is deployable at such a scale, and that will be 
true for immersive technologies too.

To become a $150B industry by 2020, 
as predicted by experts, immersive 
technologies will rely on advertising. 
Digi-Capital projected that by 2020, 
the VR and AR ad-tech market will be 
worth £3B [3]



The anatomy of VR is very different from other media anatomies we described 
in the previous chapter. First, there is no layer in VR. Content is your new 
reality - there is no boundary in between.

Second, content is not limited to a plain surface. Storytelling possibilities 
are limitless, creating a new world users can explore. Rather than being an 
outsider, the user is part of the story, immersed in the experience. 

A MEDIA
REVOLUTION
VR is not a traditional form of media. It is not just a new 
device, like mobile had succeeded desktop computing. It 
fundamentally disrupts the way we tell stories. 



The more the creator can sustain this immersion, the better the experience. To some extent 
the user can also control the experience, giving him a sense of empowerment, creativity and 
freedom, which were sources of success for the gaming industry.

Clearly, creating immersion is not compatible with an intrusive model for advertising. Using 
intrusive ads in VR (and AR) would be disastrous for the experience, as depicted in the short 
movie Hyper Reality [4] and the picture above. Instead VR needs a new set of rules and 
standards for advertising.

Hyper Reality: a world taken over by advertisers where no-one wants to live.



The John Lewis VR experience

IN VR
There are two ways for brands to 
become a part of a VR experience:

Over the past few years, many brands like John Lewis, Coca-Cola 
or Volvo, have started to produce their own VR or 360 video [5]. 
The results are high quality stories aimed to be consumed mostly 
on mobile – a much easier distribution channel than head mounted 
displays.

Most of these brands have gotten a lot of PR out of the experience, 
the ability to enter awards, and showcase their brand in a very 
innovative way.

However, producing VR content isn’t cheap. Shooting a 360 video 
is basically shooting a high-end movie, so you’ll need a production 
crew. For computer based VR, you’ll need an army of developers, 
producers and graphic designers to come up with an experience 
from scratch and implement it.

Estimates range from £25k for a very basic experience and 
there is no upward limit - well over £1M. This significant upfront 
investment makes a ROI difficult to measure and achieve.

YOUR BRAND 
1. PRODUCE CONTENT



Alternatively, brands can leverage the existing VR ecosystem by doing clever placements within an experience,  
in a non-intrusive way – ads on billboards, screens, or 3D placements.

Similar to advertising on the web or mobile, brands are placed in VR apps that already have an audience. With 
services like Advir, advertisers can re-use their web creatives (display and videos), leading to minimum upfront cost. 
Impressions are tracked and reported to the advertiser to understand how the audience interacts with their brand.

This model is cost effective as brands only pay on successful impressions. The question remains to what volume 
brands can reach in VR as of today.

Non-intrusive brand placements in a VR app

2. ADVERTISE IN VR



THE CURRENT VR LANDSCAPE
Research reports that since 2014, the global VR market welcomed over 15M 
devices sold [6], but don’t get fooled by this number.
 
This total includes over 10M Google Cardboards, which are often bought 
in bulk by companies and given away as promotional material. It does not 
represent the public’s appetite for VR, as most of these devices end up being 
thrown away or unused.

A more conservative number of VR devices sold would be 5M, and the same 
number of monthly active users. This is basically up from scratch 1 year ago.

According to Statista, the number of VR users should grow well over 100M 
monthly users by 2020 [7].

This number does not include the Chinese market, such as the Ritech device 
– a $10 Chinese equivalent of Google Cardboard, outselling the local 
competition at a rate of 100,000 devices a month. It also does not account 
for the 10,000 out of home VR experience in China, where people can pay 
the equivalent of a few dollars in popup shops to enjoy a VR experience.

VR devices in circulation as of early 2017
(tethered in blue, mobile in orange)

2.3 M

750k
420k

350k260k

DAYDREAM OCULUS VIVE PSVR GEAR VR



Last May, Oculus reported that active users were spending an average of 
25 minutes a day in VR [8]. Adjusting for mobile usage, we estimated closer 
to 10 minutes. In total, 25M hours of VR are then consumed every month. 
Compare that with over 1B hours of videos consumed daily on YouTube 
(almost 1000x more) [9].

VR apps distribution is fragmented between 3 platforms (excluding Google 
Play for Cardboard):

Our own research [10] estimates:
• Over 1,500 VR apps on Steam
• Close to 1,000 apps on Oculus (37% also available on Steam) [11]
• About 200 apps on Daydream [12]

An estimated 90% of GearVR games were developed in Unity [13] and by 
2020, less than 50% of VR apps will be games [14].

These numbers show that the VR industry has potential, but right now still very 
nascent and limited to early adopters. So why does your brand need to have a 
presence in VR today?



THE CASE STUDY
We have ran a case study by placing different types of ads (display, 
videos, 3D placements) in 15 different VR apps – public or private 
content – across Cardboard and Gear VR devices. We have stopped 
the experiment after reaching a total of 50,000 impressions.

We have also directly interviewed 15 users of various backgrounds 
before and after the experience, to measure parameters like ad recall. 

For the purpose of the case study, we used ads from a variety of 
consumer brands from the FMCG sector, mobile and VR gaming 
companies, fashion and entertainment sector.

Knowing that the reach cannot be a selling point at the present time, the 
idea was measure different parameters to assess the potential of VR ads. 
The results are presented below as 7 reasons why advertising in VR is 
worth considering today.



On traditional media, ads compete with the content for people’s attention. As a result, users 
have become blind to them. It is no surprise that the average engagement rate on display ads 
on the web is low (around 1%) [15] and the CTR less than 0.1% [16]. In VR, ads being part of 
the content, this blindness effect does not happen. For the purpose of the study, engagement was 
triggered when the users gazes over the ads, in focus, for over 1.5s.

The average engagement rate was 18% for static display billboard in the 
experience and jumped to 23% for an interactive placement fitting with the 
story (for example, a branded vehicle, or branded clothes that you can interact with). That’s 
more than 2000% increase compared to banner ads!

Interactive placements are the most engaging

VR PLACEMENTS GENERATE 
HIGHER ENGAGEMENT

Reason 1:

2000%
ENGAGEMENT RATE
IMPROVEMENT OVER 
WEB DISPLAY



Reason 2:

VR billboards and videos are memorable

Participants were presented a VR experience with ads, and after being done were asked to 
name brands that they saw.

67% of the brands were remembered for display and video ad insertions, 
and those numbers jumped to 100% for interactive ads which people 
engaged with. On the web, Adweek reports less than 30% recall [17].

VR experiences are new, hence more memorable. As a result, ads are much more likely to be 
remembered outside the experience, and shared, contributing to word of mouth. 

VR PLACEMENTS DOUBLE 
BRAND RECALL

Reason 2:

67% 
BRAND RECALL



CAPTURE NEW DATA
Reason 3:

This data is then accessible in a user friendly interface for advertisers 
to build their own graphs and reports.
Despite the low number of users, brands can already learn things 
about their users that are only measurable in VR.

The amount and quality of data you can collect in VR is unprecedented. 
The main one is being able to capture gaze tracking – where your users 
look, and for how long. 

Advir computes an ‘engagement factor’ between 3 types of interaction: 
viewable / in field of view / in focus, which is useful to advertisers to 
understand why some ads perform better than others and help them 
optimize their campaign.

Access your analytics dashboard and build your own reports.

Track your users position and gaze, through their 
sessions, and visualise your report in VR or directly in 
your browser.



VR should be seen as an extension of your current advertising 
strategy, adding reach to desktop/mobile/video/social. 
 
Being the first programmatic solution for VR and working with 
large ad networks, Advir has access to web user data, to allow 
retargeting from VR to the web and vice versa. Interesting 
developments in the WebVR space are going to strengthen this 
proposition.

The idea is to target users in VR, and then retarget the most 
engaged users on the web, creating a cross-platform experience to 
convert that engagement.

You can also build lookalike models based on VR engagement to 
find new high-value users that are likely to convert across the web.

WEB VR

VR IS OMNICHANNEL
Reason 4:



This might be a temporary selling point, but a valid 
one nonetheless. According to our own survey with 
a pool of 20 brands from various industries and 
size, 80% of brands that have engaged with a VR 
experience reported a tangible positive PR outcome.

VR is currently a popular buzzword in mainstream 
press; brands do not need to design expensive or 
groundbreaking content to benefit from the hype.

Reason #5: VR is PR

VR on the cover on Time magazine.

VR IS PR
Reason 5:



Early majority gets the best ROI!

History repeats itself in cycles. At the dawn of any media, early 
adopters (not innovators) get a disproportionate advantage to 
access a fast growing audience without being drowned in the 
competition. It is much easier to stand out [18].

It has happened for the first companies embracing TV (P&G), the 
web (Amazon, eBay), social (Zynga) and will happen again for 
immersive technologies – starting with VR.

Starting early also means more time to learn, experiment, and 
figure out what metrics work for your business. This trial and 
error is a lot more complicated to do while competing with other 
businesses for reach.

HISTORY FAVORS 
EARLY ADOPTERS

Reason 6:



Yes, producing VR content is costly, but that’s not the angle here. Placing your brand within the 
ecosystem is cheap and easy.

Our mission is to make it seamless for you to advertise in VR - just like on the web.

• You only pay when someone actually looks or interacts with your ads; 
• Average CPM in the range of $20 to $30 CPM;
• No need to design new creatives, we are using the ones from the web;
• No need to learn a new ad software – we connect to your existing ad platforms;
• You get access to new data, to create marketing material while learning the 

ropes of the media of the future.

A typical campaign:

• $10,000 total budget (could be less)

• Average $25 CPM

• 400,000 impressions over 1 or 2 weeks

IT’S MUCH EASIER AND  
CHEAPER THAN YOU THINK!

Reason 7:



THE GOLDEN RULES 
OF VR ADVERTISING

Popups, interstitials and 
obnoxious banners are 
forbidden. Instead, our 
placements are non 
intrusive.

Our placements are 
formatted to enhance 
the experience to 
entertain, educate or 

Our placements deliver 
what people want when 
they want it, aiming to get 
rid of spam forever.

We couple analytics and 
AI to find out how people 
interact with your brand, 
and tailor the offer to their 
liking to minimize spam.

VR and AR call for a highly 
personalized experience. 
We know who you need to 
talk to, and make sure they 
want to hear from you.

Our contextual targeting 
ensures that your placements 
fit with the experience, to 
preserve the immersion.

Advertising in VR is 
nascent space and 
we definitely do not 
have all the answers 
– but running our own 
experiments and as 
part of the VRARA, we 
know the things that 
does not work. The 
6 rules below are the 
corner stone of the VR 
and AR Pledge, our 
commitment against 
intrusive ads in VR.



Advir co-chairs the Advertising Committee of the 
VRARA. The committee is made of 10 handpicked 
company members, ranging from advertising moguls 
(Google, Yahoo), regulatory bodies (IAB) to agencies 
and startups (such as Advir). The goal is to share 
experiences, promote best practices, and ultimately 
define the standards of advertising in VR – and in the 
future, AR.

DEFINING THE FUTURE
OF ADVERTISING

COMMITTING TO
A SUSTAINABLE VR FUTURE:

THE VR PLEDGE

The VR and AR Pledge is a spinoff from the VRARA 
advertising committee, created in partnership with 
Retinad.io. The Pledge is a moral commitment against 
intrusive ads in immersive technologies, to help the 
industry become truly global. It is free, open to all 
companies to join, and members can access exclusive 
reports and data.

Join the Pledge today: vrarpledge.org

Interested to learn more about VR ads and how it could work for your brand?  
Visit www.advir.co or book at call with our team today: advertisers@advir.coGOING FURTHER
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