
REPORTING
IN INNERVATE



REPORTING IN INNERVATE

Innervate’s suite of reporting tools is flexible, powerful, and simple to use. You can develop custom reports 
that can be manipulated within Innervate or exported. All Innervate reporting data is also accessible 
via a common API. This paper will explain how the analytics application works and provide an over-
view the most commonly used metrics and dimensions
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ANALYTICS WORKSPACE

THE INNERVATE ANALYTICS APPLICATION

The Analytics Application includes the Innervate Report Explorer, where you can search for saved reports, 
and the Innervate Analytics workspace, where you can create new reports based on any new metrics 
or dimensions. 

REPORT EXPLORER

To create a report, select options for the following:

Date Range (either event and impression based)

Dimensions (e.g. dates, publisher, audience data like location or demographics)

Metrics (e.g. impressions served, viewability, clicks, or conversions)

Filters (e.g. specific campaigns, or user locations)
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Here’s an example of a simple report:

SAMPLE QUERY DEFINITION

Once your reporting query is defined, you can review your data. You have multiple viewing options, 
but by default, Innervate displays data as a Pivot Table.

Date Range: Show data only for
Events that occurred yesterday

Dimensions: Pivot data by
Date of Event

Hour of Event

Country (name)

Metrics: Count the following events
Number of Ad Impressions

Number of Viewable Ads

View % (Calculated Field)

Number of Clicks

Click Through Rate% (Calculated Field)

Number of Conversion

Conversion Rate (Calculated Field)

Net Conversion Yield (Calculated Field)

Number of Post Conversions

Cost

CPM (Calculated field Cost / Imps * 1000)

CPC (Calculated field Cost / Clicks )

CPA (Calculated field Cost / Conversions)

Filters: Filter for:
Countries limited to US and GB
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EXAMPLE DATA AS A PIVOT TABLE IN THE ANALYTICS WORKSPACE
You can also visualize data as a chart. When there are multiple dimensions, they appear either as 
separate charts or as multiple Y values on the same chart. In the example below, countries are pre-
sented as separate charts, while the metrics are separated into tabs. 
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EXAMPLE DATA VISUALIZED AS A LINE CHART 

In addition to basic table and chart visualizations, the system supports:

Dynamic Pivot Tables

Dynamic Filters

Sparklines

Multi-Dimensional Charts

Drill-Down Charts

Comparative (24 hour) Charts

Bar & Column Charts

Pie Charts

DATE RANGES

All queries can be restricted by either:

The timestamp of the event measured (for example, if you’re pulling a report on conversations, the date 
of the conversion.)

The timestamp of the ad being served (Innervate supports multiple measures for the time of an 
impression—including the time that the tag is requested, or when the ad loads.) 
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The date range expression can be relative (e.g. last week, no matter what today’s day is), absolute 
(e.g. April 7th at 5PM through April 9th at 10 PM), or intra-day (e.g. comparing hours based on the current 
time). The system also supports local time for day parting.
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COMMONLY USED METRICS

IMPRESSIONS

The Innervate system provides a number of different ways to measure impressions. Here is an example 
of the different impression metrics in a sample report:

Innervate’s impression metrics are structured to conform to standard IAB Definitions and the following 
measures have been certified by BPA Worldwide:

Ad Impressions served by the ad server (the number of times the tag is called)

Ad Impressions loaded by the browser or SDK (ads fully delivered to the publisher and rendered)

VIEWABILITY

Innervate also measures viewable ad impressions in adherence to the MRC standard: more than 50% 
of the ad must be visible for more than one second.

In addition to viewable and non-viewable, Innervate has defined a third metric called “Latent Visible,” 
which is defined as a viewable ad with a “latent” delay. An ad is considered latent visible if more than 
50% of its pixels are in view for more than one second, more than 10 seconds past the load event. The 
delay is often due to publishers caching the ad, or a user scrolling to reach an ad that initially appeared 
below the fold.

VIDEO AND RICH MEDIA INTERACTIONS

Innervate supports a number of metrics designed to measure how the user interacted with the ad in addition 
to simply clicking. 

For Video playback and any other linear type of ad, Innervate measures visibility events as a percentage 
of the timeline completed as supported by VAST or VPAID standards. The standard events are divided 
into quartiles. In addition, the system also tracks when goals are completed with some delay. 
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Video ads may also include a companion display ad, and Innervate will track any interaction with 
the Video Companion Ad.

For rich media ads (including MRAID standard expandables), Innervate provides two basic events: 
click to expand and mouse movements. Within mouse movements, Innervate tracks mouse over, 
clicks within an ad (without exiting), and for mobile, Innervate can track an individual’s swipe, zoom, 
or whether the user rotated their device to change orientation. All rich media interactions can be 
connected with any custom conversion or post-conversion events.
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CLICKS

Measuring the context of the click is integral to making the right optimizations. In addition to standard 
click and CTR tracking, Innervate supports heatmap parameterized click and conversion tracking, 
showing you where users clicked and which aspects of an ad drew the most attention. 

Each click is assigned as X/Y value, as you can see here:

CONVERSIONS AND OTHER POST-CLICK EVENTS

In addition to standard clicks, you can define an unlimited number of custom funnel events to measure 
and optimize against—this could be a typical conversion like an app install, a purchase or any other 
desirable event a customer or prospect might take, like signing up for a newsletter. 
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Each of these events is associated with a measurement pixel (typically managed by a system like 
TagMan). For mobile campaigns, Innervate uses IDFA or AAID for attribution. 

Here’s an example of a simple conversion funnel:

ANALYZING CONVERSION ATTRIBUTION

Conversion modeling is based on interaction type (e.g. click), the attribution model (e.g. first, last, or 
linear) and the attribution window (e.g. seven days).
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COST METRICS

Innervate can track a matrix of both estimated and actual costs that originate from the Innervate 
system and from third-parties (i.e. sellers).

BASIC FINANCIAL METRICS

REVENUE METRICS

The Innervate system automatically tracks pro-forma revenue and attributes it to campaigns. Revenue 
can be modeled in two ways:

A standard CPA associated with a specific event (i.e. assign every conversion a dollar value)

A dynamic revenue number passed via pixel or API for lifetime revenue accrual (e.g. every time the 
customer makes a purchase, the dollar amount will be passed to Innervate and accounted for).

COMMONLY USED DIMENSIONS 

INCREMENTS OF TIME

Data can be pivoted against different increments of time. You can use periods of time ranging from 
10 minute increments to a full year. The Innervate system also supports Fiscal Years, Weekends and 
Days of the Week. Basic time dimensions include:
Today, Yesterday, this week, last week, this month, last month, this quarter, last quarter, this year, last 
year, hours (1h, 24h, 72h), days (7d, 14d, 30d), months (1m, 3m, 6m), years (1y, 2y, 10y).

TIME DELAYS AS DIMENSIONS

Many events occur with a significant delay after the initial serving of the ad, and Innervate allows you 
to use this delay as a dimension. In the most basic use case, you can measure the speed with which 
the ad loads, but you can also use this capability to measure other events like the time difference between 
the time the first ad was served and a conversion or some other custom funnel event.

More generally, you can review the time differences between any two events by comparing the Event 
timestamp to the Impression Timestamp—for example you can view the delay between a tag being 
called and the ad loading, or the time differential between a conversion and the initial impression.
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TEST DATA

Tests have a number of specialized dimensions and metrics, including the following: Ad Test Name, 
Ad Test Duration (days), Ad Test Successful, Ad Test Lift %, Ad Test Phase, Ad Test Total Ads. Here’s a 
sample report showing data from a typical test:

You can also access test data outside the Analytics workspace, in the Creative Group view. The Creative 
Group includes a simplified view of the test phases and associated data: 
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AD AND ASSET DATA

Innervate tracks detailed information about each ad and its assets. This includes basic information like 
the ad size, weight and duration as well as advanced information like how long it has been since the ad 
was created or updated. Ad dimensions include:

VISITOR DATA: PASSED AND AUTO-DETECTED

Data about users and placements is passed to Innervate from the exchange or publisher, but in cases 
where it is unavailable, the system will automatically detect visitor information. Innervate will indicate 
whether a piece of information about a visitor was passed to the system from the publisher or DSP, 
or whether it was auto-detected. Visitor dimensions include audience data like age and gender, de-
vice used, browser, OS, and location information from country down to DMA and ZIP.

PUBLISHER AND PLACEMENT DATA 

Innervate also pulls in information about exchanges, individual publishers, and individual placements 
under three categories: “Sellers”, “Placement Groups” and “Placements.”

AD RELATED DIMENSIONS AD ASSET RELATED DIMENSIONS
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