
The Global TV Deck
The global proof of TV’s power and popularity



The Global TV Deck initiative
In 2013, The Global TV Group was created with major players in the TV industry joining forces to consistently back up TV’s positive 
narrative with solid global data as well as promote the power of TV as a digitally transformed medium.

In the madness of the digital storm, and when TV advertising’s power is taken for granted more than ever, The Global TV Group 
launched the Global TV deck initiative to:

 Remind advertisers, journalists, tech gurus, agencies and industry peers about the power and popularity of TV

 Gather solid facts and figures worldwide to have an accessible source of reliable information

 Prove that TV and online are more powerful together



Among the most serious concerns in our industry, brand 
safety has been a major red flag for video advertising.

While it is important to address this issue it is also important 
to assess once more that TV has never and will never be 
faced with such a controversy.

All TV is whitelisted:

 100% transparency

 Highest rate of viewers’ trust

 Regulations

 Measurement

A great topic to illustrate TV as the safest space for 
advertising and highlight its strengths, effectiveness and 
bright future. 

TV is brand-safe



High completion rates

Full Screen

Sound on

High quality programming

Shared viewing

Robust measurement

Viewed by humans 

Brand safe

TV is the prime real estate of AV advertising



The global proof of TV’s power and popularity
Reach
Unbeatable scale and reach 

Resilience
TV viewing is steady throughout a decade of innovation and different stages of life

Popularity
TV has by far the biggest share of attention

Impact
TV is the most trusted and impactful form of advertising

Effectiveness
Advertisers invest in TV advertising because it pays back

Complementarity
TV makes all other media more effective



Reach
Unbeatable scale and reach 



“TV is still really powerful for us. It is still the most 
mass reaching audience and it still works for us”

Marisa Thalberg, CMO of Taco Bell
April 2017

Source: https://www.beet.tv/2017/04/marisa-thalberg.html
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Incomparable reach all over the world
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Linear TV is resilient 
and at the core of the 
Total Video ecosystem

Source: TV Key Facts 2017, Eurodata TV worldwide, Médiamétrie, all individuals, all day, January-December 2016 *excluding Greece, Norway, Portugal and Slovenia 
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Unbeatable daily, weekly and monthly reach 

68.5%
AUSTRALIA

Source: OzTAM, 5 capital cities, based on average daily reach, average weekly cumulative and average monthly cumulative reach, based 
on 1 min of viewing, total people, total broadcast television (does not include catch-up TV or live streaming channels). Q1 2017

% of the Australian population

Day

86.6%
Week

95.5%
Month



Unbeatable daily, weekly and monthly reach 

73.5%
BELGIUMSource: CIM TV North, 2016, TTV, 02:00-26:00, 4+, reach 1 min. cons., Live+7

% of the North Belgian population

Day

93.2%
Week

98.9%
Month



Unbeatable daily, weekly and monthly reach 

71.9%
BELGIUMSource: CIM TV South, 2016, TTV, 02:00-26:00, 4+, reach 1 min. cons, Live+7

% of the South Belgian population

Day

92.7%
Week

98.9%
Month



Unbeatable daily, weekly and monthly reach 

66.9%
BRAZILSource: Kantar Ibope Media – MW Telereport – 15 Metropolitan Regions – 42 weeks of 2017 – Jan to October 22th. Target: Viewers from Atlas Globo –

Oct’17 – 200.984.460  - Reach Average day, week and month  (cov%)

% of the Brazilian population

Day

91.8%
Week

98.2%
Month



Unbeatable daily, weekly and monthly reach 

82.6%
CANADASource: Numeris PPM, Total Canada, Total TV, Consolidated, All Locations, Monday-Sunday 2am-2am, A2+, 2016-2017 Broadcast Year (August 29, 2016 – August 27, 2017)

% of the Canadian population

Day

95.0%
Week

98.2%
Month



Unbeatable daily, weekly and monthly reach 

69.0%
CHILESource: Kantar Ibope Media, Channels - MEGA - TVN - CHV - LA RED - CANAL 13 - UCV + TOP 15 CABLE, May 2016 / 7 a.m. – 12 a.m. Universe: (age 4+) 6,847,690

% of the Chilean population

Day

87.6%
Week

96.9%
Month



Unbeatable daily, weekly and monthly reach 

52.5%
COLOMBIASource: Ibope Colombia –Period: June 2016 / 7 a.m. – 12 a.m. Population: (age 4+) 19,368,910

% of the Colombian population

Day

83.2%
Week

95.1%
Month



Unbeatable daily, weekly and monthly reach 

71.5%
CZECH REPUBLICSource: 2016 ATO - Nielsen Admosphere, live + TS0-3. Reach: at least 3 min continuous viewing. Population: 4+ 

% of the Czech population

Day

90.0%
Week

95.9%
Month



Unbeatable daily, weekly and monthly reach 

71.0%
FINLANDSource: Finnpanel. Demographic Group: All 4+ Years Old Population: 5,226,000 Week Numbers: 1-21/2017

% of the Finnish population

Day

92.0%
Week

97.0%
Month



Unbeatable daily, weekly and monthly reach 

75.3%
FRANCESource: Médiamétrie 2016- Médiamat – Base: individuals 4+

% of the French population

Day

91.3%
Week

97.7%
Month



Unbeatable daily, weekly and monthly reach 

72.0%
GERMANYSource: AGF in collaboration with GfK; TV Scope 6.1, 2016; data weighted. Base: Adults 14+ years. 

% of the German population

Day

89.0%
Week

96.0%
Month



Unbeatable daily, weekly and monthly reach 

65.6%
IRELANDSource: All individuals. Period for Daily and Monthly reach: 01-01-2017 - 30-06-2017. Period for Weekly reach: 02-01-2017 - 25-06-2017

% of the Irish population

Day

89.0%
Week

96.3%
Month



Unbeatable daily, weekly and monthly reach 

73.0%
ITALYSource: AUDITEL, year 2016, individuals 4+, reach 1min+. TV set viewing within 7 days of broadcast

% of the Italian population

Day

87.7%
Week

93.4%
Month



Unbeatable daily, weekly and monthly reach 

56.5%
MEXICOSource: Nielsen IBOPE México, June 2016 / 7 a.m. – 12 a.m. Universe: 4+ (55,241,320)

% of the Mexican population

Day

86.7%
Week

96.5%
Month



Unbeatable daily, weekly and monthly reach 

72.2%
NETHERLANDSSource: SKO (Stichting KijkOnderzoek) HY1 2017

% of the Dutch population

Day

92.4%
Week

96.3%
Month



Unbeatable daily, weekly and monthly reach 

49.5%
PERUSource: TV DATA 8.0 (Kantar Ibope Media) – 2 weeks of June 2016. Target: Total Lima + 6 Cities Population: (age 3+) 12,723,886

% of the Peruvian population

Day

79.9%
Week

93.2%
Month



Unbeatable daily, weekly and monthly reach 

70.6%
POLANDSource: Nielsen Audience Measurement Poland, 2016. Target group: All 4+, reach 1min+

% of the Polish population

Day

89.6%
Week

96.2%
Month



Unbeatable daily, weekly and monthly reach 

71.0%
RUSSIASource: MediaScope, 4+, Jan-Jun 2017

% of the Russian population

Day

91.0%
Week

99.0%
Month



Unbeatable daily, weekly and monthly reach 

73.2%
SLOVENIASource AGB Nielsen, based on average daily reach, average weekly cumulative and average monthly cumulative reach, based on 1 min of viewing, total individuals, total 

television (does not include catch-up TV or live streaming channels). Q1 2017.

% of the Slovenian population

Day

89.3%
Week

90.8%
Month



Unbeatable daily, weekly and monthly reach 

73.6%
SPAINSource: Kantar Media, Spain, Total TV, Linear TV, All Day, 2016, Individuals 4+

% of the Spanish population

Day

91.4%
Week

97.1%
Month



Unbeatable daily, weekly and monthly reach 

59.0%
SWITZERLANDSource: Mediapulse TV-Panel (Instar Analytics), Total Commercial TV, Switzerland, Target group: individuals 3+ incl. guests, 

2016, Mo-Su 24h, all platforms, Overnight +7, CH-Signal, reach 1 second

% of the Swiss population

Day

83.3%
Week

93.7%
Month



Unbeatable daily, weekly and monthly reach 

69.6%
UKSource: BARB, 2016, individuals 4+, reach 1min+. TV set viewing within 7 days of broadcast. Commercial TV only.

% of the British population

Day

91.9%
Week

98.0%
Month



Unbeatable daily, weekly and monthly reach 

70.5%
UKRAINESource: PPM  Nielsen Ukraine, January to October 2017,Total TV, Audience : Universe (All people) 

% of the Ukrainian population

Day

91.3%
Week

98.0%
Month



Unbeatable daily, weekly and monthly reach 

72.4%
USSource: Nielsen R&F, Time period: Day-October 9th 2017, Week-October 9th to 15th 2017, Month-October 2017. Live+SD. A18+. Total day.

% of the American population

Day

91.5%
Week

96.7%
Month
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An average TV campaign gets millions of views
Average number of contacts (in million) per country, based on a 400 GRP campaign

Sources for figures: see following slides

300



An average broadcast 
TV campaign in 
North Belgium 

gets:

23
Million views

Base: 400 GRP. Source: CIM TV, 4+ / North / 2016   



An average broadcast 
TV campaign in 
South Belgium 

gets:

18
Million views

Base: 400 GRP. Source: CIM TV, 4+ / South / 2016   



An average 
broadcast TV campaign 

in Brazil
gets:

Million views

Base: 400 GRP. Source: Kantar Ibope Media – MW Telereport – Complet PNT. June 2016. 
Viewers from Atlas Globo Universe: 199,426,843. Actual Figure: 797,707,372

797



An average 
broadcast TV campaign 

in Canada
gets:

143
Million views

Base: 400 GRP. Source: Based on Numeris’ population estimates for the 2016-2017 Broadcast Year 
(August 29, 2016 – August 27, 2017) . Individuals 2+ 



An average 
broadcast TV campaign 

in Chile
gets:

53
Million views

Base: 400 GRP. Source: Kantar Ibope Media, 2016. TV Data Population 4+: 13,381,914
Acutal Figure: 53,527,656



An average 
broadcast TV campaign 

in Colombia
gets:

77
Million views

Base: 400 GRP. Source: Ibope Colombia 2016 Full year / 7am – 12am. Total Population 4+ 19,368,910
Actual Figure: 77,475,640



An average 
broadcast TV campaign 

in Czech Republic
gets:

Million views

Base: 400 GRP. Source: PEM data, ATO - Nielsen Admosphere, 2017. Target group 4+

40



An average 
broadcast TV campaign 

in Finland
gets:

Million views

Base: 400 GRP. Source: Dagmar Media. Gross contacts 20,904 ,000 All population 4+ 
Target group size: 5,226,000. 3 weeks campaign (weeks 34-36/2017) 

20



An average 
broadcast TV campaign 

in France
gets:

Million views

Base: 400 GRP. Source: Médiamétrie 57,974,000 equiped TV 2016

231



An average 
broadcast TV campaign 

in Ireland
gets:

16
Million views

Base: 400 GRP. Source: TAM Ireland



An average 
broadcast TV campaign 

in Italy
gets:

235
Million views

Base: 400 GRP. Source: AUDITEL, year 2016, individuals 4+ 



An average 
broadcast TV campaign 

in Mexico
gets:

220
Million views

Base: 400 GRP. Source: Nielsen IBOPE México. June 2016 / 7am-12am. Population 4+ 55,241,320
Actual Figure: 220,965,280



An average 
broadcast TV campaign 

in the Netherlands
gets:

63
Million views

Base: 400 GRP. Source: 2016 Stichting KijkOnderzoek (SKO)



An average 
broadcast TV campaign 

in Peru
gets:

52
Million views

Base: 400 GRP. Source: TV Data 8.0 (Kantar Ibope Media) 2016. Target: Total (Lima + 6 cities) 
Population 3+ 13,040,397. Actual Figure: 52,017,588



An average 
broadcast TV campaign 

in Poland
gets:

Million views

142

Base: 400 GRP. Source: Nielsen Audience Mesurement Poland, 2016, All individuals 4+. 



An average 
broadcast TV campaign 

in Russia
gets:

Million views

300

Base: 400 GRP. Source: MediaScope, 4+, period October 2017, 100+ (MediaScope Universe, cities 
with a population of 100 thousands of people and more), NSK LLC 



An average 
broadcast TV campaign 

in Slovenia
gets:

Million views

7

Base: 400 GRP. Source:AGB Nielsen, Total individuals. Q1 2017. Actual figure: 7,538,917



An average 
broadcast TV campaign 

in Spain gets:

155
Million views

Base: 400 GRP. Source: Kantar Media, Spain, Target all adults, September 2017 



An average 
broadcast TV campaign 

in French & German 
Switzerland gets:

24
Million views

Base: 400 GRP. Source: Mediapulse TV panel (MediaWizard), D-CH + F-CH, March 2016, Adults 15+



An average 
broadcast TV campaign 

in the UK
gets:

Million views

238

Base: 400 GRP. Source: BARB 2016. 



An average 
broadcast TV campaign 

in Ukraine
gets:

Million views

149

Base: 400 GRP. Source:PPM  Nielsen Ukraine, January to October 2017,Total TV, 
Audience : Universe (All people) 



An average 
broadcast TV campaign 

in the U.S.
gets:

Billion views

1.2

Base: 400 GRP. Source: Nielsen Universe Estimates 2017/2018, P2+ Population: 304,500,000



Resilience
TV viewing is steady throughout a decade of innovation and different stages of life



“TV still works, obviously, but how we plug it with 
digital is becoming more and more important. You 
can’t separate digital from what happens on air.”

Seth Kaufman, CMO of Pepsi North America Beverages
October 2016

Source: https://digiday.com/marketing/pepsico-beverages-cmo-marketing-today-veritable-jungle-choices/



Despite a decade of 
potential disruptions, 

TV viewing on a TV set 
has remained 

remarkably stable



4:30 4:29 4:36 4:33 4:36 4:34 4:32 4:36
4:46

4:56 5:03

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Source: Kantar IBOPE Media – MW Telereport – Jan’07 to Oct’17 – (main broadcast television). Internet Data: Kantar IBOPE Media - (Feb’07 - Jul’07) V1.0 / 
Target Group Index Br – 2017 - 11 Metropolitan Regions: 86.302. Source: Centro Internacional TV Abierta – services launch date (*) Brazilian version.

36.7%
Internet 
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77.5%
Internet 
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The pink line represents the average time spent (04:39)
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Hours of TV viewed on a TV set per day 

BRAZIL



4:01
3:51 3:49 3:43 3:45 3:48 3:51 3:48 3:45 3:42 3:37 3:37 3:48

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Hours of TV viewed on a TV set per day 

Source: TV Data Presenter, ATS variable used to extract this information – Free-to-air TV (main broadcast television) – Data for 2017 is until Jan to Oct 31th. Total population
4+. Internet data source: estimate for July 2016. Services launch Dates Source: Centro Internacional TV Abierta (*) local version.

31.2% 
Internet 
access

77.8%
Internet 
access

The pink line represents the average time spent (03:46)

*
**

CHILE



2:36
2:46

2:53

3:20

3:44 3:48 3:44
3:33

3:21 3:20 3:25

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: IBOPE, Jan 1st of 2006  to Dec 31th of 2016 – Free-to-air TV (main broadcast television) - (*) local version. Internet data source: Internet Live Stats -
estimate for July 2016

15.3%
Internet 
access

The pink line represents the average time spent (03:19)

56.9%
Internet 
access

*

*
*

Hours of TV viewed on a TV set per day 

COLOMBIA



3:26 3:24 3:27 3:24 3:25 3:32
3:47 3:50 3:46 3:41 3:44 3:43

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Hours of TV viewed on a TV set per day 

FRANCESource : Médiamétrie - Médiamat – Daily viewing hours, modeled and consolidated - Monday-Sunday, 3h -27h the next day – base 4+, equipped with TV

43% 
Internet 
access

77% 
Internet 
access

The pink line represents the average time spent (03:35)



3:46 3:47 3:43
3:41

3:46
3:57 3:59 3:56 3:54 3:54 3:57 3:59 4:03

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Hours of TV viewed on a TV set per day 

GERMANYSource: AGOF internet facts 2005-IV; AGOF digital facts 2016-12; AGF in collaboration with GfK; TV Scope 6.1, 01.01.2005-31.12.2016, SevenOne Media
2017: forecast figure

55% 
Internet 
access

78% 
Internet 
access

The pink line represents the average time spent (03:52)



4:07 4:06 4:07 4:08 4:10 4:14 4:21 4:24 4:23 4:25

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: Kantar Ibope Media. Total Population (age +4 in 2007 to 2011; age 3 to 99 in 2012 to 2016). Lima + 6 Cities. 07:00 a 24:00. Mon to Sun – Free-to-air TV (main broadcast 
television). Internet data of 2017. Services launch Dates Source: Centro Internacional TV Abierta (*) local version.

12%
Internet 
access

The pink line represents the average time spent (04:15)

Hours of Broadcast TV viewed on a TV set per day 
50%
Internet 
access

*

* *

PERÚ



3:29
3:36 3:43 3:47

3:54 3:46 3:42 3:48 3:46 3:40
3:58 3:59 4:04 4:06 4:08

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Hours of TV viewed on a TV set per day 

RUSSIASource: MediaScope, 4+. Average time spent is from 1999 to 2016 – see behind table for full figures.

5% 
Internet 
access

74% 
Internet 
access

The pink line represents the average time spent (03:44)



3:37 3:39
3:44 3:47 3:47

3:55 4:00 4:06 4:05 3:59 3:53 3:51

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

ESPAÑA

ESPAÑA

Hours of TV viewed on a TV set per day 

SPAINSource: Online: EGM / TV: Kantar Media. Pyb. Total day. Ind. 4+. TTV. 

20% 
Internet 
access

38% 
Internet 
access

61% 
Internet 
access

72% 
Internet 
access

The pink line represents the average time spent (03:51)



2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Commercial hours Non-commercial hours

4:014:02

Hours of TV viewed on a TV set per day

UKSource: BARB, 2006-2016, individuals. TV set viewing within 7 days of broadcast. Ipsos Tech tracker Q1-4 2016

47% 
Internet 
access

89% 
Internet 
access*

The pink line represents the average time spent (03:46)

3:36
3:38 3:44 3:45

4:02
3:52

3:41
3:36 3:32



Hours of TV viewed on a TV set per day 

Source: VAB Devices report. Nielsen R&F Time Period Report, Live +7, P2+, broadcast calendar comparison (1Q ‘07-1Q ‘17); “TV” reflects all ad-supported broadcast & cable TV.

4:02 4:02 4:08
4:16 4:21 4:17 4:24 4:27

4:14 4:15

4:01

1Q 2007 1Q 2008 1Q 2009 1Q 2010 1Q 2011 1Q 2012 1Q 2013 1Q 2014 1Q 2015 1Q 2016 1Q 2017

US

The pink line represents the average time spent (04:13)



Today’s younger 
generation is tomorrow’s 

heavy TV viewers



Average hours viewed per day

1:13
1:29

2:03

2:30

2:08

2:33

Belgium North Belgium South

15-24 25-34 25-34 with children

Belgian Millennials’ TV viewing increases as 
they get older and have kids

BELGIUMSource: IP Belgium 2016 



Average hours viewed per day

Brazilian Millennials’ Broadcast TV viewing 
increases as they get older

BRAZILSource: Kantar Ibope Media – MW Telereport. 15 Metropolitan Regions. Period: Jan to October 22th 2017. Target: Viewers from Atlas Globo – 200,984,460. 
Total TV (Free-to-air, Cable and others)

5:06
5:19

TV

16-24 25-34



Average hours viewed per day

Chilean Millennials’ TV viewing increases as 
they get older

CHILESource: Kantar Ibope Media, Channels - MEGA - TVN - CHV - LA RED - CANAL 13 - UCV + TOP 15 CABLE. Period: May 2016  / 7 a.m. – 12 a.m.  
300 grp's Broadcast TV + 100 grp's Cable. Total TV (Free-to-air, Cable and others)

4:53
5:12

TV

16-24 25-34



Average hours viewed per day

Colombian Millennials’ TV viewing increases 
as they get older

COLOMBIASource: Ibope Colombia. Period: June 2016 / 7 a.m. – 12 a.m. Total TV (Free-to-air, Cable and others). 

2:20

2:49

TV

16-24 25-34



Canadian Millennials’ TV viewing increases as 
they get older and have kids

CANADA
Source: Television Numeris PPM | Total Canada | Total TV | Consolidated | M-Su 2a-2a | Dec 28th, 2015 – Dec 25th, 2016 | 25-34 with Kids < 12 | 
Online Video TouchPoints Canada 2016.2 HUB Calibration | 25-34 with Kids < 11

15:24

8:48

16:36

7:42

17:18

6:54

Television Online Video

16-19 20-24 25-34 (with children in the household)

Average hours viewed per week



Average hours viewed  per day

1:28

2:28

3:09

TV

15-24 25-34 25-34 with children

Czech Millennials’ TV viewing increases as 
they get older and have kids

CZECH REPUBLICSource: 2016 ATO - Nielsen Admosphere, live + TS0-3. Reach: at least 3 min continuous viewing. 



Average hours viewed per day

2:01

0:12

2:28

0:10

3:16

0:07

TV Broadcaster VOD

16-24 25-34 25-34 with children

Italian Millennials’ TV viewing increases as 
they get older and have kids

ITALYSource: Auditel – Audiweb Objects  (main TV broadcaster ) - year 2016. 



Average hours viewed per day

Peruvian Millennials’ TV viewing increases as 
they get older

PERÚSource: Media Work Station (Kantar Ibope Media) ATS – 2016 (Full Year) / 7 a.m. – 12 a.m. Target: Lima + 6 Cities. Total TV (Free-to-air, Cable and others)

6:24 6:33

TV

16-24 25-34



Average hours viewed  per day

1:48

3:12

3:54

TV

16-24 25-34 25-34 with children

Polish Millennials’ TV viewing increases as 
they get older and have kids

POLANDSource: Nielsen Audience Mesurement Poland, 2016



Average hours viewed  per day

1:51

2:54
3:04

TV

15-24 25-34 25-34 with children

Russian Millennials’ TV viewing increases as 
they get older and have kids

RUSSIASource: MediaScope, 4+, Jan-Jun 2017



Average hours viewed  per day

1:21

2:38

3:31

TV

15-24 25-34 35-44

Slovenian Millennials’ TV viewing increases as 
they get older

SLOVENIASource AGB Nielsen, Average time viewed. Q1 2017



Average hours viewed per day

1:45

0:13
0:25

0:34

2:24

0:14 0:19 0:20

2:48

0:13 0:16 0:15

TV on a TV set Broadcaster VOD sVOD (e.g. Netflix) Other Online Video
including YouTube / Facebook

16-24 25-34 25-34 with children

British Millennials’ TV viewing increases as 
they get older and have kids

UKSource: IPA Touchpoints 2016



Average hours viewed  per day

4:31

5:04

5:24

TV

15-24 25-34 35-44

Ukrainian Millennials’ TV viewing increases as 
they get older

UKRAINESource: PPM  Nielsen  Ukraine 01-10 .2017 | Total TV | Audience : Universe (All people), Average viewing time.



Popularity
TV has by far the biggest share of attention



“TV remains very important for us. It’s still a very, 
very important way for us to drive mass reach, and 

the right reach as well. “

Andrew Clarke, CMO of Mars
February 2017

Source: http://www.campaignlive.com/article/exclusive-q-a-mars-cmo-andrew-clarke-transparency-faith-super-bowl-fighting-agencies/1422939#dkUSjhX7xwxTDtp4.99



TV is 87% of video 
time in Canada

CANADASource: Numeris PPM and Diary, Total Canada, Mo-Su 2a-2a, Calendar Year 2016, | TouchPoints Canada 2016.2 | comScore Media Metrics 
and Video Metrix Calendar Year 2016 - *BDU = Broadcast Distribution Undertaking (e.g. cable and satellite service providers

59%

8%

3%
1%

10%

4%
1%

13%
2%

76%

8%

2%
1%

4%

2%
1%

6%
2%

Live TV

Playback TV

Free TV Prog from an
Online Service

VOD from BDU*

sVOD

DVD/Blu-Ray

Movie in Theatre

YouTube

Video on Facebook

Adults 18+

18-34



TV is 92% of video time 
in Czech Republic

CZECH REPUBLICSource: Cross Media Study, ATO - Nielsen Admosphere, 2015 (2,112 respondents, 15+ individuals)

63%

2%1%1%

18%

1%

15%

88%

2%
2%

1%
3%

3% 1%

Live TV

AVOD (free)

Recorded TV

SVOD (paid)

Other online video

DVD

Short form video (online videos
under 5 minutes on social media)

Adults 15+

15-24

Average video time per day

Adults 15+: 235 minutes 

15-24: 140 minutes



TV is 88% of video 
time in Finland

FINLANDSource: Finnpanel 2016 TAM 

65%5%

2%

27%

81%

7%

2%

11%

Live TV

Time-shifted viewing 1-7 days

DVD / Blu-ray / VHS

Other TV screen use

14+

15-24

Average video time per day

All individuals: 172 minutes 



TV is 95% of video 
time in France

FRANCESource: 2015 – Médiamétrie – Extract from « Vision 2020 » study - Measures & estimations based on mediamat panel, TV Global and internet panels

70%

3%

20%

6%

88%

1%

6%
5%

Live TV

Othe TV viewing (tsv +
catch-up + Live TV on
other screens)

VOD/SVOD

Other videos on the
internet or IPTV

All individuals

15-24



TV is 93% of video 
time in Germany

GERMANY
Source: ViewTime Report Q1/2016 – Q4/2016, SevenOne Media/forsa. Alternative TV usage: Usage of linear TV program via internet stream, 
TV card or DVB-T on laptop, PC, smartphone or tablet Base: A 14+, n=7,512 

66%
9%

14%

7%
4% 1%

89%

3%

4%
2% 2%

TV classic

TV via alternative access

Free online video

Pay VoD

DVD/Blu-ray

Cinema

14+

14-34



Average video time per day

Adults 15+: 221 minutes 

15-34: 212 minutes

TV is 84% of video 
time in Ireland

IRELANDSource: Ipsos MRBI 15-080245/TAM Viewing habits 2016. Base: All Respondents 15+ (Time Weighted) 21st Jan-14th Feb 2016

53.3%

16.1%

5.0%

6.4%

13.1%

2.6%
1.5%

1.8%

71.6%

12.2%

2.5%

3.3%

7.5%

1.3%
0.7%

0.7%

Live TV

Recorded TV

NET "On Demand" /
From Players

Stand alone video
service / Paid for service

Short form video

DVD

Pay Per view Sports

Other Internet

Adults 15+

15-34



Average video time per day

All individuals: 292 minutes 

15-34: 180 minutes

TV is 94% of video 
time in Italy

ITALYSource: AUDITEL / COMSCORE March 2016

88.8%

5.4%
1.8%

4.0%

94.4%

2.7%
1.3%

1.6%

TV

YouTube

Facebook

Other

All individuals

15-34



Average video time per day

All individuals: 217 minutes 

16-24: 131 minutes

TV is 94% of video time 
in the Netherlands

NETHERLANDSSource: SKO-TV, GfK MEP for online and Bioscoopmonitor for cinema, 2016

64.3%7.6%

7.6%

0.1%
4.6%

13.5%

0.4%1.2% 0.8%

83.5%

6.6%

4.3%
0.1%

1.3%3.4%
0.2%
0.6%
0.1%

Live TV

Playback TV

Other TV content

Broadcaster VOD

YouTube

Other online video

Online 'adult' XXX video

Cinema

Subscription VOD

All individuals

16-24



Average video time per day

All 15+: 317minutes 

TV is 89% of video 
time in Poland

POLANDSource: TV(Live, TSV): Nielsen Audience Measurement, 01/01/2016-31/12/2016/ VOD/OTT/Cinema: Kantar/Millward Brown TGI (Target Group Index), 
01/01/2016-31/12/2016/ YT, fB: Gemius/Polskie Badanie Internetu: 12/2016 (one month)

88.7%

0.7%

5.7%

4.0%
1.0%

Live TV

TSV

VOD/OTT

Facebook

YouTube

All 15+



TV is 93% of video 
time in Russia

RUSSIASource: “Television through the viewers’ eyes”, urban population 15+, Analytical Centre NSK, 2016. 

87.8%

0.6%
4.8%

6.9%

Live TV

Recorded TV on a TV set

Catch-up TV/Broadcaster VOD

SVOD

All 15+



Average video time per day

All individuals: 265 minutes 

15-34: 186 minutes

TV is 86% of video 
time in Spain

SPAINSource: Kantar Media. comScore Video Metrix, estimate Multiplatform. Research Televidente 2.0. May 2017. Figures from January 2017.

67.7%
1.6%

1.2%

9.3%

15.6%

0.7%
3.0%

1.0%

84.0%

1.5%
0.6%

5.7%

5.2%
0.6%

1.6%
0.7%

Live TV

Time Shift 7 days

Broadcaster VOD

Other Online Video

Youtube

Facebook

Adult XXX Video

Suscription VOD

All individuals

15-34



45%

8%
8%

22%

12%

4.9%

63%

4%

6%

13%

12%

2%

Live TV

Timeshift

Broadcaster AVOD

Subscription VOD

YouTube

Other online video

Average video time per day

All individuals: 199 minutes 

30-39: 162 minutes

TV is 73% of video 
time in Sweden

SWEDENSource: MMS, Trend&Tema 2017, Q2. All individuals = 9 to 99 years old. Avod=SvT Play, TV4 play, Viafree, Dplay. Svod=Netflix, Viaplay, C more, HBO Nordic. 
Other online video= Barnkanalen, Dreamfilm, AB TV, Telia Play+, Piratebay

All individuals

30-39



Average video time per day

All individuals: 132 minutes 

15-29: 97 minutes

TV is 97% of video 
time in Switzerland

SWITZERLANDSource: Mediapulse Time Use Study 2015, all language regions 

79.4%

8.2%

6.2%

4.1%
1.7%

90.2%

5.3%
2.3%

1.5%
0.8%

Live TV

Playback TV

Broadcaster VOD

Other online video

Cinema

All individuals

15-29



Average video time per day

All individuals: 277 minutes 

16-24: 207 minutes

TV is 75% of video 
time in the UK

UKSource: 2016, BARB / comScore / Broadcaster stream data / OFCOM Digital Day / IPA Touchpoints 2016 / Rentrak

40.0%

10.1%6.3%
5.4%

11.4%

0.8%

5.4%

2.5%
2.5%

15.6%

60.0%

10.8%

3.9%

3.8%

4.1%

0.4%

4.9%

4.0%
1.7%

6.4%

Live TV

Playback TV

Broadcaster VOD

DVD

Subscription VOD

Cinema

Online 'adult' XXX video

Other online video

Facebook

YouTube

All individuals

16-24



On top of being the 
world’s favourite 
form of video, the 

majority of TV 
viewing is live



AUSTRALIASource: OzTAM / RegionalTAM / Nielsen Australian Multiscreen Report Q2 2016 (published October 2016) 

89.3%

8.9%

1.8%

Live

Playback within 7 days

Playback within 8-28 days

All individualsIn Australia, 89% of 
TV is watched live



BELGIUM NORTHSource: CIM TV, North, 2016, all day

88%

6%

6%

Live

Viewed on same day as live
(VOSDAL)

Time-shifted viewing within 7 days

Individuals 4+In Belgium North, 88% 
of TV is watched live



BELGIUM SOUTHSource: CIM TV, South, TTV, 2016, all day

91%

5%
4%

Live

Viewed on same day as live
(VOSDAL)

Time-shifted viewing within 7 days

Individuals 4+In Belgium South, 91% 
of TV is watched live



91%

4%
5%

Individuals 2+

Live Same Day Play Back Playback 1-7 days

CANADASource: Numeris PPM, Total Canada, Total TV, All Locations, Mo-Su 2am-2am, 2016-2017 Broadcast Year (% of consolidated)

In Canada, 91% of TV is watched live

88%

5%

7%

18-34

Live Same Day Play Back Playback 1-7 days



IRELANDSource: TAM Ireland Ltd / Nielsen TAM / Av mins, Total TV, Consolidated, National 2016

90%

10%

Live TV

Non-Live

In Ireland, 90% of TV 
is watched live

All individuals



ITALYSource: AUDITEL year 2016

98%

1%
1%

Live

Viewed on the same day as live
(VOSDAL)
Timeshifted viewing within 7 days

Individuals 4+In Italy, 99% of TV
is watched live



FINLAND
Source: Finnpanel TV-panel, 4+ incl guests and time-shifted viewing within 7 days. Other= time-shifted viewing over 7 days from live sending, 
VHS, SVOD, other use of tv screen. Note: *PC+mobiile based on Finnpanel separate survey September 2016

76.8%

6.3%

11.6%

5.3%

Live TV

TSV

Other: TSV over 7 days from live,
VHS, SVOD, other use of TV screen

PC + mobile*

Individuals 4+In Finland, 76% of TV 
is watched live



92.9%

7.1%

15+

Live TV Non-live

FRANCESource: Mediamat. Global TV V18 2016

81.5%

18.5%

15-24

Live TV Non-live

In France, 93% of TV is watched live



NETHERLANDSSource: SKO, 2016, 00:00-24:00 hours

92%

4%
4%

Live

VOSDAL

TSV

Individuals 6+In the Netherlands, 92% 
of TV is watched live



POLANDSource: Nielsen Audience Measurement Poland 2016, 01/01/2016-31/12/2016

99.1%

0.5%

0.4%

Live

Viewed on the same day as live
(VOSDAL)
Timeshifted viewing within 7 days

Individuals 4+In Poland, 99% of TV 
is watched live



SLOVENIASource:AGB Nielsen, Average time viewed. Total individuals 4+. Q1 2017

91%

6%

3%

Live

Viewed on the same day as live
(VOSDAL)
Timeshifted viewing within 7 days

Individuals 4+In Slovenia, 91% of 
TV is watched live



87.5%

10.5%
0.2%

1.8%

All individuals

Live TV Time Shift 7 days Broadcaster VOD Other Online Video

SPAINSource: Kantar Media. comScore Video Metrix, estimate Multiplatform. Research Televidente 2.0. March 2016

82.2%

15.3%
0.3%

2.2%

15-34

Live TV Time Shift 7 days Broadcaster VOD Other Online Video

In Spain, 87.5% of TV is watched live



SWITZERLAND
Source: Mediapulse TV-Panel (Instar Analytics), German Switzerland, TG Individuals 3+ incl. guests, 01.01.2016 – 31.12.2016, Mo-Su 24h, 
all platforms, Overnight +7, CH-Signal, viewing time.

87%

9%

5%

Live

Viewed on the same day as live
(VOSDAL)
Timeshifted viewing within 7 days

Individuals 3+In Switzerland, 87% of 
TV is watched live



86%

6%

8%

Individuals 4+

Live
Viewed on the same day as live (VOSDAL)
Timeshifted viewing within 7 days

In the UK, 86% of TV is watched live

UKSource: BARB, 2016, individuals 4+ in TV recorder homes. TV set viewing within 7 days of broadcast

82%

8%

10%

Individuals 4+ 
with

TV recorders

Live
Viewed on the same day as live (VOSDAL)
Timeshifted viewing within 7 days



In the US, 83% of TV is watched live

USSource: Nielsen Total Audience Report 1Q 2017

83%

17%

Individuals 2+

Live TV
Time-shifted TV

84%

16%

18-24

Live TV
Time-shifted TV



Impact
TV is the most trusted and impactful form of advertising



“A lot of our campaign recall comes from TV and 
not from Digital. When ads on Facebook just flow 
by, with TV ads we’re really able to tell our story.“

Per Carleo, Marketing Director Sweden of Volvo
June 2017

Source: http://www.egta.com/index.php?page=event-individual&idEvent=92



18-40 year olds prefer 
TV advertising above all else

FRANCE
Source : NEON – September 2016- Millennials observatory – French population representative study : 1,199 individuals aged 18 to 40 with the Institute of MRCC study, 
field research done from 31st of May to 7th of June 2016 –”On which media/support do you prefer to see/listen to ads?”

34%

27%

25%

7%

5% 1%

TV

Print

OOH

Laptop

Radio

Mobile/Tablet

18-40



TV is by far the most useful form 
of advertising

ITALYSource: GFK TSSP (data for 2016). Sample: 12.000 adult 14+ “Do you think that these kinds of advertisements are useful for you? Do they give you useful informations?”

40%TV
28%

Outdoor

17%

Internet

24%

Radio

24%

Newspapers & 
magazines



% of adults who often get news on each platform

3%

6%

7%

19%

57%

Magazine

Print Newspapers

Radio

Online

TV

TV is our main source for news

PERUSource: IPSOS Media Images. Fieldwork: Nov to Dec 2016. Which of the following media, do you consider to be informative? Base: 800 interviewed people



Attitudes Towards Media (Adults 18+)

TV is more informative than newspapers

USSource: MRI Doublebase 2016

52%

10%

50% 50%

10% 10% 8%

21%
15%

56%

82%

47%

63%
68%

61%
54%

47%
52%

A good source of
learning

Pure
entertainment

Makes me think Keeps me
informed/up to

date

A good escape Relaxes me Puts me in a good
mood

Gives me good
ideas

Keeps me up-to-
date with the

latest styles and
trends

Newspapers TV



% of adults who often get news on each platform

20%

25%

38%

57%

Print Newspapers

Radio

Online

TV

TV is our main source for news

USSource: Pew Research Center, Survey conducted Jan. 12-Feb. 8, 2016. Adults 18+. “The Modern News Consumer”



TV ads evoke emotions more than ads in other 
media

UKSource: TV/Ad Nation, 2016, Ipsos Connect/Thinkbox, adults 15+. Question: “In which, if any, of the following places are you most likely to find advertising that makes you feel emotional?”

58%TV

9%

Social media

9%

YouTube

6%

Newspapers

6%

Websites

5%

Radio

3%

Magazines

2%

Search

1%

Outdoor



10%

5%

9%

19%

36%

-49%

-8%

-3%

-3%

-11%

LEAST Trustworthy MOST Trustworthy

TV is by far the most trusted form of advertising 

CANADASource: nlogic, OmniVu, Total Canada, Adults 18+, June 2017. Q: Which one of the following media carries advertising that you believe to be the most trustworthy? The least 
trustworthy? - Read as: 45% of Canadians say that the news source they trust most is television. 49% of Canadians say that the news source they trust least is the internet.

Television

Newspapers

Radio

Out-of-home

Internet



% of adults who consider the following medium as credible

1%

7%

14%

18%

53%

Magazine

Print Newspapers

Radio

Online

TV

PERUSource: IPSOS Media Images. Fieldwork: Nov to Dec 2016. Which of the following media do you consider to be credible? Base: 800 interviewed people

TV is by far the most trusted form of advertising 



TV is by far the most trusted form of 
advertising 

UKSource: TV/Ad Nation, 2016, Ipsos Connect/Thinkbox, adults 15+. Question: “In which, if any, of the following places are you most likely to find advertising that you trust?”

42%TV

13%

Newspapers

9%

Websites

8%

Radio

8%

Magazines

6%

YouTube

5%

Social media

4%

Search

3%

Outdoor



Most importantly, the attention that TV ads garner leads to more consumer action than any other medium:
• 46% more than Search Engines
• 68% more than Social Networks
• 90% more than Online Videos

27%27%29%
32%33%

36%

45%46%
50%

54%55%56%54%

26%
23%

28%

34%
30%

39%39%
36%38%

44%
47%

54%
57%

Ads on Mobile
Devices

Text Ads on
Mobile Phones

Online Banner
Ads

Ads on Soc
Netw

Online Video
Ads

Ads in Search
Engine

TV Prog Prod
Placem

Ads before
Movies

Billboards on
OOH

Ads in MagAds on RadioAds in NewspAds on TV

Trust Action

TV ads makes us act

CANADA
Source: Nielsen, ACA – Leading Canadian Marketers Survey Nov. 2015/Jan. 2016, A18+
Q1: To what extent do you trust the following forms of advertising? – Trust completely + Trust somewhat.
Q2:To what extent do you take action on the following forms of advertising? – Always take action + Sometimes take action



1.0%
1.8%

3.7%

5.7%
7.2%

15.2%
16.0%

10.4%10.0%

12.3%

26.2%

1.4%

3.4%

5.0%
6.0%

8.6%

12.2%

6.8%

15.2%

8.6%

12.2%

25.5%

2.2%

5.6%

10.5%

6.0%

12.1%

8.7%
7.7%

20.0%

8.7%

10.5%

25.8%

Ads While
Playing

Videogames on
Consoles

Ads in Movie
Theaters

Ads While
Viewing Online

Video (e.g.
YouTube, Hulu)

Display Ads on
Tablets

Display Ads on
Smartphones

Magazine AdsPrint Newspaper
Ads

Ads on Social
Networking
Platforms

Search Engine
Ads

Radio AdsTV Ads

Baby Boomers Generation X Millennials

TV ads have the most influence on purchase

USSource: Marketing Charts Study, Q3 2016, Advertising channels with the largest purchase influence on consumers
Q: What has influenced you to purchase a product or service during the past 6 months?



TV drives sales

POLANDSource: Research done by Starcom/Publicis Media, based on 120 econometric/effectiveness models (46 brands, 6 categories).

58%

13%

6%

22%

TV Offline (OOH, Print, Radio) Online video Online (excluding video)

TV has a higher impact rate than all other media combined



How does TV compare to video ads on other platforms?  
Canadians pay most attention to video ads when viewed in TV content on a TV set.  
• 3x more than Facebook (2x more than Facebook for Millennials)
• 9x more than UGC on a cell phone (4.5x more for Millennials)

61%

49%

18%
24%

7%
11%

1% 2%

18+ 18-34

Watching TV show
on TV

On my
Facebook feed

Watching user generated
content on cell phone

On my
Twitter feed

TV advertising gets the most attention

CANADASource: nlogic thinktv OmniVu Survey, March 2016
Q. What advertising do you pay most attention to?



TV advertising gets the most attention

RUSSIASource: M'Index 2017/2 quarter – Russia, urban population 100+, age 16+

59%

33% 31%
27% 26% 24% 24% 23% 23% 23%

TV OOH ads along
the roadway

Online video Radio ads Newspaper ads Ads in window
shops and

trade centers

Ads inside
public

transports

Ads on bus or
tram stops

OOH ads on
building walls

Magazine ads



SWITZERLAND
Source: MA Strategy Consumer 2016. Switzerland. Individuals 14+. Question: ‘How often do you pay attention to advertising on the following media? 
Answer: Media XY, every day / many times per week’

35%TV

27%

Newspapers

18%

Radio

13%

Websites

9%

Outdoor

7%

Social media

5%

Mobile apps

13%

Magazines

TV advertising gets the most attention
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26
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TV Ads OOH Ads Internet Ads Instore Ads Transport Ads Print Newspaper
Ads

POS Ads Metro Ads Radio Ads Magazine Ads Ads in Cinema

16-65 16-34 35-54 55-65

TV advertising gets the most attention

UKRAINESource: TNS, MMI survey H1 2017, age 16-65 50k+, Sample: 6 704. % of audience which paid attention to the mentioned type of ads.



TV ads are more impactful
% Lift driven by TV only & Digital only

Source: IAB / Research Now Cross Media Effectiveness Study, January 2017; Digital only – Desktop + Mobile Web US

30%
38%

62%

37%

27%

7%

15%
29%

Brand Familiarity Brand Opinion Brand Recommendation Brand Association Purchase Intent

TV only Digital only



TV is so impactful that 
it accounts for the 

majority of all video 
advertising time



Average video advertising time per day

Adults 15+: 25 minutes 

15-34: 15 minutes

In Italy, TV accounts 
for 98% of all video 
advertising time

ITALYSource: AUDITEL / COMSCORE March 2016

94.8%

3.1%
2.1%

98.2%

0.5%
1.2%

Live TV

Others

YouTube

Adults 15+

15-34



Average video advertising time per day

Adults 15+: 43 minutes 

15-34: 36 minutes

In Spain, TV accounts 
for 97% of all video 
advertising time

SPAINSource: Kantar Media. comScore Video Metrix, estimate Multiplatform. Research Televidente 2.0. March 16

80.1%

16.6%

0.3%
1.9%

1.1%

85.5%

11.50%

0.20%
2.1%

0.7%

Live TV

Time shifted 7 days

Broadcaster VOD

Other online video

YouTube

Adults 15+

15-34



Average video advertising time per day

All individuals: 20 minutes 

16-24: 13 minutes

In the UK, TV accounts 
for 94% of all video 
advertising time

UKSource: 2016, BARB / comScore / Broadcaster stream data / OFCOM Digital Day / IPA Touchpoints 2016 / Rentrak
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7.6%
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1.6%
0.4% 5.2%

0.7%

Live TV

Playback TV

Broadcaster TV
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Other online (including autoplay)

YouTube (estimate 15 sec per video)

Adults 15+

16-24



Effectiveness
Advertisers invest in TV advertising because it pays back



“When we run a heavy TV schedule, we see a lift in 
sales and product awareness. We need to run two 

weeks of digital to get the reach of one day of 
broadcast.“

Rich Lehrfeld, Senior VP-global Brand Marketing and Communications of American Express
April 2016

Source: http://adage.com/article/media/future-tv-advertising/303565/



Effect of adding a medium to the mix - % increase in average number of very large business effects from adding TV (e.g. market 
share, brand loyalty, profit, sales, etc.)

29%

20%

17%
15%

10%

7% 6% 6%

3% 2%

TV Outdoor Radio Press DM Online PR Promos Sponsorship Cinema

TV is the most effective medium

UKSource: Marketing Effectiveness in the Digital Era, 2016, Binet & Field  / IPA Base: all IPA cases



% increase in average number of very large business effects from adding TV (e.g. market share, brand loyalty, profit, sales, 
etc.)

12%

27%

40%

1980 - 1996 1998 - 2006 2008 - 2016

TV is becoming more effective

UKSource: Marketing Effectiveness in the Digital Era, 2016, Binet & Field / IPA 



TV generates almost thrice the brand recall of 
YouTube

BELGIUM SOUTHSource: IP Belgium + Mind Insights 2016, research by Mind Insights based on Eye-tracking, 84 French speaking persons between  20-60 years old

42%

32%

23%

15%

0%

TV News site YouTube
ad completed

YouTube
average

YouTube
 ad stopped



Percent who correctly recall half or more of advertisers 

62%

45% 47% 46%

Television Computer Tablet Smartphone

TV ads are the best for brand recall

CANADA
Source: Evaluating Engagement & Recall by Platform. Council for Research Excellence, June 2016, A18+. QF3B: During the show, 
did you see commercials for any of these brands/products? – Total or 38 national ads tested across five shows.



Q: During the past week, do you recall noticing any specific advertisers when:

1%
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16%

9%

25%
21%

26%

19%
21%

31%

63%
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7%

14%

19%
16%
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31%32%

50%

5%6%

12%

28%
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22%

9%

31%30%28%

41%
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videogame on a
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Going to a movieUsing a tabletViewing a video
online (e.g.

YouTube, Hulu)
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magazine (in

print)

Using a search
engine

Reading a
newspaper (in

print)

Using a
smartphone

Using a social
network, on any

device

Listening to radioWatching TV

Boomers Gen Xers Millennials

TV ads are the best for brand recall

USSource: Marketing Charts Study, Q3 2016, Advertising Channels with the Largest Purchase Influence on Consumers



Relative lift factor on outcomes

TV is the most efficient medium to drive sales

CANADA
Source: GroupM Canada, 2015-16, Econometric Marketing Mix Models of clients across 5 categories: Auto, Retail, Consumer Electronics,
Finance, Quick Service Restaurant (QSR) & Consumer Packaged Good (CPG); Report “Target the (Whole) Market”
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UK data shows TV as a strong media for market share growth.

Average market share points gained per annum

1.1%

2.1%

2.6%

No TV DR TV Brand TV

TV is the best media for market share growth

UKSource: Binet & Field 2016. Base: 2012-2016 cases. Brand TV refers to any TV advertising that isn’t DR i.e. not entirely call to action led. 



TV drives traffic to the web
 TV ads boost brands’ organic traffic*

 The organic traffic of an advertiser’s website during a TV campaign increases by 44%

 This increase applies to pure players as well as multichannel advertisers

FRANCESource: SNPTV Guide 2017. Realytics –Campaigns tracked in 2016 and eligible to the analysis (solid historic). *Direct + Search Engine 
Optimization (SEO) + Search Engine Advertising (SEA).

All advertisers Pure-players Multichannel advertisers

Campaigns 220 142 78

Advertisers 80 50 30

GRP
(campaign average) 339 340 336

Average organic traffic 
increase in % 43.9% 43.5% 44.6%



Online brands see their online traffic strongly 
increase along with their TV adspend

Each of the featured “disruptor” 
brands saw an immediate 

significant lift in website visits 
once their first TV campaign 

launched.

US
Source: comScore mediametrix multiplatform media trend; Total audience (P2+), March ‘14 – February ‘17.  Nielsen Ad Intel, TV spend (national cable TV, national broadcast 
TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV), March ‘14 – February ‘17.  N/A = not enough traffic for comScore to measure.  
Analysis based within a three-year time period (Mar’14 – Feb’17).

Company Month prior to TV 
launch

Monthly average: 
TV launch-Feb 2017 % increase

23andMe 421 968 +130%

Airbnb 1,442 5,872 +307%

Birchbox 1,122 2,221 +98%

Blue Apron 159 1,872 +1,075%

Casper 131 512 +292%

Fitbit 4,598 14,247 +210%

Letgo N/A 10,201

Lyft 7,920 13,048 +65%

Nest N/A 1,576

Simplisafe 145 557 +284%

Sling 2,143 3,842 +79%

SoFi 248 593 +139%

Uber N/A 30,955

Yelp 77,900 86,755 +11%

Monthly website unique visitors comparison (in thousands)



TV is the greatest profit 
generator



TV generates
profit:

$1 net invested in TV 
pays back $1.70 by
FMCG companies

Source: Payback Australia Study Ebiquity Sep 2017-10 FMCG brands AUSTRALIA
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TV Generalist SEM Social Networks Perfomance Internet Display Pre-Post Rol

TV provides the best ROI for advertisers

SPAIN
Source: Study on investment trends in Marketing and Media, Trendscore 1S 2016. Marketing Directors were asked the top 3 media in terms of ROI, 
giving 3 points to the biggest ROI provider, 2 to the second and 1 to the third.
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41 39 37 33 30

Social Networks Search Engine
Marketing

Digital Performance
campaigns*

Pre-roll ads Direct Marketing

2016
2017

TV

TV provides the best ROI for advertisers

SPAIN
Source: Study on investment trends in Marketing and Media, Trendscore September 2017. 
*Campaigns with possible targeting, with purchase based on Cost Per Lead (a lead is an individual that has expressed interest in your (type of) product of service by completing a goal) 
or Cost Per Action.

Marketing Directors were asked the top 3 media in terms of ROI, 
giving 3 points to the biggest ROI provider, 2 to the second and 1 to the third.



Proportion of advertising-generated profit 
by medium

Source: Thinkbox. ‘Profit Ability: the business case for advertising’, Nov 2017. Ebiquity ROI campaign database (Feb’14-May’17) & Gain 
Theory. Campaign obs: 1,954. Online Video includes Broadcaster VOD, YouTube, Facebook video & online programmatic video
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TV’s unrivalled scalability

Source: Thinkbox.Profit Ability: the business case for advertising’, Nov 2017. Ebiquity ROI campaign database. Financial Services example. 
Online Video includes Broadcaster VOD, YouTube, Facebook video & online programmatic video
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Online brands love TV



 Despite the myth that Pure Players and online advertisers spend the 
majority of their advertising budget on online platforms, figures for 
some of the major advertisers show that they invest massively on TV.

 7 out of the top 10 new Spanish advertisers in 2016 were online 
advertisers.

Online advertisers 
trust TV

SPAIN

Advertising 
investment in %

TV Onl ine

98% 0%

96% 4%

95% 4%

93% 7%

90% 9%

87% 0%

85% 0%

80% 1%

Source: Arce media. Net investments 2016



€ 439.5M gross is the amount invested in TV advertising by the top 20 pure player advertisers in 2016, compared to €296.7M in 2013. 
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Online advertisers’ TV investment has grown 
significantly

FRANCESource: SNPTV Guide 2014 & 2017. Kantar Media



The total TV adspend of e-commerce players doubled from €97M in 2011 to € 212M in 2016.

Online advertisers’ TV investment has grown 
significantly

NETHERLANDSSource: Nielsen

€ 97,000,000

€ 212,000,000

2011 2016

Sample of the top 25 e-commerce advertisers



The share of TV within the total media adspend of online players has been increasing constantly since 2010.

Online advertisers’ TV investment has grown 
significantly

RUSSIASource: NSK Analytical Centre
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Online brands and mobile apps are spending US$2 billion more on TV annually than five years ago, which represents a 59% increase. 

Online Brands & Mobile Apps
spend billions on TV

US

$3,333,767,900
$4,330,151,000

$36,494,100

$1,046,702,200

2011 2016

Online Brands'
global
investment

Source: Nielsen Ad Intel; includes all Website and Web-based app product categories.TV spend includes national cable TV, broadcast TV, Spanish language cable TV, 
Spanish language broadcast TV, spot TV, syndication TV

Sample of Online Brand / Mobile App TV Advertisers



The five major established digital brands have collectively increased their annual TV spend by US$800 million over the last five years

The “FAANG” brands have more than doubled 
their TV ad spend in 5 years

US

$512
$44,166

$112,470

$385,226

$274,885

$591,064

$86,748
$33,906

$76,430

$326,965

2011 2016

Facebook

Amazon

Apple

Netflix

Google

Source: Nielsen Ad Intel. TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast TV, spot TV, syndication TV

(Thousand $)



Complementarity
TV makes all other media more effective



"Investors think that digital growth will inevitably 
come at the expense of the growth of TV, we 

disagree with this view. In fact, we think that TV ad 
growth can accelerate from a 2% per annum we 

have seen over the last three years to 5-7% 
between now and 2030”

Omar Sheikh, US Media / Cable Analyst of Credit Suisse
May 2017

Source: https://www.mediavillage.com/article/credit-suisse-the-future-of-tv-advertising-is-below-the-line/



Multiplatform TV’s halo impacts Digital ROI
Multiplatform TV’s halo drives a portion of short-term ROI usually attributed to Digital advertising, which also undervalues ROI
attributed to Multiplatform 
Note: Digital includes Paid Search, Display, and Short-Form Video advertising

USSource: Accenture Cross Channel Advertising Attribution 2016 (USA)

Standalone Digital ROI

Without Multiplatform TV’s halo, Digital’s 
average ROI would decline

Multiplatform TV’s Adjusted ROI

Due to Multiplatform TV’s halo, Multiplatform 
TV’s average ROI is understated

Multiplatform TV’s
Halo On Digital Advertising

Impact of Multiplatform TV 
advertising on Digital 

within integrated 
advertising campaigns

-18%

+10%



If we consider the halo effect by type of digital channel, Multiplatform TV’s halo effect is most significant for paid search and display 
advertising.
Note: Standalone Digital includes Paid Search, Display, and Short-Form Video advertising

-21%
-18%

-7%

-18%

Paid search Display Short-Form Video Standalone Digital ROI

Without Multiplatform TV's halo, average ROI would decline by:

Multiplatform TV’s halo impacts Digital ROI

USSource: Accenture Cross Channel Advertising Attribution 2016 (USA)



Average ROI per Medium, Mono- versus Mix with TV, Index*

TV boosts other media

GERMANYSource: ROI FMCG (gross), *ROIs indicated versus TV ROI without other media; changes in percent. IP Deutschland / Annalect 2017.

0 50 100 150 200 250 300

TV

TV with other Media

Magazines without TV

Magazines with TV

Outdoor without TV

Outdoor with TV

Radio without TV

Radio with TV

ROI with other Media ROI

+123

+222 

+112

+10 



Ready for what’s next
TV keeps reinventing itself 

It is future-proof



TCONTENT

Connect TV / Addressable TV

VOD / MCN / MPN exposure

Targeting & Data 

Content / Influencer marketing 

Creative /immersion experience 
(AR / VR)

Ad tech
(Total Video Market Place)

Drive to shoppers & customers

Source: RTL Adconnect



TV has it all
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