WHAT YOU NEED TO KNOW ABOUT

CONNECTED
TELEVISION

People
Still Watch
TV…It’s Just
Connected
S

ay goodbye to linear TV and hello to the era of connected
TV. This isn’t just about cord-cutters or cord-nevers, or the
unprecedented growth of subscription-based streaming
services and digital video. Connected TV is also about a seismic
shift in people’s entertainment choices and the new ways
advertisers are engaging those viewers.
The move away from linear to connected TV has been fast and
furious. According to eMarketer, 66 percent of US households (or
82 million) already have connected TV and that figure will jump to
nearly three-quarters of households (94 million) by 2021.
Moreover, the surge in cord cutting has made a sizable segment
of the TV audience unreachable via traditional linear buys. Right
now, 23 percent of all households are cordless (35 percent among
millennials), and adults ages 18-34 spend 24 percent of their TV
viewing time with connected TV, according to Nielsen.

And Gen Z? Not only are families with teens the biggest consumers of
connected TV, but this generation is shifting the viewing paradigm even more
than millennials. They don’t think of viewing in terms of type of network, time
of day or location. And they expect ads to be targeted and personalized (see
Page 6).
This surge in connected TV viewership has, naturally, driven up the need
for over-the-top (OTT) content. Netflix, Amazon and Hulu will spend about
$13 billion on original content this year, higher than the entire GDP of The
Bahamas. At the same time, networks such as Disney are starting their own
streaming services, making it more difficult for other networks to license
their programming.

6 Ways Connected TV Takes
Over the Living Room
Demand for more streaming
content means more opportunity
for ad-supported connected TV.
1. Dollars are flowing
Global OTT ad spending will jump
142 percent, from $12 billion in
2016 to $29 billion in 2022, while
41 percent of agency buyers plan to
shift TV dollars into OTT, per recent
studies by PwC and eMarketer.
2. Higher ad tolerance
Ads on streaming services are less
annoying than those on linear TV,
according to viewers surveyed as
part of Telaria’s TV in Transition
study. More than half also indicated
that ads are a fair exchange for
access to free or low-cost content.
3. Efficient ad buying
Connected TV replaces the
outdated ratings and demographic
metrics of linear TV with the
programmatic efficiencies of digital,

including advanced targeting,
dynamic ad insertion, enhanced
audience analysis and performance
metrics.
4. Greater brand safety
The challenges of digital display
don’t impact connected TV. There’s
less fraud in a closed ecosystem,
and CTV ads are typically
100 percent in-view with high
completion rates.
5. Increased ad effectiveness
Connected TV ads drive response.
In the Telaria global study, over
half of weekly users of connected
TV take an action, such as
researching or purchasing, after
seeing an ad.
6. Better attribution
Connected TV can also provide a
level of attribution that is more
actionable than gross-ratingspoints-based buys can deliver.

What Does the Market
Have to Do to Mature?
Here are some next steps for publishers:
• Until there’s a standardized, industrywide measurement, forwardlooking publishers should aim to unlock the power of targeting by
combining third-party data with their own first-party data.
• To help move the AVOD market along, publishers should aim to find

ways to catalog their inventory and develop easy-to-understand and
transparent audience packages for buyers.
• As consumer viewing continues to shift to OTT environments,

advertisers should follow their targets. That’s the way to drive demand
for more inventory around the globe.

CASE STUDY

CONNECTED TV IN ACTION
Live TV events, such as sports, are crucial for delivering real-time,
engaged audiences for advertisers, and they’re becoming available
on OTT.
SITUATION
During last year’s NCAA Men’s Basketball Tournament, Sling TV
was looking for ways to solve the challenge of programmatic
buying of live TV.
SOLUTION
Telaria’s SSP partnered with Sling TV for programmatic media
integration, providing private auctions and real-time bidding for
the live TV inventory. The program featured premium private
marketplace packages.
RESULT
Sling TV saw a 51 percent rise in programmatic ad sales after
it implemented the integration with Telaria, according to Adam
Lowy, director of advanced TV & digital at Dish TV, Sling TV’s
parent company.

THE GLOBAL
PERSPECTIVE

With offices in APAC, EMEA and North and South America, Telaria
knows that OTT penetration differs from country to country. The
company recently conducted a comprehensive research study called
TV in Transition, analyzing connected TV adoption in the U.S. and four
key global markets: Australia, France, Brazil and the U.K. Here’s a brief
snapshot of the findings:
Viewers redefine what it means to “watch TV”
Watching content through a streaming device connected to a television was
considered “watching TV” by almost 60 percent of respondents.
Millennials spend more time with streamed content than older adults do
One-third of all TV viewing among millennials goes to CTV content, a figure that
drops by half among older adults.
There is a 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; ads on streaming services were considered less
annoying than those on linear TV.
CTV ads drive response
Over half of weekly users of CTV will take an action such as researching or
purchasing after seeing an ad.
People want their CTV
Demand for premium video content is high. Over 40 percent said they would
miss connected TV “very much” if they no longer had it; just 17 percent wouldn’t
miss it at all.
Source: TV in Transition, Telaria, September 2017

The
OTT-Native Generation

Gen Z Watches Ads

In fact, many teens see ads as just another form of content,
so they’re happy to watch them on connected TV.

According to research done by Hulu and Telaria, Gen Z doesn’t think about
the difference between broadcast, cable and over-the-top programming.
In fact, 84 percent define streaming as watching TV. If you understand the
behavior, attitudes and buying power of these OTT-natives, you’ll get a clear
understanding of where connected TV is heading.

% who don't mind or enjoy watching TV ads

GEN X
43%

Gen Z Binges

MILLENNIALS
45%

GEN Z
54%

They devour serials, watching multiple episodes at a time.
Watch multiple episodes in a
single setting (AKA binge-watch)

Binge-watch the same
show through to the end

Gen Z Actually Shares Ads
Twice as much as Gen X.

GEN X
44%

GEN Z
60%

GEN X
38%

Shared an ad with someone else

GEN Z
53%

GEN X
19%

MILLENNIALS
30%

GEN Z
40%

Gen Z Uses Algorithms

They use recommendation engines to tell them what to watch.
How often recommended content is used

Gen X
Gen Z

38%

45%

Takeaways

46%

• Monetize content across linear and OTT/CTV channels to make
programming available on the viewer’s schedule.

29%

26%

16%

• Binge-watching creates opportunities for increased frequency and
storytelling through episodic ad units. Think creatively.
• Take advantage of CTV’s targeting and addressable capabilities.

Use
frequently

Only when something
specific is not in mind

Always
ignore

• Keep ad loads light. :15 units interspersed throughout a program work best
with Gen Z; older generations prefer a longer ad unit at the start of the
program with no other interruptions.
Source: How Gen Z Connects to TV: Exploring the Generational
Divide in the Future of TV, Telaria and Hulu, May 2017

AD-BASED VOD (AVOD)
OTT apps whose revenue model is
supported by advertising rather than
subscription fees.
ADDRESSABLE TV
The ability to target an ad message to
a home or individual in live, linear or VOD
via set top boxes that are addressableenabled.

Know Your
Connected TV
Terminology
There’s a lot of lingo related to advanced TV.
Make sure you’re using the right terms.

CONNECTED TV
A TV set connected to the internet via
an OTT device or Smart TV. It generally
refers to viewing broadcast-quality,
long-form video content with the
lean-back experience of traditional TV.
DIGITAL MULTICHANNEL VIDEO
PROGRAMMING DISTRIBUTORS
Subscription services that bundle services
together, often called “skinny bundles.”
DYNAMIC AD INSERTION (DAI)
The ability to swap out one ad in a TV
show for another. This can be done in
VOD, for example, to avoid playing an
outdated commercial for a viewer who's
watching after a show's airdate, or to
target to specific consumer targets on
a 1:1 basis.
FULL EPISODE PROGRAMMING (FEP)
Long-form, episodic TV-like shows and
full-length movies viewable on CTV. FEP is
becoming a generic term for any premium
content available on CTV.
LINEAR OTT (AKA LIVESTREAMING)
An OTT service that delivers content from
linear TV channels in real time.

LINEAR TV
Another term for traditional broadcast,
cable, satellite, telco, MSO or MVPD
operators that distribute TV programming
at a scheduled time.
OVER-THE-TOP (OTT)
The delivery of video content through
a broadband connection to a fixed (TV,
computer) or mobile device, bypassing
traditional distribution channels such as
cable and satellite operators.
SERVER-SIDE AD INSERTION (SSAI)
Ad technology that lets publishers put ads
directly in programming, allowing the ads to
load faster and preventing ad blockers from
detecting them.
SMART TV
A TV with built-in internet connectivity.
STREAMING DEVICES
External hardware, such as sticks, boxes,
game consoles and dongles, that connect a
TV screen to the internet. Examples: Roku,
Amazon Firestick.
SUBSCRIPTION VOD (SVOD)
Services that operate on a monthly
subscription fee model, such as Netflix or
Amazon Prime Video.
TRANSACTIONAL VOD (TVOD)
On-demand content that is bought or
rented for a one-time fee and stored on
user’s hardware.
TVEVERYWHERE
Television network streaming apps that
require users to authenticate with a pay TV
subscription to access content.

Your
Connected
TV Questions
Answered
Here are some of the most common
questions about connected TV.

HOW LARGE IS THE CONNECTED TV AUDIENCE?
• There are more broadband subscribers than pay TV subscribers, per
Leichtman Research Group.
• By 2022, OTT viewership is predicted to surpass broadcast, according to study
by Unisphere.
• The connected TV audience is younger, as millennials and Gen Z are most likely
to be cord-cutters and cord-nevers who do their TV watching via OTT.
WHAT ARE SOME OF THE KINDS OF CONNECTED TV
INVENTORY AVAILABLE TODAY?
• Long-form, episodic shows and full-length movies (as opposed to usergenerated content).
• Livestreaming events, such as sports and concerts.
• Apps/channels that feature music videos.
WHAT KPIS ARE RELEVANT TO CONNECTED TV?
• Impressions: the number of times the ad was provided to users.
• Completion rate: the percent of ads that were watched in their entirety.
• Viewability: the percent of ads that can actually be seen by targets.
• Frequency capping: restricting the number of times a viewer sees a
particular ad.

ABOUT TELARIA
Telaria (NYSE: TLRA), (formerly Tremor Video), is the
leading independent, data-driven software platform built
to monetize and manage premium video inventory with
the greatest speed, control and transparency, wherever
and however audiences are watching.

ABOUT CTVU
CTV University (CTVU) is a learning series for
advertisers, trade desks and media buyers as they plan
and prepare for the future of advanced TV. Grounded in
proprietary global CTV research conducted by Telaria
titled From Upstream to Mainstream, the curriculum
covers global and generational CTV usage trends,
behavior patterns and attitudes.

Learn more or schedule a
session of CTVU for your team:
telaria.com
CTVU@telaria.com
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