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INTRODUCTION

Connected TV is revolutionizing
how audiences connect with
video—and how advertisers
connect with them.

Where it once was an emerging channel used mainly
for catching up on missed shows or indulging in
weekend-long binges of our favorite movies, CTV is
now a go-to source for everything from live sports
to original content to news and beyond. With the
increasing variety of streaming services and the
flexibility to watch on-demand, consumers are
increasingly cutting the cord and embracing CTV as
their primary way to consume TV. Case in point:

In 2016, only 22.6% of US households lacked a
traditional TV subscription. By the end of 2026,

that figure is forecast to reach 75%.!

thttps://www.statista.com/statistics/258460/number-and-share-of-cord-cutters-in-the-us/

2https://www.statista.com/statistics/258460/number-and-share-of-cord-cutters-in-the-us/

As connected TV becomes a fixture in more
homes and more ingrained in consumers’ daily
routines, the channel offers brands an invaluable
opportunity to reach audiences in a personalized,

immersive, and increasingly programmatic way.

In 2025, US streaming subscription
revenues are forecast to surpass
traditional pay TV subscription

revenues for the first time.?



INTRODUCTION

Given CTV’s popularity, it makes sense that an
advertising surge on the channel has followed suit.
Brands want to ensure they’re reaching consumers
where they are spending the most time. And with
56.2% of the US population® using ad-supported
video-on-demand services—not to mention that
the average time spent watching on connected TVs
is approaching two hours and 15 minutes a day*—
CTVis a crucial part of any omnichannel marketing
strategy. Recent technological advancements are
also delivering new ad formats, targeting options,
and enhanced attribution—offering opportunities

advertisers have long desired.

So, what is CTV? How is it different

from “traditional” linear TV? Why is it
booming right now? And how can savvy
advertisers leverage its strengths within

an omnichannel marketing strategy?

We’ll be digging into all of these
questions—and more!—throughout
this guide.

#https://forecasts-nal.emarketer.com/6143b687b215ff0d608820a7/61426e2cb215ff0d60882090

fhttps://content-nal.emarketer.com/us-time-spent-with-media-h2-2024-update
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CTV BASICS

Whatis CTV?

Let’s start with the basics:
A connected TV (CTV) is any
television that is connected

CTVvs OTT

to the internet.

CTV advertising refers to _ , :
OTT refers to video content delivered through the internet

plau ng ads for audiences to directly to consumers, rather than through cable, broadcast,

view specifically on this type or satellite. OTT content (and OTT ads) can be delivered to
of device. many different devices: mobile phones, desktops, tablets,
laptops, and—you guessed it!—CTVs.

Different Types of CTV Devices:

0 Smart TV

e TV + over-the-top streaming
device (ex. Amazon Fire TV, Roku,

Apple TV, Google Chromecast)

o TV + gaming console that serves
as an over-the-top streaming device

(ex. PlayStation, Xbox)

o TV + set-top box (ex. Blu-ray)
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Benefits of CTV
Advertisements s,

people in the US were monthly

Like traditional/linear TV, CTV advertisements
CTV users—more than

offer the opportunity to reach audiences on two-thirds of the population.

a big(ger) screen in the same format as the By 2028, that number is
content they’re watching. forecast to exceed

Often, audiences expect to see commercials while they’re watching an 2
episode—or, if it’s particularly bingeable, six or seven episodes—of their
favorite new series. As people spend more and more time watching
content on CTVs, the advertising opportunity will only continue to
expand. And with streaming giants like Disney, Netflix, Amazon, and
Warner Bros. Discovery rolling out new ad-supported tiers and fresh

targeting and measurement capabilities, access to even more premium

CTV ad inventory has followed in kind.
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A Quick Note on
Fragment—atim

Though CTVis booming, itisn’t without its That said, when incorporated as part of a holistic
omnichannel strategy, the CTV opportunity is huge (as we'll

challenges—and we want to acknowledge that up
continue to explore throughout this guide)! As access to

front. One of the biggest offenders? Fragmentation. . .
premium inventory continues to expand—and on a channel

We all know someone who is using their brother’s roommate’s that’s garnering more and more viewer attention, to boot—
girlfriend’s Hulu login (or, perhaps, we are that person...) To make utilizing CTV within a campaign can prove invaluable for your
matters more complex, most households have access to several brand or product.

different streaming platforms. Combined with not knowing who,

precisely, is in front of a TV set at a given moment, it’s clear that QUICK TIP: Planning for optimizations early on can help

. . . maximize performance throughout a CTV campaign
fragmentation is a very real challenge for marketers in the world of CTV. . ° Pl




THE CTV ADVERTISING OPPORTUNITY

Why CTV Should Be a
Part of Your Strategy

CTV’s reach is significant, and advertising on these devices is a great opportunity to
build and expand awareness of your brand. The platform allows marketers to deliver
high-quality, non-skippable, 100% viewable premium inventory in a controlled
environment that increasingly prioritizes brand safety. And when it comes to video
completion rate (VCR)? CTV absolutely dominates over other channels, with rates
upwards of 90%. With people spending more than 110 minutes per day with subscription
OTT video, running CTV ads means reaching viewers where and when they are spending

lots of time.®

Beyond this, CTV advertising is among the fastest growing sectors of the US digital ad
market. Year-over-year US CTV ad spend grew by an estimated 18.8% in 2024, reaching
28.75 billion.” And from there, it will only continue to rise, with CTV spend projected to hit
$44.32 billion by 2028—nearly 10% of total digital media ad spend.®

* VIDEO COMPLETION RATE (VCR)
A key KPlin CTV that tells the number of times a video ad was viewed in its entirety; completion
rate = (video completes / video starts) x 100. Not to be confused with how you (and/or your

parents) watched Blockbuster video tapes back in the 90s.

®https://forecasts-nal.emarketer.com/5dddc1514eelba0Ocdccadcd6/5dddbd394eelbalcdccadcc9
"https://forecasts-nal.emarketer.com/584b26021403070290f93a3a/5d9671494945300bf4895bf9
®https://forecasts-nal.emarketer.com/584b26021403070290f93a3a/5d9671494945300bf4895bf9
*https://forecasts-nal.emarketer.com/584b26021403070290f93a3a/585191820626310a2¢1869b5

In 2025, Ul

117.3 million
US households will use
a connected TV.? That’s

86.9% of all
US households. (Hope
they’re watching
something good!)




THE CTV ADVERTISING OPPORTUNITY

Memorable Ads Ease of Access Audience Reach

In the age of visual overload, A good DSP will offer turnkey execution, Connect with audiences
garnering ad space—especially allowing marketers to tap into CTV as part across CTV adoption levels—
video—that’s 100% viewable is of an omnichannel strategy—all without from cord shavers, to cord

a huge strength of CTV. ever having to leave the platform. cutters, to cord nevers.

e T B —

Accurate Attribution Streamlined Workflow

Cross-device targeting capabilities allow With the CTV programmatic advertising market rapidly
for the use of both first- and third-party expanding, there’s a significant opportunity to automate
data segments across CTV inventory. and streamline your CTV media buying workflow.

* CORD SHAVERS CORD CUTTERS CORD NEVERS
People who have a People who have transitioned  People who have never
combination of linear TV away from traditional TV to subscribed to linear TV and
and CTV in their household. 100% streaming. receive all their video content

by streaming.
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THE CTV ADVERTISING OPPORTUNITY

CTV: Past, Present,
and Future

With the invention and adoption of OTT content, connected TV viewership has
exploded—and forecasts show that growth should continue in the coming years.

* US Monthly CTV Users (millions)*°

2024 2025 2026

Ohttps://forecasts-nal.emarketer.com/584b26021403070290f93a3a/585191820626310a2¢1869b8
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Reaching the Right Audience,
in the Right Way p

It’s no secret that younger generations—including millennials, Gen Z, and From 2024 to 2028, the

Gen Alpha—watch less TV than their old(er) counterparts. And when they number of millennial

do watch video, it’s generally not via linear TV. .
ety tSE JroEa and Gen Z CTV users is

For instance, 65% of Gen Z does not have access to a linear projected to grow by

TV subscription and eight in 10 watch TV via streaming.! e
And millennials’ preference for streaming is even shaping
their kids’ viewing habits (which will, in turn, impact how
they watch TV as they get older), with 59.6% of Gen Alphas

ages 0-11 already watching CTV at least once per month.*?

With younger generations spending more and more time watching
video through digital channels, it makes sense that advertising
dollars are shifting to these platforms. And when it comes to

catching these audiences on the big screen? CTV is the place to be.

https://www.samba.tv/press-releases/new-samba-tv-analysis-provides-inside-look-on-how-to-drive-performance-level-campaigns-targeting-gen-z-audiences
2https://chart-nal.emarketer.com/265833/connected-device-adoption-among-us-children-2024-of-internet-users

Bhttps://forecasts-nal.emarketer.com/584b26021403070290f93a3a/5f624727ce286916fc72277e



THE CTV ADVERTISING OPPORTUNITY

Al-Powered Innovations
in Connected TV

Artificial intelligence—and, particularly,
generative Al—is poised to profoundly

impact CTV advertising.

With its ability to analyze viewer preferences and real-time
content, Al is enabling advertisers to deliver increasingly targeted
and personalized ads. For instance, Al can identify specific scenes
within shows to tailor ad placements to match the tone and
context." It also enables dynamic content creation, allowing

ads to adjust visuals, messaging, and tone based on viewers’
preferences and the type of TV being watched—creating a more

engaging, relevant experience for audiences.

1 ¥ 1
i i
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ctv-gen-ai-context
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THE CTV ADVERTISING OPPORTUNITY

With 49% of US households watching content on a CTV every single day,
CTV advertising is a great opportunity to reach consumers where and
when they view video.” But CTV is about more than just broad reach.

CTV advertising allows marketers to build audience segments by layering
different types of data to reach the right consumer, in the right way.
When buying inventory programmatically, marketers can take advantage
of contextual targeting parameters based on content categories,

broadcast types, content types, and custom keywords.

In addition, first- and third-party data accessed through a DSP can allow
marketers to more precisely target audiences based on demographics,

interests, location data, site visits, and more!

Bhttps://www.mediapost.com/publications/article/386227/49-of-us-tv-homes-watch-ctv-daily-74-have-sma.html

13
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Understanding the
CTV Experience

To plan and execute an effective CTV
campaign, marketers first need to understand
the CTV viewer experience and see why more
and more people are turning to it as their
preferred method of watching TV.

Gone are the days of racing home after school to catch your
favorite TV show, or feeling regret and frustration when you

realize the babysitter messed up your DVR recording settings

for that reality show you love to hate watch.

Put simply, CTV combines the best of traditional
TV with advancements in digital tech, allowing
viewers to tune in to the videos they want,

precisely when they want.

Want to binge all of the newest Stranger Things
episodes the day they drop? CTV makes it possible.
Prefer to watch an episode of Succession over several
days rather than in one sitting? No problem! And if
that linear, “old school” feel is more your style? CTV

offers that too!



What makes an effective CTV ad?

Memorable Novel
and Authentic

Marketers can use frequency

Advertisers have their audience’s capping to ensure consumers
complete attention. It’s up aren’t getting burnt out

to them to design ads that watching the same CTV ad
captivate viewers and showcase over and over again.

their distinct brand voice.

Length Matters

When designing creative, teams
should be mindful of the length of
their ad—too short, and it might
not have the desired impact on
consumers; too long, and viewers

could lose interest.

High-quality

Since connected TV devices
have a large screen size and
support high-definition video
creative formats, it’s crucial
to ensure advertisements are

formatted optimally.

15
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CTV Advertising with BasisTV"*

We’ve talked about the benefits of CTV.
Now, let’s talk buying approaches.

Inventory is open
and available to
any advertiser

Cost-
efficient

Significant selection of
publishers and apps

Allows for more
scale and additional
layers of targeting

Ability to create
a custom deal

Private auction
and programmatic
guaranteed inventory

Specifically
curated for Basis



CTV ADVERTISING WITH BASIS

Wondering what CTV inventory you
can access programmatically in Basis?

The short answer: Basis has access to every major broadcaster, distributor,

and exchange—not to mention the 100+ PMPs available in the platform. Basis can access

And if you don’t see what you are looking for? Creating a custom

deal with publishers and vendors is always an option!
of advance TV households

with our premium

TV inventory.

Select Basis CTV Partners

hulu R&N =sen Roku fubo” [  xumo

\"A S|‘| Ng Cd}\\{NJ ¢ discovery+  euabi

NETWORIK

A*E sPoT (d:ish '@fsm;_‘_ DAILYMOTION ~ @CBS ~ FRESWHESL

NETWORKS
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CTV ADVERTISING WITH BASIS

Basis makes launching a CTV campaign as
turnkey as any other format.

Here are some of the ways Basis gives
you more control of your CTV buys:

o Device
Choose between connected TV or cross-device.

QUICK TIP: If you want to target using first-party

or third-party data, enable cross-device targeting.

o Device Make/Model Geography
Select devices like smart TVs and/ o Elevate brand impact with national targeting
or gaming consoles. or select designated market areas (DMAs).
9 Frequency Capping o Time and Day
Control the frequency with Target all times for maximized scale or use
which ads are displayed. dayparting to match viewers’ schedules.

o Retargeting and Audience Extension
Retarget and extend your first-party audience

segments across devices, including when they’re

UICK TIP: When exploring CTV inventory, start b . . .
© pronne / / streaming their favorite show on a CTV.
applying the filters “Device: CTV” and “Format: Video”

so you’re only viewing relevant inventory!



CTV ADVERTISING WITH BASIS

Targeting Opportunities:

Third-Party Data
Demographics, interests,
purchase behaviors,
intent, location data

First-Party Data

Site visitors, converters

Contextual

Content type (TV channel, movies,
etc.), content category (news, sports,
entertainment, finance, pets, etc.),
app store (Apple, Google Play,
Microsoft, Xfinity, etc.), broadcast
type (VOD, linear/live TV)

BasisTV+ offers

advanced TV targeting

QUICK TIP: When it comes to targeting, para meters.
intentionality is key. If your allowlist is too
limited, it will be difficult to effectively reach

a broad audience and build brand awareness.

This is especially important if you’re already
narrowing your reach by bidding in a PMP

auction rather than through the open exchange.
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CTV ADVERTISING WITH BASIS

KPIsin CTV

As we discussed earlier, fragmentation is one of the
most significant challenges facing CTV advertisers.
But that doesn’t mean all is lost when it comes to
key performance indicators (KPIs) and reporting.

VCR tends to be the most common KPI (and no, we still aren’t talking about the
clunky rectangle you watched Disney movies on when you were five). VCR, or

video completion rate, tells advertisers the rate at which their ad was viewed in
its entirety. And there’s a reason why it’s a standard KPI for this channel: it plays

to CTV’s strengths as full-screen, non-skippable, 100% viewable content.

Other KPI options to consider:

Reach = The number of people exposed to an ad at least once during a specified period
Frequency = The number of times people are exposed to an ad

Top-performing tactic = Which apps, devices, or domains are most impactful with your audience

Impressions delivered = The number of times an ad is placed in front of the reached population

within a specified period

Cost Per Completed View (CPCV) = Total advertising cost / completed video views

QUICK TIP: Basis features notable partnerships that allow advertisers to leverage

custom capabilities for every campaign and optimize towards distinct KPIs.

BasisTV+ offers

trackable metrics.
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Optimizing Towards

CTV Success

Here are some tips to keep in mind while optimizing your CTV campaigns:

REACH

If you expand too far outside of
target or tested audiences, there’s
a higher likelihood of reaching
viewers who are less likely to

convert to leads or customers.

CREATIVE TESTING

Use data to determine which ads are
most effective by testing different
iterations. Try out different ad lengths,
calls to action, and interactive features

(like good ol’ QR codes!)

FREQUENCY

You don’t want consumers to roll their
eyes every time your ad comes on—and
ad fatigue is real! Use frequency capping

to help mitigate this.

AUDIENCE

Test out which third-party audience is
driving the highest engagement to help

determine which audience(s) you should

be targeting with your broader campaign.

STREAMING DEVICES/APPS

Test different streaming apps or
devices and determine which are
driving the most engagement to help

create a top performing tactic.

CTV Partnerships in Basis

PEERES®

Target based on the content most

relevant to your audience and products.

'™, comscore

Utilize data assets to surface predicted

behaviors without cookies.

dstillery

Create a lookalike audience to

expand your brand’s reach.

1DV | DoublevVerify

Ensure your brand is seen in safe,

appropriate contexts.
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Next Steps

Connected TV usage is skyrocketing, and growth forecasts show no end in sight. And as CTV
platforms experiment with new technologies and innovations—particularly those driven by Al—
advertisers will gain new ways to engage viewers in personalized, impactful ways, enhancing
the overall ad experience.

Though not without its challenges, many savvy

marketers see CTV as a significant opportunity to

drive brand awareness and boost engagement. A20241A5
Advertising on CTV devices is a way to reach study found that \\
consumers where they’re spending more and 690/0 Of adve rtise rs
more of their time viewing video. When used as consider CTV a |
part of an omnichannel strategy, it’s a platform must-buy.

that can help unify, automate, and streamline

your campaign experience.

*https://www.iab.com/wp-content/uploads/2024/04/IAB_Video_Ad_Spend_Study_Part_1_April_2024.pdf/



NEXT STEPS

Basis allows marketers to
automate and streamline all
their campaigns—including
CTV—from start to finish.

It is integrated with some of the biggest programmatic
video exchanges in the industry and offers premium

inventory through PMP and custom-built deals.

A"'
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With options for both managed services clients and self-serve users within
the Basis platform, coupled with Basis’ automated and comprehensive
demand side platform (DSP), Basis Technologies has the tools and

strategies you need to support and optimize your CTV campaign.

Want to learn more about how CTV advertising can
help you connect with diverse audiences?

Visit us at Basis.com today.

Technologies
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Connect with us at basis.com today to see

what CTV advertising can do for you.


http://basis.net
http://basis.net

