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Three advantages have defended TV

See the Forrester report “OTT Ushers In A New Era For TV”

https://www.forrester.com/report/OTT+Ushers+In+A+New+Era+For+TV/-/E-RES128028
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TV’s Advantages Erode



`

Bob Iger, Disney Q4 2019 earnings call
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Industry 1 – 3 year task: reconstruct TV/video advantages



Three immutable laws of 

TV advertising
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1. People will watch multiple hours/day



Source: Nielsen Total Audience Report, Q2 2020



Ad opportunities will decrease

Source: Nielsen Total Audience Report, Q2 2020

46%+ of streaming 
viewing is ad-free

~30 fewer minutes 
of ad-supported 
video
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2. Advertising has two goals:

• Build an emotional bond • Turn interest into action
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3. Reach, not impressions or GRPs, drive results

Source: Media Village, https://www.mediavillage.com/article/what-we-have-learned-about-tv-and-digital-advertising-part-1/print/

https://www.mediavillage.com/article/what-we-have-learned-about-tv-and-digital-advertising-part-1/print/


And some not-so-

immutable laws of 

TV advertising The changing landscape requires new skills, 

tools, and processes
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Audience-based buying redefines scale

Advanced TV is a way of serving fewer 

impressions. 

There are only 1.7 million luxury cars sold 

annually in the US, so I don’t need to reach 

tens of millions of people if I can reach the 

right ones.

Scott Martino 

Manager, Marketing Analytics

Audi
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Audience-based buying redefines scale

• Adapt legacy concepts such as 

brand development index (BDI) 

or category development index 

(CDI)

• New TV viewership data sets 

enable audience targeting

• More detailed understanding 

and definition of strategic 

audience (s).

• Knowledge of different data 

sets to translate definition into 

buying/targeting criteria.

• Tolerance for differences 

across channels, media 

companies
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Data is more powerful than distribution

• Platform for cross-channel 

audience analysis and planning

• Media companies invested 

early in data assets

• Technical ability to synch brand 

audience definitions data with 

network systems and data sets
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Time for a creative renaissance

• Creative impact is greater than 

media impact

• Embrace the long-term brand 

building ability of video

• Data, addressability open new 

possibilities

• Measure emotional 

effectiveness

• New strategies: sequencing, 

dynamic creative

• New ad formats: pre-roll, viewer 

ad preference

• Incorporate new data to enrich 

planning
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Resonance between ad and content boosts 
effectiveness
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Evolve metrics toward marketing objectives

• View impressions, GRPs 

properly as diagnostic metrics

• Resist the siren’s song of “TV 

attribution”

• Industry needs more clarity 

around delivery, communication 

effect, and impact metrics.

• Clearly define campaign 

objectives in quantifiable ways

• Tailor measurement process to 

objectives

• Build internal benchmarks
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Build a bridge between TV and digital video

“It’s easier for digital buyers to learn TV 

than for TV to learn digital. But many 

digital people underestimate the 

strategy and business dimensions of 

TV.” 

Matt Spiegel

General Manager 

Marketing and Technology Solutions

Medialink
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New tools bridge traditional and digital skills
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Redefine TV’s strengths in the omnichannel world

Redefine scale

Audience based 

buying

Automated planning 

systems

Sequencing, personalizing creative



Thank You.

Jim Nail

Principal Analyst



QUESTIONS?
THANK YOU!


