TV IN TRANSITION:

GLOBAL CTV SNAPSHOTS

A Telaria Advanced TV Perspective

Introduction
On-demand TV viewing and streaming has
transitioned from upstream to mainstream
with global OTT TV and video revenues set to
reach $64.78 billion by 2021. Consumers enjoy
the lean-back experience of a large TV screen
combined with the many programming choices
available for on-demand viewing. Increasingly,
the definition of “watching TV” is evolving. As
a recent Tremor Video/Hulu study* revealed,
Millennials and GenZ do not distinguish linear
TV access from over-the-top: for them it’s all
just television. Until recently, consumers had to
make trade-offs: watching highly personalized
video content was typically reserved for smaller
screens of desktops, laptops, and smartphones.
As it is becoming easier to connect TV sets to
online content, CTV is moving into the living room,

taking an increasing share of viewing from linear
TV, a medium that once seemed impervious to
declines. As eMarketer recently reported, the
share of U.S. Pay TV Non-viewers (cord-cutters
and cord-nevers) is currently expected to reach
over 30% by 2021, an increase of 35% over the
next 4 years.**
While this is happening everywhere, the velocity
of adoption can vary widely by country. For
example, the US is witnessing a rapid growth in
CTV households: 26% in the last two years, and
predicted to reach 73% of total households by
2021. This growth is less dramatic in France or
Brazil where traditional TV programing sources
are still holding their own.

* For more on generational viewing differences, see “How GenZ connects to TV: Exploring the generational divide in the future of TV”,
(Tremor Video, Hulu, May 2017)
** eMarketer, August 2017
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Introduction
In order to gain a deeper understanding of
consumer perceptions and usage of CTV around
the globe, Telaria Video fielded surveys in the
US, UK, Australia, France, and Brazil. This broad
view of CTV consumer preferences across
different regions is just a first step in uncovering
the opportunities CTV brings to marketers and
content owners.
The combination of CTV’s lean-back experience
with its advanced digital targeting capabilities
presents new opportunities that are only
beginning to be explored by forward-looking
advertisers. This white-paper aims to contribute
to a better understanding of the bright future of
this exciting new platform.

WHAT WE DID
The survey sample was screened for CTV
device ownership or usage and recruited 400
respondents aged 18-59 in five leading markets:
US, UK, Australia, France, and Brazil. These
markets were chosen because they each exhibit
different levels of adoption across the global
spectrum. The surveys were fielded online
between July 24, 2017 - August 4, 2017. The
study focused on current CTV users because our
goal was to understand their usage, behavior
patterns, and attitudes, rather than explore
obstacles to growth among the entire population
in each market. Hence, it is important to keep in
mind that any percentages that are reported
in the following are based on CTV users in each
country, not the population in these markets as a
whole.

Executive Summary
Telaria’s Multi-country study found many encouraging
signs for the future of CTV when it comes to consumer
usage and attitudes.
Across the entire study:
VIEWERS ARE REDEFINING WHAT IT MEANS TO “WATCH TV”

Watching TV content through a streaming device connected to
a television set* is considered “watching TV” by almost 60% of
respondents. Brazil, one of the leading TV markets in the world,
has the broadest view what it means to watch TV, while France
has the narrowest, with 23% less likely to define television in
terms of online connected platforms.

CTV ADS ARE EFFECTIVE AT DRIVING RESPONSE

Over half of weekly users of CTV will take an action, such as
researching or purchasing, after seeing an ad. Results were
very consistent across countries, with Brazil the highest at 60%,
and Australia the lowest at a very respectable 47%.
PEOPLE WANT THEIR CTV!

Demand for premium video content is high. When asked how
much they would miss connected television if they no longer had
it, 41% of respondents said they would miss it “very much.” Only
17% said they would not miss it at all.

In Brazil, Digital CPMs are
low and TV CPMs are high.
Because CTV is considered to
be Digital it means we sell at
the lower currency. As content
delivery strategy is about 360,
multi screen content, the ideal
is a integrated measurement
for a single currency.

MILLENNIALS SPENDING MORE TIME WITH STREAMED
CONTENT THAN OLDER ADULTS

One-third of all television viewing among Millennials is going to
CTV content, a figure that drops by half among older adults.
Among all the countries in our survey, US millennials are 67%
more likely to be CTV-only households, with over 25% reporting
that they don’t have cable or satellite tv.
HIGH LEVEL OF AD ACCEPTANCE FOR CTV

Over half of all respondents felt that ads are a fair value
exchange for access to free or low-cost content, and ads on
streaming services were considered less annoying than those on
linear TV. The country with the highest level of ad acceptance
was Brazil, where preference for ads on CTV was 50% higher
than the total.

Paris Neto,
Digital Platform Director, Globo

* Examples of devices are Apple TV, Roku, Chromecast, Smart TVs, etc.

Viewing Behavior
WHAT IT MEANS TO WATCH TV
Consumer definitions of what it means to “watch
TV” are broadening everywhere. We asked respondents about their definition of watching
TV. What does it mean to watch TV? For almost 60% of respondents, accessing television
content via a connected device is “watching TV.”
That number is lower in France where only 43%
consider that as “watching TV”. The broadest
definitions of TV were among Brazil’s CTV users: 66% of them consider watching TV through
a connected device “watching TV.” As TV screens
get bigger, we also saw that the smartphone is
considered less of a TV screen: Just over 30%
of all study respondents consider watching on a
smartphone or tablet “watching TV.” The screen
matters and larger is generally preferred for
viewing OTT content.

Watching TV Content Through a Device Connected to TV
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The shift to a broader definition of TV watching and content is led by young
people and young families. These two groups stand out in every market. As young
parents are taking advantage of more VOD choices in kid’s programming, CTV
becomes an effective way to reach young millennial parents everywhere.
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Viewing Behavior
DISCOVERABILITY
The study found that people everywhere
discover new content mostly through friends.
But there were variations by country for the
other methods of discovery. Program reviews
are a strong influencer for US and UK viewers,
though much less so for Brazilians where device
recommendations and social media are effective
outlets for discovery.

Viewing Behavior
IMPACT ON TIME SPENT
Increases in TV viewing are reported mostly by
In line with current talk about a new golden age of
TV, 30% of respondents report watching more TV in younger demographics and younger families,
both of whom are traditionally hard to reach
all markets.
segments. Traditional TV viewing makes up a
smaller share of younger people’s overall viewing.
But the increased viewing is to OTT content not
The lowest share was reported by millennial CTV
linear content, notably in the US and in Australia.
viewers in the US: only 64% of total viewing time
Time Spent by Content Source
on traditional content sources. On the other end
of the spectrum is Brazil, where 35-59 yearAGE 18-34
olds spend almost 90% of their time watching
traditional TV. It is worth noting that the speed
32%
of linear TV erosion differs by country. Traditional
viewing patterns seem to be holding up better
68%
in countries where public broadcasters were the
Linear TV
early driving forces of CTV, such as in the UK
and Brazil.
AGE 35+

CTV

This is the most engaged
environment within the largest
screen in the household.
Reaching users in this setting
is much more valuable than
other devices. There is also
often co-viewing meaning that
advertisers are benefiting from
reaching multiple people with a
single ad.
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The Advertising Experience
Advertising in on-demand environments offers
an exciting opportunity for marketers. Across all
markets, 35% said they prefer ads on streaming
services to those on linear TV. Between 51%65% (depending on the market) said ads on
CTV were less annoying than on linear TV and
between 24% - 42% pay more attention to ads in
streamed programs vs linear TV.

It is worth highlighting that ad acceptance was
highest for Millennials, who were 32% more likely
to prefer ads on CTV vs. linear TV. This finding is
in line with other research that shows Millennials
and GenZ less averse to advertising, as long as
the ads are deemed relevant and targeted*.
*“How GenZ connects to TV: Exploring the generational divide in the
future of TV”, (Tremor Video, Hulu, May 2017)

With regards to market differences, we saw the
highest numbers for ad acceptance in Brazil
and France.
Attitudes Towards Advertising
Top 2 box Agree
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In the UK, Broadcast still
has a place with live events,
particularly sport. But the
easier use of data within
digital means it works better
for advertising. So advertiser
investment will naturally flow
into digital as the industry
changes to more robust forms
of measurement.

More Attention to Ads
in Streamed Programs
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Market Opportunity
As mentioned earlier, multiple factors need to
come together for a thriving AVOD market to
emerge. While the technological challenges for
high CTV penetration have been all but removed
in the US, Europe and in Australia, Latin America
(Brazil) is catching up quickly, aided by telecoms
and increased Smart TV penetration. Given its
population size and its enthusiasm for watching
Television, Brazil is a high opportunity market
in spite of lower broadband speeds and a low
credit card penetration. Given current economic
challenges, it is likely that many Brazilians will turn
to free or ad-supported options to view CTV video.
Albeit for other reasons, CTV users in the UK and
France are somewhat more reluctant to pay.

Industry analysts believe this is connected to
the early days of European CTV, which was
dominated by public and national broadcasters
that broadly offered free content. In the USA
by contrast, the TV business was first shaken
up by Netflix and premium cable, both paid
subscription services. Consumer reluctance to
pay a monthly subscription fee can be a great
opportunity for ad-supported CTV, provided
content providers are able to develop “soughtafter” shows and programs. Following are some
key observations by market.

Country Snapshots
BRAZIL:
Brazil’s OTT market has strong indicators for significant
growth. Despite being the world’s third largest TV market,
OTT penetration lags behind other countries at just 35%.
Because most of the major media companies are launching
premium OTT services, growth is expected to accelerate over
the next few years. Our study showed an extremely high

broadcasts and the release of movies on SVOD until well
after they have appeared on traditional platforms. OTT
penetration will depend on Gen X and GenZ behavioral shifts,
as video content becomes more popular. Paired with strong
actions taken and ad receptivity in OTT, the advertising
opportunity will slowly develop.

acceptance of CTV advertising.

AUSTRALIA:

UNITED KINGDOM:

Australia is the furthest along in having internet-capable
screens in homes. Most streaming is still from free-to-air
channels, and broadcasters are investing heavily in their CTV
platforms to improve user and advertiser experiences. Over
a 15-month period, CTV streams have increased over 300%
across four major FTA broadcasters, indicating a clear shift in

Although current OTT adoption in the UK is the strongest in
Western Europe, advertising opportunities lag due to low
inventory. Content consumption is strong, mostly in SVOD,
inching towards ad-supported models from free-to-air
broadcasters. As more inventory opens up, ad revenues are
expected to follow, with strong growth projections.

FRANCE:
CTV penetration is strong, but lack of CTV content limits
viewership. A major challenge in this market is governmental
regulation prohibiting targeted advertising in linear

consumer demand for more CTV content.

UNITED STATES:
The US is one of the leading markets in CTV adoption and
ad spend. All sign point to robust growth: Regulations are
favorable, inventory availability is rapidly increasing, large
investment in content, and time spent with OTT content is
on the rise. As OTT services increase, the challenge will be
breaking through the dominant SVOD reliance to increase
awareness across nascent portals.

Market Opportunity

Scorecard

To get a sense of the potential of each market from an
advertising perspective, we evaluated each country along
a continuum of four dimensions. For consistency of data
input, three of the dimensions were defined and based
upon results from Telaria’s Multi-country CTV survey.
Market Adoption was based on the level of CTV reach in
that country, as reported by third-party sources.

GLOBAL MARKET
OPPORTUNITIES
Telaria's global CTV opportunity score card is
based on our multi-country study fielded in 2017.

CONSUMER COMMITMENT
The degree to which viewers have embraced CTV

USAGE
Time Spent viewing; CTV share of total viewing

US

169

UK

152

FR

142

AD RECEPTIVITY
Viewer attitudes towards advertising

MARKET ADOPTION
CTV reach by population
The market opportunity score is a tally of each country’s
individual measure for each dimension in the scorecard.
Based on our results, the US and Brazil have the highest
levels of opportunity for marketers. The US score is
driven by high levels of market adoption and consumer
commitment, whereas Brazil outscored the other countries
on Ad Receptivity.

BR

184

AU

148

Summary & Implications
Telaria’s Multi-Country study of CTV usage and
preferences around the globe has shown that
consumers everywhere are ready for the next
era of television viewing. As it is becoming easier
to connect TVs to online programming sources,
CTV users are quickly expanding their definitions
of what it means to “watch TV”.
As consumer mindsets around CTV are catching
up with the technology, content owners,
publishers, and distributors are experimenting
with different revenue models. While revenue
from connected TV viewing is currently driven by
subscriptions, with Netflix as the main player, we
expect a shift as CTV continues its way into the
mainstream.
The future of CTV will not be ad-free. Although
SVOD’s biggest star – Netflix – is the dominant
streaming service, that kind of scale is difficult
to achieve without a long runway. The promise
of all OTT is the convenience of on-demand
content, and the ability to pay for customized

content. But the reality of cord-cutting can
get expensive as the economics of paying for
multiple streaming services gets too costly.
Consumer acceptance of ads during Connected
TV viewing in combination with marketers’
interest in buying audiences across different
viewing sources are encouraging signs for a
flourishing Advertising funded VOD business.
AVOD is expected to be more attractive to
broader demographics than SVOD, which tends
to cater to younger and wealthier individuals, as
well as content enthusiasts. A recent IAB study,
which found that “half of streaming-enabled TV
owners said they prefer to watch commercials
over having to pay for ad-free subscriptions
while streaming video on TV” points in the same
direction.* Our study found similarly encouraging
numbers as 53% of total respondents considered
“watching ads a fair value exchange for access
to free or low-cost connected television content.”
Consumers do value the exchange of content
for the price of watching ads – as long as that
ad-viewing experience is optimized, i.e. short ad
pods, non-intrusive interruptions.

53% agree that ads
are a fair value
exchange for access
to free or low-cost
connected TV content.

Summary & Implications
In order to take full advantage of its potential,
there are several hurdles that still need to
be overcome. To start, there is the lack in
standardized industry-wide measurement.
Until this challenge is resolved, forward-looking
publishers should aim to unlock the power of
targeting by combining third-party data with
their own first-party data.

As consumer viewing patterns shift to OTT
environments, advertisers will follow their
targets – driving demand for more inventory
around the globe.

There will be a level of attribution available that
is significantly more actionable than anything
gross-rating points based buys can hope to
deliver. To further help the AVOD market along,
publishers should aim to find ways to catalogue
their inventory and develop easy-to-understand
and transparent audience packages for
marketers to buy.
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As with the migration of
audiences to any new device or
delivery method, the consumer
movement often leads the
monetisation while the industry
works out a robust and fair
way to measure this activity.
Connected TV has the ability
to provide data on behaviour
as well as a range of targeting
opportunities. This provides a
big screen experience with the
added benefits that are linked
to a digital experience.

Gai Le Roy,
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IAB Australia

