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When an advertising message is delivered to the right 
person, at the right time, and at the right place - its 
attention potential and emotional impact amplifies. 

BBut what defines who is the right person or what is the 
right time? Behavioural targeting aims to do so to an 
extent. But even if barriers like GDPR and the death of 
the cookie are put aside, behavioural targeting is limited 
in reacting to what the consumer was browsing, or was 
searching, or was viewing in the past. Thus, failing to 
capitalize on a key factor that influences whether the 
conconsumer will even notice, let along engage with the 
message - the user’s current state of mind. 

This is where context of a moment presents a far greater 
opportunity to reach consumers when they’re most likely 
to connect and engage. Connecting in the right context 
multiplies the impact of the message and enables 
navigating the pitfall of missing the individual behind a 
consumer category, demographic group or work profile.

 

People want to make 
authentic connections 
with brands, not feel 
like a target.
CConnecting in the right 
context multiplies the 
impact of the message. 
And helps avoid the 
pitfall of missing the 
individual behind a 
consumer category, 
demogdemographic group or 
work profile.
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What is a contextual 
moment?
Imagine it was your anniversary and you spent days browsing 
through a number of videos for what are the best type of cakes and 
how to bake one, until you settled on a type and a recipe that you 
liked. Now picture this - a week later you are still being served ads 
of kitchen appliances. 

BBut you have moved on, you are now exploring videos of what can be 
potential travel destinations for your upcoming trip. The ads served is 
wasted advertising spend at best, and highly intrusive at worst. 
Because it arrived at an irrelevant moment, hence it failed to 
resonate. Moreover, it further impeded, say an airline to tap into the 
very initial stages of helping you plan the trip, through an advert for 
flights related to videos you are watching. 

  A contextual moment can take many  
 shapes and lengths. It can be visual,  
 text  based, or audio. It can last for a  
 few seconds to several hours of 
 content consumption. 

This accurately depicts how behavioural targeting works, or rather 
how it inhibits tapping into the opportunity of the current moment.
LLet’s look at another example. Picture the immense excitement and 
the adrenaline rush that a user feels while watching a snowboarding 
or bungee jumping experience. 

Yes, this moment can create a great connect for a sporting goods 
brand. But it can be as much an ideal moment for a soda brand to 
create a connection in line with the brand’s daring and young 
ppositioning. What this moment will not be ideal for is a detergent or a 
beauty product, as these products lack resonance with the emotion 
the user is experiencing while consuming 
this content.

 Contextual moments can have a 
vast array of associations that are 
not limited to the content but 
recon with underlying emotion the 
content elicits.

Achieve higher brand recall with c
ontextually relevant ads Vs behavioral 
targeting.
 
WARC, 2020

2.2x
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2021 will see marketers increase focus on consumer 
privacy as legal requirements, technology environments 
and consumer expectations continue to evolve. 
Advertisers must bring ethics to their strategies as they 
ready themselves for a future without cookies — and 
privacy can no longer simply be treated as a box to be 
checked in compliance.  

ThThis is where context relevance plays a significant role. 
Tapping into the contextual moment is devoid of 
reacting to data points that hold little relevance to a 
consumer’s current state of mind. 

The looming end The looming end of third party led tracking tactics that 
have allowed companies to track people’s behaviour 
across the internet, has brought the attention back to 
contextual ad targeting. Partly because it oers ad 
buyers a mixture of privacy compliance and scale that, 
other third-party cookie alternatives do not.

Marketers say they will spend more on ad 
campaigns that use contextual relevance in 
the post cookie world.
DIGIDAY, 2021

Using contextual moments 
in a privacy led advertising 
environment 
One-to-one engagement is an advertiser’s dream, but from 
a privacy perspective, it’s dicult to make those connections. 

51%
Marketers say they will spend more on ad 
campaigns that use contextual relevance in 
the post cookie world.
 
DIGIDAY, 2021
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Identifying moments across 
multiple contexts and 
platforms

As each moment can elicit a distinct emotion, how 
moments manifest across a variety of platforms is also 
unique. 

AAt Silverpush, we help brands and agencies in designing 
campaigns that translate these moments into real impact 
with our unique approaches across platforms. Our AI 
powered context detection platform Mirrors enables 
contextual ad placement across two of the biggest video 
advertising platforms – YouTube and Facebook. 

MirMirrors uses computer vision and NLP to detect in-video 
and on-page contexts like brands, celebrities, products, 
actions, on-screen text and sentiment to filter context 
relevant content and reach users at the moment they are 
actually engaging with this content. 

The The following success stories talk about how brands have 
used contextual moments to relay their messages to a  
relevant audience in a unique fashion across these 
platforms.

 

At Silverpush, we help brands 
and agencies in designing 
campaigns that translate 
these moments into real 
impact. Our AI powered 
ccontext detection platform 
Mirrors enables contextual ad 
placement across two of the 
biggest video advertising 
platforms – YouTube and 
Facebook. 
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SEA’s Top eCommerce 
Platform Assures Users of 
Product Authenticity During 
Key Shopping Moments on 
YouTube, with Mirrors. 

LLazada, one of South East Asia’s leading eCommerce 
platform wanted to assure users of 100% authenticity and 
genuity of its products. 

ThThis required granular targeting of various audience sets 
for dierent product categories including electronics, 
beauty, fashion and more - in a single campaign. While 
reaching users at contextual moments they were most 
likely to relate and engage with Lazada’s message.

LLazada leveraged Mirrors powered contextual moments 
to reiterate the authenticity of its products to a highly 
curated pool of audiences Vs. following a blanket 
targeting approach that can lead to ad waste.

Results

““Assuring product authenticity to the user is 
extremely important to us. But this message 
can be lost if not conveyed during key 
ddecision-making moments such as product 
discovery and buying. Mirrors allowed us to 
sharply target these moments and enabled 
interest based contextual targeting. Providing 
higher a nity and relevancy in the moment.

Kim Martin J. Viray
Vice President, Head of Branding & Content, Lazada
 

“
Our Solution 

Created a lifestyle and fashion connect through 
facial recognition of celebrities, influencers, bloggers 
and more. 

FuFurther tapped into users engaging with videos 
featuring competing shopping platforms, and 
brands across categories through logo detection.

Reached users in their shopping & product discovery 
moments through videos featuring online shopping, 
package delivery, unboxing, virtual tours through  
action and object detection.    

Celebrities         x

Logos         x

View Through Rate Click Through Rate

40%

25% Higher Vs. benchmark Higher Vs. benchmark 

Unboxing         x
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Castrol Builds Brand 
Relevance Through Tapping 
into Users’ Interests in 
Real-time on Facebook, 
with Mirrors. 

CCastrol wanted to tap into the fast-growing Facebook 
video audience to build top of mind awareness. The 
brand wanted to move beyond behavioural targeting and 
identify specific audiences who were engaging with 
interests (like motorbikes, cars and auto repair) in 
real-time - while positioning the brand as adventurous 
and fun.

AI pAI powered Mirrors enabled precise and nuanced video 
level targeting–that enabled Castrol to reach its target 
audience at desired contextually relevant moments. 
Resulting in higher engagement and lower ad waste vs. 
traditional targeting.
 

Results

The The campaign was incredibly successful across both 
reach and engagement metrics vs. past campaigns run 
using a nity-based targeting.

““Mirrors’ unique capability helped us tap into 
the fast-growing Facebook video audience 
much more meaningfully. We connected with 
consumers during contextual moments that 
significantly increased the relevance of the 
message we wanted to convey, increasing the 
impact.

RRohit Talwar,
Marketing Manager. Castrol Vietnam
 

40% Higher Vs. benchmark 

Views Vs. benchmark 
83%
VCR

1.4x

“
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A video featuring a car chase scene from fast & furious, 
which could potentially show a car crash, might not be an 
ideal contextual moment for a detergent brand, and would 
likely be categorized as brand unsafe. But this very video 
can be ideal content for an engine oil brand or even a 
soda brand. 

JJust like traditional targeting cannot harness the user’s 
current state of mind, keyword based blocklists and 
blanket exclusions fail to ensure suitability. And often lead 
to over-blocking and limiting reach. 

Context of a moment again plays a crucial role in 
identifying and enabling unique exclusions and inclusions 
for each brand. And when served with right context 
rrelevance, can lead to higher engagement, clicks and 
views in a brand safe environment. 

Our deeply trained proprietary AI models detect custom 
defined unsafe contexts in a streaming video. Identified 
under multiple layers of video content – across categories 
including smoking, adult, violence, crashes, arms, terrorism 
and more.

 

Brand safety is not one size fits all. What is unsuitable 
content for one brand, can be desired content for 
another. Mirrors oers the ability to define custom 
exclusion themes and precisely exclude content that is 
unique to your needs Vs. keyword and blocklists based 
blanket approaches.

Our in-video context detection 
capabilities ensure brand safety 
controls unique to your brand.

Contextual brand 
suitability that allows 
your brand to soar 
with a safety net.
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Conclusion
Finally, contextual moments can be looked 
at through dierent lenses, one where you 
have a contextual targeting strategy 
ddesigned to achieve a particular KPI for your 
brand and another where you're avoiding 
content and contexts that are unsuitable for 
your brand. But what’s essentially at play is 
getting a deeper understanding of the 
content the user is engaging with. 

And allow personalization, not at a 
behavioubehavioural level, but at the content level 
that can amplify how your message 
resonates with your intended audience. 

Get in touch with us today to know more about how 
our cutting-edge solutions can help you harness 
contextual moments, for your unique needs.

Get in Touch About Silverpush 

Silverpush is helping some of the largest brands globally, to understand and reach their customers, like 
never before. With its AI and computer vision powered platform Mirrors, Silverpush helps brands 
discover their most relevant audience through context relevant video ad placement targeting, in a 
brand safe environment. And Parallels, a real-time moment marketing platform helps brands and 
consumers connect meaningfully to real-life moments through TV to digital ad sync. 

A FA Festival of Media Gold winner for Best Technology Provided for Media, we have carved a niche for 
ourselves. With a global presence in across Asia, Middle East, Africa and Europe, and United States, 
Silverpush continues to serve all major agencies and 150+ of the world’s largest brands, including 
Coca-Cola, Nissan, Ford, Cadbury, Nestle, Johnson & Johnson, KFC, Astro to name a few.
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