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Location Advertising
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Introduction

Location-based marketing 
is a powerful strategy for 
brands to reach consumers 
with localized and contextually 
relevant messages. 

Success depends on the accuracy 
and quality of the location signals 
being used.
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Understanding and 
benchmarking the accuracy and 
quality of location data is 
paramount for brands looking to 
reach and influence customers.
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Improving performance and 
transparency of location-based 

digital advertising.
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Media-agnostic analysis 
of location-targeted 

advertising data.
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Understanding IP and GPS data
Location data can be divided into two categories, 
and understanding how they differ is the first step 
for brands to identify potential quality issues. 
These two types of data are IP and GPS, and your 
campaign goals will determine which you use.
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IP Data

Varying in quality, IP data is not 
as accurate nor as reliable as GPS.

- The IP address is simply the entry 
point of the device to the internet 

- Various providers assemble lookup tables 
translating IP address to an approximate 
location

- The quality of the location depends partly 
on the quality of the data they have used 
and partly on how specific the IP address is 

GPS Data

This is the most precise form 
of location data and is extracted 
via the phone’s operating system 
or the phone’s handset. 
- The accuracy of a GPS signal is dependent 

on a variety of factors including GPS 
signal strength 

- Signal strength is reduced when in a building 
or when the surroundings such as other 
buildings reflect the GPS signal

- Signal strength is reduced due to the phone 
state like when location is gathered in the 
background this is often less accurate

Fraud in GPS signals

Many apps do not receive permissions 
for location, and not all ad requests 
come with a GPS signal. Given the 
importance of GPS to certain 
advertisers in QSR and retail, 
the ad requests that contain a GPS 
signal are much more lucrative.

Some app developers create fake 
GPS signals in order to accrue greater 
advertising revenues. It is estimated 
that up to 90% of these signals in the 
programmatic ad tech stack are fake.1 
The importance of spotting these bad 
signals is critical to the success of 
location-based advertising.



LOCATION SCIENCES    |    THE STATE OF LOCATION ADVERTISING 2019LOCATION SCIENCES    |    THE STATE OF LOCATION ADVERTISING 2019

“The use of mobile IP addresses
is generally not accurate or precise 

for mobile location.”
– MRC Location-Based Advertising Measurement Guidelines.2
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http://mediaratingcouncil.org/MRC%20Location-Based%20Advertising%20Measurement%20Guidelines%20Final%20March%202017.pdf
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Questioning quality

Are my ads really 
being deployed near 
my desired locations? 
(stores or venues)

Can I be sure of the 
quality of the location 
data being used?
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Is location improving 
the performance 
of my ad campaign?

For location to be used effectively in digital advertising, brands should ensure 
that they understand exactly what they have purchased and how it is being deployed.

“ We believe there is a missing standard and location 
verification should be added for all digital buys. "

Jenny Biggam, Founder & CEO, the7stars
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Key 
findings
 Location signal quality 
 is the biggest challenge 
 to the $145 billion mobile 
 advertising market

65% 
of budget is 
wasted on  
poor-quality 
and mistargeted 
location data

36% 
Of GPS enabled 
apps were 
found to display 
location fraud

14% 
Of impressions 
use GPS location 
signals when 
running location 
campaigns

40%
increase in 
location 
marketing 
performance 
is driven by 
transparency 

There is a large 
delta between 
high quality 
and low quality 
data suppliers

On Average:

Inaccuracy 
in GPS signals 
in location
marketing leads 
to waste, fraud, 
and sub-par 
performance 

*Data points are reference to our own findings from slide 10 onwards.
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Location marketing requires 
accurate use of precise Point 
of Interest parameters. Accurate 
delivery of impressions within 
specific location requirements 
is measured by POI (Point of 
Interest) scores.  

10

Location
accuracy
scoring
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Location 
accuracy
Only 71% of impressions 
meet targets specified 
by brands.3

Point of Interest (POI) Health 
measures the proportion 
of impressions which 
are accurately served 
within the location 
parameters requested 
by the advertiser. 
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Impressions on Target %

71%
On 

target

29%
Missed

Leading suppliers 
demonstrate that 
location accuracy 
at the POI level 
is possible.

   Possible causes: 
● Inattention 
to the campaign

● Incorrect 
campaign set-up 

● Turning off targeting 
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Up to $29k of $100k

12

29
Impressions miss the target 
wasting campaign dollars.3

%

There is an opportunity for marketers to 
optimize the long tail of location suppliers.
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Excellent
100% - 90%

Good
90% - 80% 

Warning
80% - 50%

Alert
50% - less

40% 20% 15% 25%
Suppliers Suppliers Suppliers Suppliers

Location accuracy
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This shows the delta of performance between suppliers - some are better than others.

Only 60% of suppliers accurately deliver within 
the location parameters requested by the advertiser.3
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Signal
quality
scoring

14

Without high quality location signals, 
the performance of your 
ad campaign is undermined. Signal 
quality scores are a measure of the 
overall quality of the location data 
used during campaigns.
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This is a measure of the 
quality of location signals 
used in the campaign. 
The score shows the 
% of location signals that 
are of good enough quality 
to be able to deliver in the 
area intended

15

Location signal 
quality index

Impression Quality %

Missed

Met

36%
Low

36%
Poor 

Quality

64%
Sufficient 
Quality

   Possible causes: 
● Negligence / lack 
of understanding: 
Suppliers are unsure of the 
approximation of IP signals 
when it comes to location 
targeting

● Lack of scale / economics: 
IP locations are cheaper 
and more readily available 
to obtain than the more 
accurate GPS locations. 
Because of the lack of scale 
and the price, suppliers opt 
for IP signals instead of GPS
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Up to $36k of $100k

16

36
Impressions are not of sufficient quality 

for the targeting requirements.3 

%

There is an opportunity for marketers to optimize 
the long tail of location suppliers.
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Signal quality 
scoring by supplier

There is a large delta 
of capabilities in relation 
to location quality. There 
are some suppliers that 
do very well and others 
that score badly
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Excellent
100% - 80%

Warning
80%-50%

Alert
50% - less

35%
Suppliers

35%
Suppliers

30%
Suppliers

Only 35% of suppliers have signals 
of good enough quality to be sure 

of reaching the target.3
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65
Budget wasted

%29% 
Mistargeted

Location

36% 
Poor 
Quality
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Location transparency 
improves performance.

19
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Although some IP signals can be ok for proximity 
advertising, GPS is by far the better signal for 
accuracy.  GPS is the common theme used by 
suppliers to sell location advertising. GPS is a 
more expensive signal. 

Only 14% of proximity adverts use high quality signals 3 

20LOCATION SCIENCES    |    THE STATE OF LOCATION ADVERTISING 2019

The reality of delivery 
is very different from 
the promise. Transparency 
unveils the full picture.

14%
GPS Data

86%
IP Data
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Turning towards
transparency

Location quality improves 
significantly with transparency 
and optimization, ensuring 
the correct quality signals 
are being used to deliver 
targeting.3

When comparing location 
accuracy and signal quality 
before and after optimizations 
the following changes were 
discovered:

21

40
Increase in impressions with 
good quality location signals 
when transparency measures 

are in place

%

10
Increase in accurate 

impressions
when transparency 

measures are in place

%



LOCATION SCIENCES    |    THE STATE OF LOCATION ADVERTISING 2019LOCATION SCIENCES    |    THE STATE OF LOCATION ADVERTISING 2019

Across the largest 
GPS enabled apps 

we observed location 
fraud in 36%.

22
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Randomly 
Generated GPS
Bad actors fake a GPS signal 
to get better CPM’s for their 
advertising units. There are 
many methods used but the 
most common is a random 
set of GPS signals generated 
by a computer in any given 
area. There is also a growing 
number of more complicated 
fraudulent signals 
being created.

23

Fraudulent GPS signals in the bid 
stream is a billion dollar issue
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1%
Severe 
RiskFighting 

fraud
It is important that your
DSPs and suppliers are 
able to detect fraudulent 
GPS signals. Variant levels 
of fraud risk may exist. 
Applying machine learning 
to identify risk tolerance levels 
can help maximize protection 
while delivering scale.

24

65% 
Some
Risk

18%
Medium 
Risk

16% 
High
Risk

16,000 Apps were analysed and 36% showed 
varying degrees of fraud. We measured 
the risk level within that statistic 
to the 5 risk bands displayed above.4
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Conclusion

Inaccurate or negligent 
use of location data 
has led to up to 65% 
of mistargeted digital 
spending, much of this 
waste is completely 
avoidable.3  

Independent 
transparency into GPS 
vs. IP level signals can 
play a significant role 
in eliminating industry 
wide location data 
inaccuracy and fraud. 
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Location marketing 
performance can be 
improved by requiring 
technology that allows 
for more control of 
GPS and high quality 
IP signals within 
location buying.

Partner selection is key 
to effective location 
advertising - some 
suppliers are very good 
and others lack the 
experience and tech 
to deliver effectively.

1 2 3 4

Transparency is key to performance.
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500m
Impressions delivered across 

  the U.K and the U.S.

26

Research methodology based on*

* Based on approximately 500 million digital impressions in the UK and the US from January to June. The data is collected via a tag that is embedded in the digital creative, thus we collect the data directly from the suppliers when the advert is.
Our tag collects the following pieces of data - Latitude and Longitude, device ID, publisher ID and the IP address of where the advert is served and thus connected to the internet. The data we collect is stored and analysed to give a score of location 
accuracy and location quality. The 500m impressions covers the key location-based advertising verticals (QSR, retail, auto). We focussed the study on advertising campaigns that had targeting between– 500m – 20 miles. All of our campaigns 
analysed improve through the lens of transparency and optimization, to take that into account and to give a true indication of the state of the market we have obtained the baseline (first week scores) for all the suppliers and campaigns we have 
worked on.

* Sources
1 Location intelligence 2019, eMarketer, Published April 2019.  
2 MRC Location-Based Advertising Measurement Guidelines, Final Version 1.0, Published March 2017.
3 Data received by Location Sciences through its digital ad tag for January-June 2019.
4 Based on data produced by Location Sciences on review of location signals from over 16,000 apps. The risk bands represent the different levels of fraud we found within the 36% of fraudulent signals. Our algorithm works out both what kind of 
fraud and how much fraud these publishers are committing. Publishers with risk have displayed patterns of GPS that our system determines as non human distribution. Publishers with low risk have shown up against one or two of the fraud filters. 
Publishers with high risk show up against multiple fraud signals.
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Thank you
hello @ locationsciences.ai
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