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



Background: 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.
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



What we define as TV

This video is only here as an example to illustrate the concept of TV (please note that rights haven’t been cleared  with NFL). Feel free to replace it with your own material. 



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



TV is a class apart in the video world

High completion rates

Full Screen

Sound on

Broadcasters spent billions on 
high quality TV programming

Shared viewing

Robust measurement

Viewed by humans 

Brand safe and pre-cleared ads



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



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

“More targeting is positive, but it is important not to 
lose sight of the power that television has as a 
broadcast medium for one message to everyone.”
Andy Pilkington, Media Director, Europe at Adidas
December 2019

Source: https://www.beet.tv/2017/04/marisa-thalberg.html & https://www.v-net.tv/2019/12/20/television-is-back-on-the-offensive-future-tv-advertising-global-takeways-no1/

https://www.beet.tv/2017/04/marisa-thalberg.html
https://www.v-net.tv/2019/12/20/television-is-back-on-the-offensive-future-tv-advertising-global-takeways-no1/


TV is the fast track 
to reach consumers

E U R O P ESource average viewing time: One TV Year in the World, 2020 Report, RTL AdConnect. Médiamétrie, Eurodata TV worldwide, all individuals, all day, January-December 2019
*Source average daily reach : European Daily TV reach excluding Greece, Norway, Portugal, Slovenia, Poland, Finland and Denmark, Development of daily TV reach in % of all adults 12+,13+,14+ etc. | Source: TV Key Facts 2020, Médiametrie, local institutes
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Unbeatable daily, weekly and monthly reach 

62.9%
A R G E N T I N ASource: Kantar Ibope Media Workstation / Time period: Day- Oct 27, 2019, Week: Oct 21 to 27, 2019, Month: Oct 2019. Live + SD. A20 +. 7 to 24 hours.

% of the Argentinean population

Day

86.1%
Week

95.0%
Month



Unbeatable daily, weekly and monthly reach 

55.2%
A U S T R A L I A

Source: OzTAM VPM. 1Jul 2019 00h00- 31 Dec 23h59; Consolidated 28 day combined OzTAM Metro and Regional TAM databases with Overlap homes de-duplicated. Average time spent viewing [ATV 0200-2600 (2am-
2am)] across the population in TV homes within metered markets. Includes free-to-air and subscription television viewing. Fractional minutes have been rounded; Average 1-minute weekly cumulative reach across the 
population in OzTAM and Regional TAM coverage areas. Includes live viewing and playback through the TV set within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600 = 2am-2am.  Daily 
Reach is calculated on OzTAM Metro database only.

% of the Australian population
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Unbeatable daily, weekly and monthly reach 

66.5%
A U S T R I ASource: AGTT/GfK: TELETEST, 2019 , people 12+, total TV 

% of the Austrian population

Day

89.7%
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97.4%
Month



Unbeatable daily, weekly and monthly reach 

71.1%
B E L G I U M  N O R T HSource: CIM TV North 2019, TTV 4+, reach 1 min. cons

% of the North Belgian population
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Unbeatable daily, weekly and monthly reach 

67.3%
B E L G I U M  S O U T HSource: CIM TV South 2019, TTV 4+, reach 1 min. cons

% of the South Belgian population

Day

89.5%
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98.1%
Month



Unbeatable daily, weekly and monthly reach 

78%
C A N A D ASource: Numeris PPM, Total Canada, Total TV, Consolidated, All Locations, M-Su 2am-2am, Adults 18+, CY 2019

% of the Canadian population

Day

92%
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98%
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Unbeatable daily, weekly and monthly reach 

36.5%
C H I L ESource: Kantar Ibope Media. post-evaluated guidelines in TV data audience software.

% of the Chilean population

Day

77.4%
Week

93.2%
Month



Unbeatable daily, weekly and monthly reach 

70.9%
C O L O M B I ASource: Ibope, Universe: 19.368.910 . Total TV ( Broadcast TV + Cable) and other uses of TV / Cable = Channels disaggregated by Ibope

% of the Colombian population

Day

87.0%
Week

97.7%
Month



Unbeatable daily, weekly and monthly reach 

68.9%
C Z E C H  R E P U B L I CSource: 2019, ATO - Nielsen Admosphere, TV live + TS0-3. Reach: at least 3 min continuous viewing. Population: 4+ 

% of the Czech population
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88.3%
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95.1%
Month



Unbeatable daily, weekly and monthly reach 

53.7%
E C U A D O RSource: Kantar Ibope Media Ecuador – Media workstation Total TV - 06:00 - 30:00 (LD), COV%. Period: January to December, 2019; Population (3 years +) 4,985,550

% of the Ecuadorian population
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80.5%
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94.2%
Month



Unbeatable daily, weekly and monthly reach 

66%
F I N L A N DSource: Finnpanel TAM, Jan-Dec., 2019

% of the Finnish population
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Unbeatable daily, weekly and monthly reach 

71.0%
F R A N C ESource: Médiamétrie 2019- Médiamat – Base: individuals 4+ with TV equiment. In average, every day, week or month

% of the French population
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88.5%
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Unbeatable daily, weekly and monthly reach 

69.8%
G E R M A N YSource: AGF videoresearch in collaboration with GfK, videoScope 1.3, 01.01.2019-31.12.2019, data weighted. Base: Adults 14+ years. 

% of the German population
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88.2%
Week

95.2%
Month



Unbeatable daily, weekly and monthly reach 

72.0%
I T A L YSource: AUDITEL, Year 2019, individuals +4 y.o. including guests, reach 1min+. TV set viewing within 7 days of broadcast

% of the Italian population
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88.9%
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95.0%
Month



Unbeatable daily, weekly and monthly reach 

61.5%
I R E L A N DSource: TAM / Nielsen, 2019, Consolidated, All individuals.

% of the Irish population
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99.5%
Month



Unbeatable daily, weekly and monthly reach 

61.1%
M E X I C OSource: Nielsen IBOPE Mexico. P4+, April 2020.

% of the Mexican population
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Unbeatable daily, weekly and monthly reach 

67.6%
N E T H E R L A N D SSource: SKO (Stichting KijkOnderzoek) 2019. Population 6+, Total TV

% of the Dutch population

Day

89.5%
Week

95.6%
Month



Unbeatable daily, weekly and monthly reach 

42.1%
P E R USource: Media Work Station (Kantar Ibope Media) - October 2019 - (07 a.m. to 12 a.m.). Target: Total Lima + 6 Cities, Population: 13,511,520

% of the Peruvian population
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Unbeatable daily, weekly and monthly reach 

59.6%
P O L A N DSource: Nielsen Audience Measurement Poland, 2019 Jan.-Dec., Target group: All 4+, reach 1min+

% of the Polish population
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79.2%
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88.9%
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Unbeatable daily, weekly and monthly reach 

84.9%
P O R T U G A LSource: GFK 2019  | 3 min cons Consolidate Data. Live+Vosdal+TSV +7

% of the Portuguese population
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99.7%
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Unbeatable daily, weekly and monthly reach 

65.8%
R U S S I ASource: MediaScope, 100+, 4+, 2019

% of the Russian population
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98.1%
Month



Unbeatable daily, weekly and monthly reach 

70.9%
S L O V E N I ASource 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. FY2019

% of the Slovenian population

Day

88.9%
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96.3%
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Unbeatable daily, weekly and monthly reach 

68.6%
S P A I NSource: Kantar Media, Spain, 2019, Individuals 4+ . Linear TV.

% of the Spanish population

Day

88.2%
Week

95.7%
Month



Unbeatable daily, weekly and monthly reach 

58.6%
S W E D E NSource: MMS Advantedge, based on average daily reach, average weekly and average monthly reach, based on 1 min of viewing, 3-99yrs, total broadcast television. Full year 2019.

% of the Swedish population

Day

81.4%
Week

91.7%
Month



Unbeatable daily, weekly and monthly reach 

53.9%
S W I T Z E R L A N DSource: Mediapulse TV-Panel (Instar Analytics), Total Commercial TV, Switzerland, Target group: individuals 3+ incl. guests, 2019, Mo-Su 24h, all platforms, 

Overnight +7, CH-Signal, reach 1 second. TV on tablet and smartphone not included.

% of the Swiss population

Day

79.4%
Week

89.5%
Month



Unbeatable daily, weekly and monthly reach 

69.5%
U KSource: BARB, 2019, individuals, reach 3min+. TV set viewing within 7 days of broadcast

% of the British population

Day

90.4%
Week

97.1%
Month



Unbeatable daily, weekly and monthly reach 

65.5%
U K R A I N ESource: PPM  Nielsen Ukraine, 2019, Total TV, Audience: Universe (All people) 

% of the Ukrainian population

Day

88.7%
Week

96.4%
Month



Unbeatable daily, weekly and monthly reach 

64.1%
U SSource: Nielsen R&F Time Period Report, Live + SD, P18+, Total Day; reflects ad-supported TV (broadcast + cable TV). Day = seven-day 

average w/o March 16th, 2020; Week = March 16th – 22nd, 2020; Month = March 1-31st , 2020.

% of the American population

Day

80.5%
Week

88.9%
Month



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



“TV is in a naturally strong position as the pendulum
swings back to brand building.”
Andy Pilkington, Media Director, IEurope at Adidas
December 2019

“Success depends on a fully integrated campaign...
There is a time and a place for targeting through the
obvious channels, digital and CRM, but there is also a
time to talk to the nation and our TV campaigns do that
brilliantly and successfully.”
Ian Hampton, Senior Campaigns Manager NHS England
October 2019

Source: https://www.v-net.tv/2019/12/20/television-is-back-on-the-offensive-future-tv-advertising-global-takeways-no1/ & https://www.thinkbox.tv/case-studies/the-nhs-revives-its-
workforce/

https://www.v-net.tv/2019/12/20/television-is-back-on-the-offensive-future-tv-advertising-global-takeways-no1/
https://www.thinkbox.tv/case-studies/the-nhs-revives-its-workforce/


Despite a decade of 
potential disruptions, 

TV viewing on a TV set 
has remained 

remarkably stable
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 

A R G E N T I N ASource: Kantar Ibope Choices: Ultimate Internet Access. 7 days / Media Workstation Total TV 7 to 24 hours - Individuals 20+. 

The pink line represents the average time spent (5:55)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 

A U S T R A L I ASource: OzTAM Metro Database; Average time spent viewing [ATV 0200-2600 (2am- 2am)] across the population in TV homes within metered 

markets. Includes free-to-air and subscription television viewing. Fractional minutes have been rounded.

The pink line represents the average time spent (2:53)

89% 
Internet 

connection
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A U S T R I ASource: AGTT/GfK: TELETEST, TV viewing time, people 12+
AIM (Austrian Internet Monitor)

The pink line represents the average time spent (02:51)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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B E L G I U M  N O R T HSource: CIM Audimetrie, Total TV, all 4+, Live+time shifted 7 days  - Internet data : Statbel Vlaams gewest
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The pink line represents the average time spent (03:53)

TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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C A N A D ASource: Numeris PPM Total Canada, Total TV, A18+, M-Su 2a-2a, Consolidated, All Locations, Calendar years. OMD Canada, Media 
Technology Monitor. Smartphone penetration figures: MTM.

The pink line represents the average time spent (03:50)

TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 



E C U A D O RSource: Kantar Ibope Media Ecuador. Media Workstation, January 1, 2006 to 2019 (LD) 06:00 to 24:00 - Open TV - Variable: ATS 
TGI Study, Choices Tool, Internet Access, consumption in the last 30 days, Wave 2019 I + II (Y20W12), universe 5,488,000

The pink line represents the average time spent (04:00)

TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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F I N L A N DSource: Finnpanel Oy, TAM, 2020. Commercial linear hours+ time shifted 7days

The pink line represents the average time spent (02:50)

TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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G E R M A N YSource: AGOF internet facts 2005-IV; AGOF digital facts 2019-12; AGF videoresearch in collaboration with GfK, videoScope 1.3, 01.01.2005-31.12.2019; SevenOne Media

The pink line represents the average time spent (03:51)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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I T A L YSources – Internet access:  Audiweb Trends, September 2009; Auditel base survey 3-5/2019.
Hours of TV viewed: Auditel. Target: Individuals +4 y.o.including guests. TV set viewing within 7 days of broadcast

The pink line represents the average time spent (04:10)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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Average time spent per person Source: TAM Nielsen 2019
2007 % of households with internet access source: CSO.ie ICT Ireland 2007
2019 % of households with Internet access source: CSO.ie

The pink line represents the average time spent (03:06)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 

Source: Nielsen IBOPE Mexico. Total On atv P4+

2011
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N E T H E R L A N D SSource: SKO. Population 6+, *Definition of total viewing changed in 2016 due to adding of viewing time of other content via Set top box 

The pink line represents the average time spent (03:11)

TV’s resilience: Hours of Linear TV viewed on a TV set per day 



04:07 04:06 04:07 04:08 04:10 04:14 04:21 04:24 04:23 04:25 04:31 04:36 04:38

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

P E R USource: Kantar Ibope Media Total Population (age +4 in 2007 to 2011; age 3 to 99 in 2012 to 2019). Lima + 6 cities. 07:00 a.m. at 12:00 a.m. Mon-Sun - Open Television (main television). Internet 
access: National Institute of Statistics and Informatics - National Household Survey.

The pink line represents the average time spent (04:17)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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P O L A N DSource: Nielsen Audience Measurement Poland, Target group: All 4+, ATS (2:00-25:59, linear + TSV+2); Internet access (households with Internet 
access at home): Information society in Poland, results of statistical surveys in the years 2015-2019 p.151; Statistics Poland www.stat.gov.pl

The pink line represents the average time spent (05:53)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 

http://www.stat.gov.pl/
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R U S S I ASource: MediaScope, 100+, 4+. Average time spent is from 1999 to 2019 – see behind table for full figures. Internet access data: Analytical Centre NSC.

The pink line represents the average time spent (03:49)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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TV’s resilience: Hours of Linear TV viewed on a TV set per day* 
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Commercial hours Non-commercial hours

3:363:41

U KSource: BARB, 2009-2019, individuals. TV set viewing within 7 days of broadcast. *Ipsos Tech tracker Q1 2019

The pink line represents the average time spent (03:39)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 
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Internet Data: TNS Ukraine, Galileo , MMI Ukraine’2007/4 – Dec`07, MMI Ukraine’2019/4 – Dec `19

The pink line represents the average time spent (03:44)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 



03:34 03:34 03:36 03:32 03:35 03:29
03:19 03:24

03:13 03:09
02:59

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

U SSource: Nielsen R&F Time Period Report, P18+, Live+7, Total Day, calendar year, ad-supported TV (broadcast TV + cable TV). Based on U.S. population.

The pink line represents the average time spent (3:24)
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TV’s resilience: Hours of Linear TV viewed on a TV set per day 



Popularity
TV has by far the biggest share of attention



“What better way to get into the hearts and minds
of Britain’s families than to team up with the biggest
family show on TV. This partnership brought us into
the homes of over eight million viewers each week,
telling more families than ever about our great
value, great quality food.”
Sharry Cramond Marketing Director, M&S Food
January 2020

Source: https://www.thinkbox.tv/case-studies/mands-food-sponsorship/

https://www.thinkbox.tv/case-studies/mands-food-sponsorship/


Average video time per day
Adults 14+: 219 minutes 
14-29: 197 minutes

TV is 85% of video time 
in Austria

A U S T R I ASource: Bewegtbildstudie (AGTT/RTR) Jan/Feb 2019
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Average video time per day
Adults 18-64: 268 minutes 

18-24: 268 minutes

TV is 75% of video time 
in Belgium North

B E L G I U M  N O R T HSource: IP Video observer 2019

30,5%

14,4%

7,2%

18,3%

8,4%

4,3%

4,3%
0,9%

11,8%

47,9%

23,7%

3,0%

6,9%

4,7%

2,5%

4,2%
0,6%

6,5%

Live TV

Playback/catch-up TV

Broadcaster VOD

Videos on youtube, etc.

Videos on Facebook, etc.

DVD, etc.

Download, legal or not

Cinema

Subscription VOD

18-64

18-24



Average video time per day
Adults 18-64: 307 minutes 
18-24: 315 minutes

TV is 66% of video time 
in Belgium South

B E L G I U M  S O U T HSource: IP Video observer 2019

25,0%

7,8%

4,8%

23,5%

8,9%

3,1%

10,9%

0,1%

15,8%

50,4%

12,9%

3,1%

11,0%

5,4%

2,5%

7,0%
0,1%

7,5%

Live TV

Playback/catch-up TV

Broadcaster VOD

Videos on youtube, etc.

Videos on Facebook, etc.

DVD, etc.

Download, legal or not

Cinema

Subscription VOD

18-64

18-24



Average video time per day
Adults 14+: 279 minutes 
14-34: 216 minutes

TV is 85% of video time 
in Germany

G E R M A N YSource: ViewTime Report Q1/2019 – Q4/2019, SevenOne Media/forsa, AGF Videoforschung in co-operation with GfK; video SCOPE 1.3, market standard: 
TV; 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=7,519

44%

8%

23%

22%

3%

82%

3%

8%

6% 1%

TV classic

TV via alternative access

Free online video

Pay VoD

DVD/Blu-ray

Cinema

14+

14-34



Average video time per day
All individuals 13+: 234 minutes 
16-24: 140 minutes

TV is 86% of video time 
in the Netherlands

N E T H E R L A N D SSource: SKO, GfK GXL for online and cinema.

32,8%

5,7%

21,4%

21,8%

1,9%
0,6%

12,8%

2,0%
1,1%

61,4%

9,4%

15,3%

5,2%
1,6%
0,3% 5,1% 1,2%

0,5%

Live TV

Playback TV

Other content via TV-
screen

YouTube

Facebook

Other online video

Subscription VOD

VOD broadcasters

Cinema

All individuals

16-24



48%

15%

17%

20%

Live TV

TSV+BVOD

SVOD

YouTube

Average video time per day
All 16-49 = 277 min

TV is 63% of video time 
in Poland

P O L A N DSource: TV Nation Poland 2019, CAPI, n=516, TG: 16-49, April 2019

All 16-49



Average video time per day
All individuals: 253 minutes 
30-39yrs: 192 minutes

TV is 51% of video time 
in Sweden

S W E D E NSource: MMS Advantedge Q4 2019 and MMS Trend&Tema 2019:4 Q4 2019. All individuals = 9 to 99 years old. Avod: SVT Play, TV4 play, Viafree, Dplay, Barnkanalen. Svod: Netflix, Viaplay, C more, Dplay prem, 
HBO Nordic, Amazone prime, Comhem play, Boxer play etc. Other online video:  Dreamfilm, ABl TV, Telia Play+, Piratebay etc. Social media video: Facebook, Twitter, Instagram, Snapchat, TikTok etc

All individuals

30-39

27%

15%

32%

9%

16%
1%

51%

8%

20%

7%

13%
1%

Live TV

Broadcaster AVOD

Subscription VOD

Social media video

YouTube

Other online video



Average video time per day
Adults 16+: 305 minutes 
18-34 yrs: 226 minutes

TV is 79% of video time 
in Spain

S P A I NSource: TV + TSV: Kantar Media 2019; Broadcaster VOD: ComsCore VideoMetrix (Cable/Broadcast, Movistar, Vodafore, Orange TV, YouTube Channels); YouTube: ComsCore
VideoMetrix; Subsciption VOD: ComsCore My Metrix (Netflix, HBO, Prime Video); Other Online Video: ComsCore VideoMetrix: Top 400 Video Properties + Kantar Media 2019

Adults 16+

18-34
55%

2%3%

27%

3%

9%

79%

2%
1%

12%

1%
5%

Live TV

Time Shift 7 days

Broadcaster VOD

YouTube

Subsciption VOD

Other Online Video



Average video time per day
All individuals: 145 minutes 
15-29: 128 minutes

TV is 86% of video time 
in Switzerland

S W I T Z E R L A N DSource: Mediapulse Time Use Study 2017/2018, all language regions 

All individuals

15-29
57 %

14 %

29 %

78 %

8 %

14 %

Live TV

Playback TV

Other online video



All individuals

16-34

Average video time per day
All individuals: 282 minutes
16-34s: 253 minutes

TV is 68% of video time 
in the UK

U KSource: 2019, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2019 / Rentrak

23.5%

11.8%

9,5%
2,0%17.4%

1,3
3,0%

3,8%
1,2%

27,3%

49.5%

13.0%

5,5%

1,9%

9,6%

0,4%
2,9%

3,6%

1,2%

12,4%

Live TV

Playback TV

Broadcaster VOD

DVD

Subscription VOD

Cinema

Online 'adult' XXX video

Other online video

Facebook

YouTube



U KSource: 2019, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2019 / Rentrak

Average video advertising time per day
All Individuals: 18 mins
16-34s: 12 mins

Broadcaster TV accounts for 93% 
of video advertising in the UK

12,7%

2,3%

8,6%

9,1%

66,3%

4,2%
2,3%

3,2%

7,0%

82,9%

YouTube

Other online video

Cinema

Broadcaster VOD

Playback TV

Live TV

All individuals

16-34



Adults 18+

18-34

Average video time per day
Adults 18+: 321 minutes 
18-34: 219 minutes

TV is 74% of video time 
in the U.S.

U S ASource: VAB analysis of data from the Nielsen Total Audience Report, Q3 2019. TV-Connected Device = DVD, game console, internet connected device; Internet Connected Device = devices connected to the TV that are used to 
stream content such as Apple TV, Roku, Google Chromecast, Amazon Fire TV, Smartphone, Computer/Laptops, etc. (inclusive of smart TV app usage).

43%

37%

2%

12%

4%

74%

7%

2%
5%

2%

Live + Time-Shifted TV

TV-Connected Devices

Video on a Computer

Video Focused
App/Web on a
Smartphone

Video Focused
App/Web on a Tablet



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

majority of TV 
viewing is live



Individuals 2+

18-34

Average TV time per day
Adults 2+: 187.7 minutes 
18-34: 108 minutes

In Canada, 88% of TV 
is watched live

C A N A D ASource: Numeris PPM, Total Canada, Total TV, All Locations, Mo-Su 2am-2am, CY 2019

87%

6%
7%

88%

5%

7%

Live

Same day play back

Playback 1-7 days



§ Average TV time per day

§ All individuals: 202 minutes
§ 15-24: 88 minutes

In Finland, 73% of TV 
is watched live

F I N L A N DSource: Finnpanel 2019 TAM 

37%

4%
1%

58%

73%

7%

1%

19%

Live TV

Time-shifted viewing 1-7 days

DVD / Blu-ray / VHS

Other TV screen use

All Individuals 4+

15-24



69%

4%

19%

8%

Live TV (on TV set)

Live TV via OTT

VOD

online-video

All 15+

Average video time per day
Adults 15+: 230 minutes 

Live TV is 73% of video 
time in Russia

R U S S I ASource: “Television through viewers’ eyes – 2019”, cawi (online survey), urban internet population 15+, Analytical Centre NSC.



Average TV time per day
Adults 4+: 227 minutes 

In Slovenia, 86% of TV 
is watched live

S L O V E N I ASource:AGB Nielsen, Average time viewed. Total individuals 4+. FY2019

Individuals 4+

86%

9%

5%

Live

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



Impact
TV is the most trusted and impactful form of advertising



“Most importantly this was not a one-hit wonder, we
have continued to use TV as part of our campaign
mix and this uplift in results has continued – we
have delivered our 2019/20 objectives after only six
months, having spent just 30% of the previous
year’s budget. It has helped to embed confidence
in the power of TV as a credible channel for MHA
across the organisation and that great results are
achievable even on a low budget.”
Nick Williams, MHA Head of Marketing
November 2019

Source: https://www.thinkbox.tv/case-studies/auchlochan-garden-village/

https://www.thinkbox.tv/case-studies/auchlochan-garden-village/


TV is the main source of news



% of adults (+20) who often get news on each platform daily

24%

33%

35%

76%

Internet

Radio

Newspaper

TV

TV is our main source for news

A R G E N T I N ASource: Kantar Ibope Choices: Oct 18 to Sep 19- Individuals 20+



Canadians turn to TV as their primary source for news during the COVID crisis. 

49%

28%

9%

7%

5%

2%

TV

Internet

Social Media

Radio

Newspapers

Other

Which of the following has been your primary source of news during the COVID crisis?

TV is our main source for news

C A N A D ASource: Ipsos, 2020. Base: Total Sample (n=1000)



% of adults who search for news on each platform daily or several times a week

12%

26%

45%

53%

Print Newspapers

Radio

Online

TV

TV is our main source for news

C Z E C H  R E P U B L I CSource: LSS 2019, ATO – Nielsen Admosphere



% of adults 18+ who often get information on each platform daily

20%

39%

44%

44%

49%

Magazines

Newspaper

Radio

Internet

Television

I rely on the following media to keep me informed

TV is our main source for news

B R A Z I LSource: KIM. Choices. TGI LATINA 2019 wave I + II. “I rely on TV/Internet/Magazines/Newspaper/Radio to keep me informed”. Target: 18+. Country: Brazil



% of adults 18+ who often get information on each platform daily

7%

25%

48%

63%

66%

Magazine

Radio

Newspaper

Internet

TV

It serves as a source of information

TV is our main source for news

C H I L ESource: KIM. Choices. TGI LATINA 2019 wave I + II. “It serves as a source of information-Media Function”. Target: 18+. Country: Chile



% of adults who often get news on each platform daily 

27%

27%

36%

37%

41%

Magazine

Social Media

Print newspaper

Radio

TV

TV is our main source for news

C O L O M B I ASource: EGM 2019 ola 2 



% of adults who often get news on each platform daily 

25%

46%

55%

84%

Radio

Online

Print newspapers

TV

TV is our main source for news

Source: Kantar Ibope Media; TGI Study, Choices Tool, Consumption of news from different media, Wave 2019 I + II (Y20W12), P18 + 4,776,000 E C U A D O R



15%

46%

12%
6% 2%

14%

1%

76%
71%

35%

24% 22% 21%
13%

Entertainment Get Informed Get distracted Spend time Company Enjoy a program
/ specific section

To keep up to date
 about what is

happening

Press TV

Television is more informative than 
newspapers

Source: Kantar Ibope Media; TGI Study, Choices Tool, Consumption of news from different media, Wave 2019 I + II (Y20W12), P18 + 4,776,000 E C U A D O R



% of adults who often get news on each platform daily

10%

25%

66%

82%

84%

Social media

Dailies

Print newspaper

Radio

TV

TV is the main source for news

F I N L A N DSource: Kantar TNS, 2019



% of adults choosing the media as their main source of information

18,0%

49,0%

Digital media

TV

TV is our main source for news

S P A I NSource: Toluna. Sample size: 364. May 2020.

71% of respondents believe 
that TV is the most credible 
media in the COVID-19 crisis. 



% of adults who take part of news on each platform on a daily and weekly basis

31%

32%

39%

39%

46%

News site

Morning papers

Social media

Radio

TV

TV is our main source for news

S W E D E NSource: Kantar Sifo; Orvesto Konsument 2019:3, 16-80yrs

54%

50%

61%

67%

76%

News site

Morning papers

Social media

Radio

TV

% daily reach % weekly reach



% of adults who often get news on each platform

11%

24%

28%

32%

50%

80%

Podcasts

Radio

Online news video (non-TV)

Newspaper (print or digital)

Social Media

TV

TV is our main source for news

U S ASource: VAB Media Consumption Survey, fielded April 2020, P18+, sample size: 1,004. Q5: What are the primary sources you have been using 
to acquire your news? Choose any and all that apply.



TV stands for high quality information and 
daily routine

G E R M A N YSource: Source: Ad Alliance 2020, Gratifications through Video No. V; Base 2020: TV: n = 2405, Online-Videothek: n = 1718, Mediathek: n = 
1421, Question: How much do you agree with the following statements?, *Source: Fourscreen Touchpoints 2019/ Base: Adults 14-59 years
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% of adults that have trust in a medium as source of news

10%

38%

70%

76%

Social Media

Radio

Newspapers

TV

TV is the most trusted source for news

B E L G I U M  N O R T HSource: IMEC Digimeter 2020



Trust in TV advertising



“Our advert has had such a positive impact on the
Village as whole. Incredibly our village bus driver
has been approached by people in towns 20 miles
away having recognised our logo from the TV ad.
This has never happened before.”

Karen Slater, Regional Director Auchlochan
November 2019

Source: https://www.thinkbox.tv/case-studies/auchlochan-garden-village/

https://www.thinkbox.tv/case-studies/auchlochan-garden-village/


% of adults who often get news on each platform

2%

4%

4%

7%

7%

9%

10%

15%

40%

Magazines

Outdoor

You Tube

Online Search

Websites

Social Media

Radio

Newspapers

TV

Australians trust TV advertising the most

A U S T R A L I ASource: ThnkTV Ad Nation Study. April 2017. In which, if any, of the following places are you most likely to find advertising that…you trust?



Q: Which one of the following media carries video advertising that you believe to be most trustworthy?  Least trustworthy

TV is the most trusted medium

C A N A D ASource: Source: NLogic OmniVu | Total Canada | Feb 2020, Adults 18+, sample size: 1000, TV = TV in all its forms; Live, On Demand, Online

70%

12%

8%

TV*

Online Video

Social Media

11%

21%

60%

Most TrustworthyLeast Trustworthy

Don’t know 9% / Refused 2% Don’t know 7% / Refused 1% 

TV

Online Video

Social Media



Q: Which one of the following media carries video advertising that you believe to be most trustworthy? 

TV is most trusted across all demos

C A N A D ASource: Source: NLogic OmniVu | Total Canada | Feb 2020, Adults 18+, sample size: 1000, TV = TV in all its forms; Live, On Demand, Online

70%

12%

8%

60%

20%

12%

TV*

Online Video

Social Media

MOST TRUSTWORTHY

Adults 18+ Adults 18-34

Don’t know/ Refused 18+ 11% / 18-34 9% 

TV

Online Video

Social Media



Across Europe, TV & radio are the most trusted
At EU level, traditional media enjoy the highest trust level 

20%

32%

46%

49%

57%

15%

13%

7%

4%

7%

65%

55%

47%

47%

36%

Trust in Media in the EU (% of population, 2019)

Tend to trust Don't know Tend not to trust

E USource: EBU based on Standard Eurobarometer92.
EBU Media Intelligence Service –Trust in Media 2020

§ Nearly half of EU citizens

trust TV. Almost equal

shares of citizens tend to

trust and not to trust the

written press.

§ The Internet and social

networks are the least

trusted media at EU level.

Note: Survey results at EU level represent a
weighted average across the 28 EU Member States,
applying official population figures provided by
EUROSTAT.



TV is by far the most trusted form of advertising 

U KSource: 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



TV ads get the most attention



“The campaign delivered above and beyond our
expectations, to not only successfully engage our
two audiences*, but more importantly, help us
surpass our sales targets and maintain our leading
position as the #1 cheese snack format during the
World Cup for both audiences.”

Celina Leroyer, Brand Manager, Mini Babybel

December 2019

Source: https://www.thinkbox.tv/case-studies/mini-babybel/ (* parents with children aged 2-9 and adults aged 25-34.) 

https://www.thinkbox.tv/case-studies/mini-babybel/


Q: Which one of the following media carries video advertising that best captures your attention?

TV advertising gets the most attention

C A N A D ASource: NLogic OmniVu | Total Canada | Feb 2020, Adults 18+, sample size: 1000, TV = TV in all its forms; Live, On Demand, Online

51%

24%

20%

TV

Online Video

Social Media

*Don’t know = 4%



TV offers the most comprehensive gratification 
profile compared to Facebook and YouTube

G E R M A N YSource: Ad Alliance 2020, Gratifications through Video No. V, Base 2020: TV: n = 2405, YouTube: n = 2337, Facebook-Videos: n = 1436, Mediathek: n = 1421, Question: 
How much do you agree with the following statements?, *Source: Fourscreen Touchpoints 2019/ Base: Adults 14-59 years

0

20

40

60

80

100

0 10 20 30 40 50 60 70
0

20

40

60

80

100

0 10 20 30 40 50 60 70

0

20

40

60

80

100

0 10 20 30 40 50 60 70
0

20

40

60

80

100

0 10 20 30 40 50 60 70
0

20

40

60

80

100

0 10 20 30 40 50 60 70

*N
et

 R
ea

ch
(3

 D
ay

s)
, i

n 
%

Gratification profil

Linear TV 
(Net Reach 90%)*

Facebook-Videos
(Net Reach 36%)*

YouTube
(Net Reach 23%)*

-2

-2

-2

-1

B-VoD (Mediathek) 
(Net Reach 10%)*

+1

0

0

0

-2

0

+1

+1

0

-1

0

0

-1

-1

-1

0

Relaxation and Entertainment Information

Follow-up Communication Daily Routine Social Orientation

YOY 2019/2020



TV is by far the most useful form of advertising

I T A L YSource: GFK TSSP (May 2018 – April 2019). Sample: 12.000 Adults +14 y.o.
“Do you think that these kinds of advertisements are useful for you? Do they give you useful information?”

32%

TV
22%

Outdoor

17%

Internet

18%

Radio

19%

Newspapers & 
magazines

Q: Do you think that these kinds of advertisements are useful for you? Do they give you useful information?



We trust TV advertising the most

F R A N C ESource: YouGov Profiles – janvier 2020 for SNPTV’s « Les + de la TV » Base: 821 people representative of the total French population, 18+ 
* Figures were rounded up, hence the sum might not be equal to 100%

Q: Amongst the following, in which media do you find advertising that you trust the most ?

25%

11%

7%

4%

4%

4%

4%

3%

24%

13%

Television

Press articles

Magazines

Cinema

Advertorial

Out of home

Radio

Internet advertising

None of the above

I don't know



20,0%

8,7% 7,8% 7,1% 6,1% 5,5% 5,3% 5,1% 4,9% 4,9%

TV Ads in store
windows

OOH along the
roads

Cinema ads Ads in
pharmacies

Direct to
mailbox

leaflets etc

Ads on
websites

Ads inside
stores and

malls

Radio ads Ads inside
hospitals

R U S S I A

TV advertising gets the most attention

Source: M'Index 2019/2 half-year – Russia, urban population 100+, age 12+, MediaScope



On which medium (TV, Social Media, YouTube) do you notice advertising most?

50%

26% 24%

TV Social media YouTube

Young People notice TV advertising most

S W I T Z E R L A N DSource: Screenforce Study 2019 / Happy Thinking People, n=1004, 16-29 years old.
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34
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56

32

24
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13

TV Ads OOH Ads Internet Ads Instore Ads Transport Ads Print Newspaper
Ads

POS Ads Metro Ads Magazine Ads Ads in Cinema

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

TV advertising gets the most attention

U K R A I N ESource: TNS, MMI 2019. % of audience which paid attention to the mentioned type of ads.



Effectiveness
Advertisers invest in TV advertising because it pays back



TV is your best store-front window
§ Top of the Funnel
§ Awareness
§ Brand building
§ Interest / purchase intent
Bottom of the Funnel
§ Activation via sales promotions 

messages 
§ TV ads drive website visits
§ Thanks to digital, you can literally buy 

online while watching the TV 
commercial

TV works throughout 
the funnel

Source: https://www.millwardbrown.com/Insights/Point-of-View/How_Consumers_Buy_Brands_The_new_decision_journey/ 

Awareness

Familiarity

Consideration

Purchase

Loyalty



“TV has been at the foundation of driving the transformation and
reinvigoration of our brand. It is a mainstay of our communications strategy
and plays a fundamental role in driving awareness of our key brand assets
and the most important medium for driving long-term emotional connection
with our brands.”
Sarah Koppens, UK Marketing Director, Birds Eye

April 2020

“Addressable will be a critical complement to broad-reach TV in the purchase
funnel. The value is reaching consumers who are not in your target today but
could be tomorrow. Or someone who is not in your target but could be a word
of mouth to someone who’s in your target. So there’s a value in reaching
people outside of your target and addressability is about just reaching that
target effectively. They’ll to coexist together but we don’t see a world where
it’s entirely addressable.”
David Campanelli,EVP, Co-Chief Investment Officer, Horizon Media

October 2018

Source: https://www.thinkbox.tv/case-studies/from-stormy-seas-to-plain-sailing/ & https://www.beet.tv/2018/10/dave-campanelli.html

https://www.thinkbox.tv/case-studies/from-stormy-seas-to-plain-sailing/
https://www.beet.tv/2018/10/dave-campanelli.html


When indexed across advertisers drawn from 4 of the biggest sectors – FMCGs, Auto, Finance, and E Commerce. Tv is almost twice 
as efficient as Search – which index's 57% of Tv’s efficiency. 

100%

57%
52%

29%
22% 22% 18%

Television Search Radio Print OOH Online Video Online Display

Overall Efficiency: Media Channel ROI Indexed to TV

TV is the most efficient media channel

A U S T R A L I ASource: Payback Australia Study. Ebiquity 2017



Sum of the weighted scores of each medium on 9 attributes that matter most to advertisers 

68

61,7

54,8
51,7 51,5 51,5

47,8 47,1 46,8
44,5

Television Radio Direct mail Newspapers
(print)

Out of home Magazines
(print)

Social media
(paid)

Cinema Online video Online display

TV scores best in delivering campaigns 
that grow a business in the long term 

B E L G I U MSource: Re-Evaluating Media, Ebiquity 2019



TV has a significant halo effect on digital media, increasing it’s sales ROI by 19%

TV improves digital’s performance

C A N A D ASource: Thinktv & Accenture 2019 “Report: The Moneyball Moment for Marketing in Canada”

Standalone Digital ROI

-19%

Without TV’s 

halo effect, digital 

advertising’s 

average ROI would 

decline by 19%. 

TV’s Adjusted ROI

+23%

https://thinktv.ca/research/canadian-media-attribution-study/


C A N A D A

TV delivers the best ROI
Driving $14.34 in return for every dollar spent

$11,79 
$14,34 

$12,71 $11,45 
$9,99 

$13,52 

$6,95 

Overall TV Display & Other Paid Search Paid Social SFVC Other Media

ATTRIBUTED SALES ROI BY MEDIA CHANNEL

Source: Thinktv & Accenture 2019 “Report: The Moneyball Moment for Marketing in Canada”

https://thinktv.ca/research/canadian-media-attribution-study/


Q: What kind of advertisements is the most memorable to you?

60%

18%

8%
5%

Television Web E-Mail Smartphone

TV ads are the best for brand recall

I T A L YSource: Nielsen Media Impact - Homescan panel survey. Adult population, January 2020. Answers from almost 18.000 respondents who have 
been asked the following question: “What kind of advertisements is the most memorable to you?”



TV is by far the most effective form of advertising
TV’s R.O.I. and contribution to sales is unbeatable:  4.9 € for 1 €  invested. About 2/3 (65%) of the media effectiveness can be
attributed to television.

F R A N C E
Source: The effectiveness & R.O.I. of TV advertising, SNPTV, 2019 (TV = TV+ Catch-up + Sponsorship)
Method: 15 econometric models analysing the factors contributing to brand value over 3 years.  Media investments mean
ROI = Contribution in media value to sales / media investment.
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� TV* - 4,9

� Catch-up – 7,6

� Sponsorship – 4,6

� Radio* – 4,9

� Display* – 2,4

� Cinema* – 9,7

� Video online* – 3,3

� Affiliate Marketing + Display* – 3,9

� Facebook – 6,6

i Size of circles in proportion to the contribution to sales

* Contributions ≥ 5%

https://www.snptv.org/etudes/lefficacite-le-r-o-i-de-la-pub-tv/


TV’s effectiveness on the long and short term

F R A N C ESource: The effectiveness & R.O.I. of TV advertising, SNPTV, 2019
* Index of the medium to long-term effect of each media for the contribution to value, calculated on the basis of a short-term ROI brought back to a basis of 100 base. Notions of long and 
mid-term have been defined differently according to the sector (Banking<6 months, automotive <4 months, FMCG <6 months)

ROI Carry-over effect Long term effect*

TV 4,9 26 days 211

TV catch-up 7,6 29 days 193

TV sponsorship 4,6 22 days 195

https://www.snptv.org/etudes/lefficacite-le-r-o-i-de-la-pub-tv/


TV drives traffic to the web
On average, there is a 61% increase in traffic to an advertiser’s website (and/or mobile app) during a TV campaign.

F R A N C ESource: Realytics 350, January 2020, The keys to an efficent drive-to-web TV campaign, 350 campaigns analysed, by 120 brands in France 

between June 2017 and June 2019. “Click and mortar” means physical shops who also have a website or online asset.

Good to know: Brands whose website usually get low traffic (less than 25 000 per month) experience an even bigger uplift in traffic: on average +166%.

e-commerce brands “Click and Mortar” brands

69% 52%

This increase is even stronger for e-commerce advertisers (also called D2C or “pure player”). 

https://www.snptv.org/wp-content/uploads/2020/02/Etude_Les-clefs-dune-campagne-drive-to-web-efficace_Realytics.pdf


With online broken down by 
its main formats and 
platforms, TV becomes the 
media with the highest 
contribution to brand metrics.

TV is one of the best media that generates the
highest brand equity

M E X I C OSource: Kantar Millward Brown 2019

28% 10% 10% 15% 9% 10% 9% 9%

TV Magazines Newspapers Online Video Online Display Facebook Outdoor Radio

Share of contribution to brand equity



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

U KSource: Media in Focus, 2016, Binet & Field IPA



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.

Online advertisers 
trust TV

• SPAIN

Advertising 
investment in %

TV Digi ta l

100,0% 0,0%

97,6% 2,4%

95,9% 0,4%

95,7% 4,3%

90,2% 6,2%

86,4% 0,2%

86,0% 13,8%

80,2% 1,5%

Source: Arce media, 2019



“TV works very well for us. It’s where we are spending a
significant portion of our brand marketing ad dollars.”
Vic Walia, Global Marketing Vice President, Expedia Group
June 2018

“Our brand is only a little over six years old and we’ve
been able to build it as a household brand in the US very
quickly over just the last few years. Without using
television, I don’t think we would be where we are today.”
Niraj Shah, Co-Founder, Wayfair
May 2018

Source: egta CEO Summit in Madrid, June 2018 & VAB report « « Direct Outcomes », 2019  

https://thevab.com/insight/DirectOutcomes


“A lot of people oftentimes don’t understand the
economics of TV and how to measure it. TV can be less
expensive and more beneficial than digital. It just takes
more to get an initial test off the ground, but from a CPM
basis, it’s comparable, if not better, in some places,
especially now that people are buying for these hyper-
targeted custom audiences in digital.”
David Webb, Director of Growth & Analytics, HelloFresh
June 2018

Source: VAB report « Direct Outcomes », 2019 

https://thevab.com/insight/DirectOutcomes


Online businesses are the biggest investors 
in TV

U KSource: Nielsen, 2019. ‘Online business’ is a Thinkbox-created category which consists of all online-only brands and online services for bricks and mortar businesses.
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The share of TV within the total media adspend of online players has been increasing constantly since 2016.

Online advertisers’ TV investment has grown 
significantly

A R G E N T I N ASource: Kantar Ibope Media - AdMedia 2016-2019 - Discount Rate 2018 CAAM

57,89% 63,56%
77,81% 78,10%

2016 2017 2018 2019

Sample of the top online 
advertisers



The share of TV within the total media adspend of online players continues to be more than half their total media expenditure

Online advertisers’ TV investment remains 
dominant

A U S T R A L I ASource: Adex Revenue Spend, Sub Category Online Top 20 spenders, and Metro Tv Spend, % of Total Spend 2015-2019

51,16%

54,00%

2015 2019

Sample of the top online 
advertisers



The total TV adspend of e-commerce players increased by 28 % from €108M in 2016 to €139M in 2019.

e-commerce players’ TV investment has grown 
significantly in only three years

A U S T R I ASource: Focus Media Research, gross spendings of product groups streaming services, www.general portals, www.trade/shipping, www.media 
portals, www.online brokeridge, www.search engines portals

€ 108 000 000

€ 139 000 000

2016 2019

Sample of e-commerce 
players



2 191 €
12 833 €

24 958 €
33 682 €

40 941 €

63 714 €

87 797 € 86 283 €

114 086 €

2011 2012 2013 2014 2015 2016 2017 2018 2019

The TV adspend of online players in 000 euro

Online advertisers’ TV investment has grown 
significantly

B E L G I U MSource: MDB Nielsen, Gross investments

The total TV adspend of e-commerce players keeps steadily increasing.

Sample of the top online 
advertisers



2018 TV spend by internet-related companies is up 30% from 2017

Online advertisers’ TV investment has grown 
significantly

C A N A D ASource: Numerator, Total Canada, Annual

$69,7
$91,8 $102,2

$132,8

$168,7

2014 2015 2016 2017 2018

TV Spend by Internet business 
($000,000)

Sample of the top
e-commerce advertisers



The share of TV within the total media ad spend of online players has been increasing constantly since 2017

Online advertisers’ TV investment has grown 
significantly

C H I L ESource: Investments at Megatime company Rate (advertising verifier) with estimated discount from the Chilean market. Dollar conversion value: US$ 0.0012

$2,00

$3,16

$6,53

2017 2018 2019

TV Spend by Internet business 
($000,000)

Sample of the top
e-commerce advertisers



The total TV adspend of online services advertisers from grew almost 2 million

Online advertisers’ TV investment has grown 
significantly

C O L O M B I ASource: IBOPE; Broadcast TV (National + Local). Gross investments in colombian pesos converted to dollar (US$ 2,951.32). 

$8,35

$10,32

2017 2019

TV Spend by Internet business 
($000,000)

Sample of the top
e-commerce advertisers



Spending in TV of online players has increased by 26% between 2015 and 2019

Online advertisers’ TV investment has grown 
significantly

I T A L YSource: Nielsen AdEx, net figures.

€ 191 € 192 € 199
€ 229 € 241

2015 2016 2017 2018 2019

Online brands TV advertising investment in mio € Sample of the top
brands 2019



The total TV adspend of online services + e-commerce advertisers increased from €1.4B in 2013 to € 2.9B in 2019.

Online services advertisers’ TV investment 
has grown significantly

G E R M A N Y© 2020 The Nielsen Company (Germany) GmbH

€ 1 391 608 038 

€ 1 860 822 823 

€ 2 291 126 970 
€ 2 443 116 506 

€ 2 635 342 100 
€ 2 903 088 766 

€ 2 936 277 798 

2013 2014 2015 2016 2017 2018 2019

Sample of the top online 
services advertisers



The total TV adspend of e-commerce players 

Online advertisers’ TV investment

M E X I C OSource: Nielsen IBOPE Mexico, estimated investment in thousands of US$, Dollar: 0.044

$34 185,00
$28 805,00 $27 541,00

2017 2018 2019

Estimated Investment in 
thousands of US$

Sample of the top
e-commerce advertisers



The total TV adspend of e-commerce players keeps steadily increasing.

Online advertisers’ TV investment has grown 
significantly

N E T H E R L A N D SSource: Nielsen, gross figures

€ 299 072 190

€ 304 196 610

€ 306 418 604

2017 2018 2019

Sample of the top 25
e-commerce advertisers



The share of TV within the total media ad spend of online players has been increasing constantly.

Online advertisers’ TV investment has grown 
significantly

P E R USource: TRP’s of Monitor multimedia, estimate calculated based on the price of TRP

Sample of the top
e-commerce advertisers

1,20%

2,00%

2018 2019



Online brands are spending € 119M more on TV annually than four years ago, which represents a 69% increase. 

Online Brands spend billions on TV

P O L A N DSource: Nielsen Audience Measurement Poland 2013 - 2019, Gross Investment, Category: Internet, Sklepy internetowe, Gry i aplikacje

89 568 635 €

132 745 793 €

169 339 808 €
190 342 685 €

231 626 950 €

303 768 112 €
288 665 687 €

2013 2014 2015 2016 2017 2018 2019

Online Brands' global investment

Sample of the top
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

R U S S I ASource: NSK Analytical Centre, 2020
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Sample of the top
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The share of TV within the total media adspend of online players has been increasing constantly since 2015.

Online advertisers’ TV investment has grown 
significantly

S W I T Z E R L A N DSource: Media Focus (WizzAd+), Top10 ecommerce advertisers per year.

50 658

75 475

100 385

114 049

101 115

2015 2016 2017 2018 2019

Top 10 online advertisers
Total TV investment

000’ Euros

35% 46% 47% 48% % of TV’s share within Total Media 
Adspend

49%



The total TV adspend of top 10 online advertisers has been increasing since 2015 with a peak in 2018.

Online advertisers’ TV investment has grown 
significantly

S W E D E NSource: Kantar Sifo RM full year 2015-2019 

1 407 212
1 663 708 1 712 095

2 387 415
2 165 705

2015 2016 2017 2018 2019

Top 10 online advertisers
Total TV investment

000’ SEK
Top 10 online advertisers 

in TV 2019:



“Emerging” direct-to-consumer brands have almost tripled their TV investment over the last three years to $4+ billion.

Emerging direct-to-consumer brands 
collectively spend billions on TV

U SSource: VAB analysis of Nielsen Ad Intel data, calendar year 2013-2019.  TV spend includes national cable TV, broadcast TV, Spanish 
language cable TV, Spanish language broadcast TV, spot TV, syndication TV.  Reflects the cume TV spend of 200 direct-to-consumer brands.

$525,0
$828,1

$1 130,3
$1 520,3

$2 354,2

$3 769,0

$4 361,4

2013 2014 2015 2016 2017 2018 2019

Sample of the emerging 
brands



Ready for 
what’s next

TV keeps reinventing itself 

It is future-proof



… that constantly re-invents itself by 
embracing new technological developments 
to provide viewers and advertisers with the 
highest quality products and services:

§ Connected TV / Addressable TV

§ VOD / MCN / MPN exposure

§ Targeting & Data 

§ Drive to shoppers & customers

§ Content / Influencer marketing 

§ Creative /immersion experience (AR / VR)

§ Ad tech (Total Video Market Place)

TV is the medium 
of the future

… And many more

Nous ne pouvons pas afficher l’image.



TV has it all


