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What is the IAB?



“Type a quote here.”



The IAB empowers the media and marketing 
industries to thrive in the digital economy. The 
organization educates marketers, agencies, 
media companies and the wider business 
community about the value of interactive 

advertising. Working with its member 
companies, the IAB evaluates and recommends 

standards and practices and fields critical 
research on interactive advertising. Founded in 
1996, the IAB is headquartered in New York 

City.



Disclaimer: 
This is about audience research as it affects the 
delivery of audience to advertisers. There are 
of course many other reasons one might want 

to understand audience.
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ENDGAME: 
AUDIENCES OF 

ONE

Who needs trends when one can know every individual?


