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PREMION commissioned Advertiser Perceptions to conduct an
advertiser study on media spending and priorities in the planning and
buying of CTV/streaming TV advertising. Advertiser Perceptions executed

M h d l an anonymous online survey among 302 ad agency or brand-side marketers
et 0 0 Ogy involved in the decision-making for CTV/streaming TV advertising.
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The decision-makers were qualified as being involved in media brand
selection. Respondents were further qualified as employed in the US
spending a minimum of $1,000,000 in the next twelve months on
advertising. The study fielded in August 2025.
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Buyer Profile Advertising Involvement by Media Types

Marketer 40% Social Media Platforms 92%
Agency 60% Digital Display 80%
General Search 80%
2025 CTV/STREAMING TV ADVERTISER STUDY
Connected TV/Streaming TV 80%
Respondent
Job Level
Video 77%
Senior (VP+) 54%
ro e Mobile App 70%
Mid (Director/Supervisor) 38%
LinearTV 68%
Junior (Manager) 8%
Retail Media/eCommerce Platforms 66%
Digital Outdoor/Out-of-Home 63%
AM/FM Radio 59%
Annual Ad Spend Traditional Outdoor/Out-of-Home 53%
<$25M 36% Print 51%
$25M+ 64% Augmented Reality/Virtual Reality 38%
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Over half of CTV/streaming TV advertisers are combining social media, streaming audio, or digital
display with CTV/streaming TV to run omnichannel ad campaigns

Media Channels Combined with CTV to Run Omnichannel Campaigns
(Rank #1-3)

Social media 60%

Streaming audio (streaming radio, podcasts) 54%

Digital display (desktop/mobile) 53%

Linear TV (broadcast, cable) 48%

OLV/Online Video (desktop/mobile) 48%

Digital outdoor/out-of-home (DOOH) 41%
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Increasing brand awareness and improving full-funnel reach and performance are the top benefits
of combining other media channels with CTV to run omnichannel campaigns

Benefits of Combining Other Media Channels with CTV to Run Omnichannel Campaigns
(Rank #1-3)

Increases brand awareness 57%
Improves full-funnel reach and performance 56%
Enhances overall marketing effectiveness 51%
Increases sales or conversions 48%
Drives greater ROl or ROAS 47%
Improves ad recall 47%

Enables retargeting across channels 40%

A3 Advertiser

Perceptions

PREMI

N



PREMION 2025 CTV/STREAMING TV ADVERTISER STUDY | OMNICHANNEL

Cross channel attribution and measurement and lack of unified campaign reporting are the top
challenges of combining other channels with CTV to run omnichannel campaigns

Challenges of Combining Other Media Channels with CTV to Run Omnichannel Campaigns
(Rank #1-3)
Cross channel attribution and measurement 43%
Lack of unified campaign reporting 36%
Audiencetargeting inconsistency 33%
Brand safety orad fraud concerns 33%
Managing reach and frequency 32%
Fragmented media buying process 29%
Limited access to premium inventory 28%
Budgeting and planning complexities 27%

Internal resources or expertise gaps 26%
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9in 10 CTV/streaming TV advertisers believe it’s important for a company they are considering for
CTV/streaming advertising to also offer omnichannel solutions

Importance of Companies Offering Omnichannel
Solutions When Evaluating Use for CTV Advertising

Extremely important — 4 '
Very important

Moderately important

TN

2% Minimally important
Not at all important
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Thank You
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