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Foreword

Once upon a time, any brand wanting to communicate
its message via video had two options: TV and cinema.
Actually that's not quite true: according to the British
Film Institute, some of the very earliest video ads were
projected onto improvised screens hanging over busy
crossroads. It turns out video OOH placements have
been running for much longer than you'd think!

The point stands, however, that not so long ago brands
didn't have many options when it came to video. Within
TV and cinema, there were just a few media owners to
work with.

This was a well-balanced ecosystem for advertisers
and their agencies. The range of inventory available
was small enough for a marketer to wrap their head
around. But it was diverse enough to allow room for
the art of media planning: with the right insights and
strategic thinking behind it, a brand’s campaign could
outperform those of its rivals, granting a competitive
advantage through smart buying.

Thisis all a far cry from the landscape facing marketers
today. The digital age brought with it firstly in-banner
video ads, then in-stream ads on video platforms,
then outstream and streaming. Video placements
can be bought alongside $100,000,000-per-episode
TV blockbusters and next to 10-second monologues
flmed on front-facing cameras; they can run on in-
flight entertainment systems and petrol pumps; they're
spliced into podcasts and embedded in virtual worlds.
And yes, you can still run them on billboards.

While this proliferation of video opens up a world of
opportunities for advertisers, it has also introduced a
whole host of new challenges.

Understanding where and how to reach an audience
has become much more complicated. Automated
processes can simplify this task, but that raises new
risks around placement: where once a marketer would
turn on their TV to check their campaign was running
as planned, now they receive screenshots of their
ads appearing next to unsavoury content on social
platforms. And figuring out what's really driving results,
from always-on campaigns being pushed out across a
multitude of channels, is trickier than ever.

That's why we're launching the Video and TV Buyer's
Guide. While our existing CTV Advertising Guide and
Video Advertising Guide series cover the industry as a
whole, we felt the buy-side warranted its own dedicated
guide, given the complexity described above. Buyers
also often have a different perspective from their
sell-side counterparts, taking more of a “total video
approach” as opposed to operating in strict silos.

Our aim is that this guide will help bring some clarity
to the rapidly evolving video landscape, and help those
of you working on the buy-side navigate the issues
we cover. For any readers working elsewhere in the
industry, our hope is that this guide will give some
insight into the problems which buyers are grappling
with, helping you better understand how and where you
may be able to partner with them. We'd like to thank
those who partnered with us in the creation of this
guide: Epsilon, Sabio, Teads, Verve, and Vidium, as well
as everyone who contributed their time and expertise.

|

Assistant Editor
VideoWeek




The Next Five Years o

Video: How Viewershi
—volving in the UK
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The first task for advertisers navigating the video space is understanding exactly where and how audiences are watching video content.
That's no easy task, given how video has proliferated across screens, platforms, and channels over the past decade.

“If you look at the overall media landscape, video is the place where all consumers are converging. It's the format they want to engage
with”, said Andy Lobo, Media & Technology Director at PwC. “Within that video ecosystem, audiences are somewhat fragmented
across platforms.” VideoWeek spoke with Lobo to map out how the video landscape lies in the UK, and where it's likely to develop in the

coming years.

Growth in Personalisation and
Interactivity

One of the biggest shifts in audience behaviour is the
way in which content is surfaced. More and more, video
is curated, based on personalised recommendations in
a low-friction setting. Increasingly, this content is also
creator-driven, rather than professionally produced.

This type of video is typically hosted on the large digital
platforms, which PwC's data shows are continuing to
capture audiences’ time and attention.

“Those platforms have really strong content
graphs”, said Lobo. “They understand how their
content resonates with audiences beyond just
looking at certain age, gender, or income brackets.
They look at which videos their users have watched,
whether they watched the whole video or bounced
off it within three seconds, that sort of thing.”

As audiences become used to this sort of content
discovery, they're expecting content recommendations
to be tailored to them elsewhere too. Lobo said we're
seeing a “social mediaization” of content generally
as a result, as other media channels evolve to match
users’ expectations. Legacy media companies are
increasingly personalising content feeds on their
digital properties, taking a creator-driven approach, and
creating more interactive experiences too.

For broadcasters, it's their streaming platforms which
tend to most closely mirror this approach. PwC is
continuing to see strong engagement with over-the-top
(OTT) services, particularly on CTV devices. Its latest
forecast projects annual growth in engagement of
around 6 percent over the next five years for OTT in the
UK, ahead of the global average of 5 percent growth.
The broadcaster-owned (BVOD) services are seeing
increased engagement too, though they’re not growing

quite as fast as the international offerings, according to
PwC's data. British broadcasters are however showing
more openness than ever in terms of working with other
platforms as they seek to reach younger audiences.

The Rise of the
Microinfluencers

The social platforms’ emphasis on personalisation of
content has interesting implications for the influencer
market. While previously those platforms were likely
to push the same major influencers to their audiences,
now theyre more prone to recommend content
from smaller creators based on viewers’ own unigue
interests.



“Micro and nanoinfluencers are hugely taking
share from the Kim Kardashian-esque kind of
macroinfluencers that we've seen”, said Lobo. “And
that’s really driven by much stronger engagement
with their content — so it's smaller communities, but
they’'re much more engaged.”

That has consequences for advertisers looking to
leverage influencers to reach their audiences. “To have
a similar level of reach, you need to work with more
of these micro and nanoinfluencers, but you'll have a
much richer kind of engagement”

Room for Video Ad Spend
Movement

Where audiences are spending their time doesn't
always equate to where advertisers can reach them,
since some channels lean more heavily on ads than
others.

Advertising's importance to the entertainment sector
as a whole is growing. PwC predicts advertising will
account for 61 percent of media and entertainment
revenues in the UK in 2029, up from around 45 percent
in 2020 — a higher share than any of the other major
markets tracked by PwC.

Traditional TV continues to over-index on advertising
revenues, compared to its share of audience time and
attention. But as linear viewing continues to ebb away,
PwC expects more ad spend to flow into digital video,
which is projected to grow at around 11 percent per
annum overthe nextfive years. Ad-supported streaming
is set for fast growth, particularly as streaming services
build out more sophisticated ad offerings.

Social video is also well placed for rapid ad revenue
growth, which is pegged at 12 percent per annum in the
coming years. Lobo said that some social platforms are
likely under-monetised today, in relation to the amount
of time viewers are spending with them. For these
businesses, increasing revenue won't necessarily just

be a case of ramping up their ad loads. Performance-
based ad products built on audience interaction may
well offer a fruitful way to attract greater ad spend,
according to Lobo.

Finally, video games under-index in terms of ad
monetisation compared with time spent, so there's
certainly potential for growth there. Video games
still lean heavily on endemic brands for ad spend,
while misconceptions around video game audiences
continue to hamper ad spend growth.

“There's definitely room for ad money to shift around
the video landscape”, said Lobo. “But overall, | think
it's becoming a requirement that video is ever more
personalised, ever more immersive, and ever more
interactive.”

Social Stratification for Young
Audiences

Reaching younger audiences in particular continues to
be a key challenge for advertisers. The received wisdom
would be that younger generations are easiest to find on
social platforms — and that’s fairly accurate, according
to Lobo. PwC data from the US found that YouTube is
generally the bedrock of media consumption for kids
and teenagers, while streaming, gaming platforms,
TikTok, Facebook, Instagram, and Snapchat are all
significant players. But what's important to note is how
media habits change across specific age groups.

“So for example, 53 percent of 7- to 12-year-olds
say they spend a lot of time with TV-style content,
but that drops off quite starkly to 35 percent of 13-
to 14-year-olds”, said Lobo. “They’re moving away
from streaming services to more community and
social-based platforms. You see a shift in TikTok
for example: 27 percent of 7- to 12-year-olds spend
time, and that jumps to 46 percent of 13- to 14-year-
olds. So it's important to ask as a brand, what exact
age group am | trying to reach?”

While social media remains a safe bet for younger
audiences, the threat of regulation hangs on the
horizon. Australia has already implemented a ban
on social platforms for under-16s, and several other
markets are mulling over similar legislation.

| Social as a Gateway for Al

In the coming years, Al will have a massive impact on
the video market across the whole value chain, from
enabling video creation to powering personalisation
and recommendation.

Lobo saysinthe short-term, we're likely to see Al-created
content become most prominent on social platforms,
breaking down the barriers to creation even further and
massively increasing the amount of content available.

“That can go one of two ways”, said Lobo. “Either
those platforms’ recommendation and safety
algorithms get really good, so they promote content
that's high quality, truthful, and engaging; or they’ll
struggle to distinguish Al slop from engaging
content, in which case we might see a slight
retrenchment in terms of engagement with those
platforms. If | had to put money on it, I'd say the
platforms will make it work.”

As consumers get used to the idea of Al-generated
content — including on their TV screens, as they watch
short-form video via CTV apps — that could pave the
way for Al to play a greater role in mainstream media
production.

“YouTube is largely user-generated content, but a
high portion is watched on TV screens. So as they
start to see Al content on the big screen, they might
become more willing to watch longer-form content
which is Al generated. At the moment, there's quite
a lot of consumer aversion to how Al is used in
video production, but that could change over time.”



The Inventory

Helping
Complexity of Online Video

abyrinth:

Brands Navigate the

Joseph Taylor

Co-Founder, Managing Director | Vidium

Despite years of taxonomy reform and metric refinement, agencies and brands still face a fragmented landscape when it comes to
understanding exactly what online video inventory they are buying — and what that inventory is actually delivering.

When a media plan carries a line for “online video,” it
can describe almost anything. A pre-roll ad playing
before a video on a publisher’s site. An outstream unit
auto-playing — muted — between paragraphs of text. A
floating player following the user down the page. These
are fundamentally different advertising experiences,
with different prices, different user behaviours, and
different degrees of genuine attention. Yet they all sit
under the same video label, which is a challenge brands
and agencies constantly face across the OLV and CTV
ecosystem.

As video advertising has proliferated across formats,
devices, and distribution models, the gap between what
we think we are purchasing and what we are actually
receiving has grown harder to ignore and harder to
justify to clients who expect precision from their media
investment.

A Standard that Isn’t
Standard

For most of online video's history, the industry operated
on a rough binary: instream and outstream. Instream
meant the ad played within a video player, typically
before or during content the user had chosen to watch.
Outstream covered everything else. The problem was
that the legacy definition of instream left considerable
room for interpretation and that ambiguity was,
for some parts of the supply chain, commercially
convenient. We have seen this play out repeatedly:
inventory that delivers a fundamentally different user
experience being bundled under the same premium
label, and priced accordingly.

In 2022, the IAB Tech Lab’s updated Video Ad Format
Guidelines replaced this binary with a four-tier
classification tied to a new OpenRTB field: video.plcmt.
The new categories, instream, accompanying content,
interstitial, and standalone were intended to give buyers

clearer signals about what they were actually bidding on.

The framework was sensible. However, uneven uptake
from both SSPs and DSPs has made this difficult for
buyers to implement and in some cases produced
dual-signal environments in which the same inventory
was described differently depending on which field a
buyer's platform was reading.

The Metric That Can
Be Gamed

Measurement has compounded the classification
problem. Video Completion Rate, the percentage
of impressions for which the full ad plays, became
the standard proxy for video quality. The logic made
intuitive sense: an ad that played from start to finish
should represent an ad that was watched.

It does not, necessarily. VCR can be inflated by making
ads non-skippable, by serving video in environments
where the player is partially or wholly off-screen, or



by running into muted autoplay placements where a
completion is technically registered but no meaningful
exposure has occurred. Publishers and platforms
learned quickly that VCR was optimisable and
optimising for it is not the same as delivering genuine
advertising value. When we look at the same campaign
across these different environments, we regularly see
near-identical VCR figures masking wildly different user
experiences.

This points to the need for deeper granularity on
how video units are deployed, the ability for users to
engage with them, and the metrics used to benchmark
performance, all areas where current video campaigns
consistently find it difficult to deliver.

Reading the Deeper
Signals

To fully understand how video formats work we need
to interrogate the video player environment at a much
more detailed level. This means looking at the specific
player technology in use, its rendered size on screen,
and whether that size remains consistent or shifts as
the user scrolls. A player that shrinks to a small sticky
unit in the corner of the page as the user moves down
an article is a fundamentally different environment
from one that holds a fixed, prominent position within
the content, yet both can appear in the same campaign
as “accompanying content.”

Beyond player behaviour, we need to ask whether
the video is sound-on or muted, and whether that
audio state is determined by the publisher’s default or
overridden by the browser. Whether the ad is embedded
natively within the page’s content structure or served
via a third-party player injected into the page matters
too as the latter often carries slower load times, which
introduce their own form of engagement decay before
the ad has even started. An impression that registers
after a four-second load delay is not the same quality

as one that fires immediately into an already-engaged
viewport.

When we aggregate these signals across a publisher’s
videoinventory, a clearer picture of genuine engagement
opportunities begins to emerge. A site might carry
a PLCMT 2 label across all of its accompanying
content, but within that classification there will be
players that load quickly, hold fixed positions, and
play sound-on and others that are small, muted, slow,
and shift position mid-scroll. These are not equivalent
environments. Treating them as such is where media
waste compounds.

The limitations of VCR and other digital metrics have
accelerated industry interest in attention measurement.
Attention metrics are designed to capture whether an
ad was actually noticed and processed, rather than
merely served and technically completed. As part of
our optimisation and measurement strategy we utilise
attention metrics to help understand the opportunity
for someone to view a video format, and this helps to
further build upon the signals we see at the placement
level. Research from Adelaide and Ebiquity (October
2024) found a near-perfect correlation between
attentive impressions and incremental profit evidence
that when attention is measured rigorously, it connects
to the outcomes we are actually trying to deliver.

The Efficiency
Argument

There is a straightforward commercial rationale for
getting this right, beyond better creative impact. Wasted
impressions and ads served into environments where
they are technically counted but practically invisible
represent a direct financial loss. Every impression
delivered in an off-screen player, every completion
registered on a muted autoplay unit that no user
consciously encountered, is budget spent on nothing
measurable. We have seen campaigns where, once

player-level signals are applied to filter genuinely low-
quality supply, effective CPMs shift substantially even
where the headline VCR barely moves at all.

The environmental dimension is increasingly relevant
too. The carbon cost of digital advertising is a growing
area of industry scrutiny,and impressions that deliver no
value still consume energy in their delivery, processing,
and measurement. Reducing the volume of low-quality
inventory in a campaign is not just a financial efficiency
argument, it is part of a broader effort to reduce the
resource footprint of advertising. Fewer impressions
into better environments is simply a more sustainable
model.

The video advertising ecosystem is growing, and none
of the above are reasons to pull back from online video.
They are, however, a prompt to engage more rigorously.
The classification  frameworks, = measurement
standards, and technical signals now exist to support
better buying. What we need is the collective willingness
to move beyond label-level reassurance and look at
what is actually happening inside the player because
that is where the real picture of campaign quality lives,
and gives brands and agencies a chance to navigate
the inventory labyrinth more freely.

About Vidium

At Vidium, our proprietary video
Intelligence data and platform powers
high performing video campaigns that

prioritise quality and user engagement
across OLV & CTV.

https:/www.vidium.co/




The Four Key Traits

of
Campaigns

While video is everywhere,
effective video is not

If consumers are watching more video than ever,
why is it still so hard to reach them efficiently?

Today's audiences move seamlessly between
streaming platforms, broadcaster VOD, mobile
apps and online video. To compete with the sheer
volume of content, many brands aim to show
up in every channel and every moment. But the
overlapping nature of these environments means
scale can quickly turn into inefficiency.

In fact, Nielsen analysis found TV advertisers’ ROI
fell 41 percent on average when weekly frequency
exceeded 6+,andthatlevel of frequencyaccounted
for 46 percent of TV impressions. The result is
that a small group sees the ads repeatedly, while
many others barely see them at all.

In such cases marketers receive the impression
of reach, yet under the surface, campaigns are
layered with over-frequency and offer limited
visibility into any measurable outcomes.

—ffective Video

| Where video can fall short

Many buyers still approach video advertising as if
it were broadcast: a high-cost, one-off awareness
channel requiring epic storytelling. This thinking
shapes creative expectations and media plans
alike.

Yet today's inventory is far more flexible with
formats like pause ads, in-game spots during
live events, and other agile placements allowing
brands to deliver shorter, highly targeted
creative that can drive immediate engagement.
These opportunities can often be bought
programmatically, not through costly one-to-one
direct deals, and can reach audiences across
devices in interactive formats that traditional
broadcast planning never allowed.

The more challenging pitfall is around
fragmentation. Viewers engage with content
across multiple screens and apps, yet campaigns
remain siloed, with duplication and over-frequency
quickly mounting. Without a way to recognise the

cpsilon

James Milne

SVP Business Development | Epsilon

same person across devices, marketers cannot
control which audiences see content and how
often. Overserving some while missing others is
the inevitable result, creating waste and leaving
outcomes unproven.

Building effective video
campaigns

The first step in addressing this challenge
is a mindset shift, recognising that effective
campaigns do not require epic storytelling in
direct deals for prime-time slots. Effective video
is about actionable, sequenced messages across
screens in ways that drive measurable outcomes.

TV advertisers’ ROI fell 41 percent

on average when weekly frequency
exceeded 6+




Effective strategies share four traits:

1. Personalised and contextualised at scale

Connecting impressions to real people and
households allows marketers to see each
individual across devices, suppress those already
converted, and sequence messaging logically.
Identity resolution becomes the connective layer
linking creative, channels and measurement.

2. Adaptable in real time

Dynamic  creative  optimisation  enables
campaigns to adjust messaging, format and calls
to action automatically depending on audience,
device and journey stage. A viewer exposed on a
connected TV can then be retargeted on mobile
with complementary messaging, while shorter or
mobile-first cuts ensure content is appropriate for
the moment and the format.

3. Connected to the customer journey

Video should not sit in isolation. Online video,
connected TV, and native formats must work
seamlessly alongside display, audio, and other
digital channels, forming a consistent brand story
that follows consumers as they move across
touchpoints.

4. Measurable to prove real outcomes

Impressions alone are no longer enough. Leading
video strategies track performance from delivery
through to real outcomes, including engagement,
online conversions, and even in-store visits and
sales. A recent campaign activated by Epsilon
for Currys, the UK's leading retailer of technology
products, illustrates this approach: identity-led
online video alongside display drove a 46 percent
increase in conversions and a 20 percent rise inin-
store sales, proving video's impact when planned
and executed thoughtfully and in tandem.

| The two video unlocks

Delivering video that is personalised, adaptable,
connected to the journey and measurable can
be a significant undertaking. These traits are not
incremental optimisations, they require coordination
acrossidentity, media, creative,dataand measurement
in a landscape that is fragmented by design. For
most marketers, success depends less on owning
every component themselves, and more on choosing
the right partner to make sense of complexity, align
moving parts and turn ambition into execution.

1. Identity: know who is engaging, and what it means

Effective video starts with clarity on who is actually
seeing and responding to your advertising. As viewing
shifts between one-to-one devices and shared
screens, marketers need aconsistent way torecognise
individuals and households across environments.
The right partner can unify these signals, showing
whether exposure is reaching new audiences or
simply reinforcing the same ones, and crucially
whether video is moving people closer to conversion.
That understanding becomes the foundation for
smarter sequencing, more relevant messaging, and
creative that adapts to where a shopper is in their
journey, not just where the ad happens to appear.

Currys case study

+46% +20%

conversions in-store sales

2. Connectedness: activating and proving impact
across the journey

Once high-intent, high-value audiences are
identified, marketers need the ability to reach them
consistently across channels and to follow their
journey through to outcome. That means activating
audiences seamlessly across video, digital and other
touchpoints, suppressing those who have already
converted and learning which moments and routes
are most effective. Just as importantly, it requires
the ability to observe what happens next, whether a
purchase occurs online or in store, and tie that back to
video exposure. This closed-loop view allows teams
to optimise in real time, refine creative and media
strategy, and prove that video is not just building
awareness, but driving measurable business results.

As consumers continue to move through their
days surrounded by screens, video will only grow in
importance. But standing out will require more than
great creative or broad reach. The brands that win
in the next era of video will be those that combine
identity, data and dynamic creative to deliver relevance
at scale and prove impact across channels.

About Epsilon

Epsilon is a global leader in marketing
and advertising technology and data
solutions, helping brands deliver
measurable business outcomes across
channels.

www.esilon.comemea




Two

Brands of all sizes are leaning
into the full spectrum of video
advertising, from integrating
messaging into Coronation Street
to creating viral trends on TikTok.

Energy company EDF and iconic
snack brand Pringles, present
two case studies on their recent
successful video campaigns -
what they set out to achieve, how
the campaign worked, and what
metrics were used to measure its
success.

Srands Hitting

Play on Video Ads

Nicola Collins

Senior Manager, Brand Marketing
EDF

At EDF, we launched ‘Sunday Saver' to
encourage customers to shift their energy
usage away from peak weekdays by
offering up to 16 hours of free electricity
on Sundays. In a volatile, price-sensitive
market, this wasnt just about awareness.
The real challenge was behavioural: making
energy saving feel doable, relevant and
worth acting on.

VIDEOWEEK

Working with Havas Media, we developed
a cross-channel approach that brought our
ITV partnership to life in a more immersive
way, with Havas Play leading on content.

Rather than simply sponsoring the show, we
brought the brand to life within the world of
Coronation Street,embedding Sunday Saver
directly into the narrative and turning energy
saving from something audiences are told
into something they can see happening.

We introduced a solar-powered “House
of the Future” on the cobbles, alongside
environmental cues such as an EDF-
branded van, bus shelter and EV charging
point appearing in-show.

The campaign ran across linear TV,
BVOD, YouTube and social, using licensed
Coronation Street footage and cast-led
content across ITV and our own channels.
High-attention placements ran before,
during and after episodes, supported by
bespoke content from Havas Play, including



a performance by Zayne and Zion. This
created a connected story that audiences
could follow wherever they watched.

The results included:

- 78 percent of regular Coronation Street
viewers recalled the EDF partnership

- 60 percent of viewers took follow-up
action, rising to 89 percent among 18—34s

- 50 percent of viewers without smart
meters said they would now consider
installing one

“For over six decades, Corrie has been
one of the UK's most beloved shows,
and now we get to be part of its history -
which is really exciting for us as a brand.
This content integration allows us to
bring EDF’'s Sunday Saver offering to
millions of households, not only through
traditional TV viewing, but to ITV’s
large catch-up TV, social and Youtube
following. We are showing how a change
- like shifting energy use - can unlock
free electricity on Sundays. We've loved
seeing our message come to life on the
nation’s favourite street.”

Gavin McGuinness

European Paid Media Experience Lead
Pringles - Mars Snacking

The Pringles #Pringling campaign aimed
to drive creative engagement on TikTok
while reinforcing the brand'’s iconic curved
chip shape. Running across the UK, France,
Spain and lItaly, the campaign encouraged
users to mimic the Pringle shape in fun,
real-world scenarios, tapping into platform-
native trends and behaviours.

Executioncombinedtwokey TikTok formats.
An engaging Branded Effect to gamify
participation, scoring users on their “Pringle
pose”. This was paired with a Branded
Mission, which invited users to submit
their own content, with top-performing
videos amplified through paid media. The
campaign effectively blended organic user-
generated content with paid distribution to
maximise reach and authenticity.

Success was measured through a mix
of engagement, reach and brand impact
metrics. The campaign delivered a 16.5
percent increase in video submissions
versus benchmark, generated 50 million
boosted impressions, and achieved a 7.2
percent lift in ad recall.

A key standout was the effectiveness of
the Branded Mission format, which drove
authentic participation and allowed the
campaign to feel native to the TikTok
environment. By aligning closely with user
behaviours and trends, the campaign was
able to cut through in the For You feed and
exceed expectations on engagement.

Overall, the campaign demonstrates how
combining interactive formats with creator-
led content and paid amplification can drive
both scale and meaningful brand impact on
TikTok.

“This campaign worked because we
leaned fully into TikTok culture — inviting
people to play, create and shape the
trend with us. By pairing a bespoke
Branded Effect with the reach of Branded
Mission, we scaled authentic content
while keeping Pringles at the heart of the
story.”



When Worlds Collide:

The Convergent Future
of TV and Video

Towards the end of 2024, “Convergent TV’, a
term coined to describe the merging of television
distribution platforms and technologies into a single
viewing experience, duly entered the lexicon.

Less than two years later, the next phase of that
convergence is taking shape at a time when every
player in this business is shedding excess tonnage in
a trading environment defined by vertical integration,
where one company seeks to own the buying
apparatus, the identity layer, and the supply paths
through which advertising is delivered and measured.

Meanwhile, even as private pathways between
broadcaster-owned and streaming-only platforms
have coalesced, a third wave of fragmentation is
already well underway, with YouTube chipping into
the streaming market's share of commercial viewing
time.

I TV’s New Operating Model

What was once just TV has morphed into an
intricate ecosystem in which two sets of operational
expectations, driven by the growing democratisation
of inventory across audiovisual and digital teams, are
ultimately converging on a shared set of principles

for planning and buying video. While individual
media owners retain strength in professionally
produced and regulated content, media investment
is increasingly consolidating within interoperable
workflows that facilitate unified activation across
multiple supply sources via guaranteed bookings
or private auctions. And as media owners look to
maximise vyield, a greater proportion of inventory is
set to flow into and be monetised through preferred
buying platforms.

For marketers who want to differentiate their
brand and borrow the equity of premium content,
there is no alternative to television. It is no wonder,
then, that as platforms unify fragmented inventory
through curation, creative execution, identity, and
measurement, demand is converging from every
direction across the remits of different media
planning teams and the brand and performance
budgets they manage. As TV environments
become more interactive, creating clearer pathways
between exposures and outcomes, media buyers
are increasingly able to attribute the impact of
TV advertising at the point of sale. However, as
commerce media blooms and brands lean in,
agencies may feel obliged to push back, as an

Harry Metzger

CTV Product Specialist, UK and Europe | Teads

obsession with performance at the expense of brand
building leads to short-term thinking. In reality, the
fundamentals of TV advertising haven't changed:
short-term results are still built on long-term brand
investment, and television is still one of the few
media channels capable of delivering both at scale,
and, arguably, the only channel with the power to
make brands famous.

INTERNET PROTOCOL

Online Video

Linear

Streaming


https://www.teads.com/blog/how-ctv-drives-performance-outcomes/10229/
https://www.teads.com/blog/how-ctv-drives-performance-outcomes/10229/

| Convergence in Practice

The prevailing narrative is that the convergence of
TV's brand-building prowess and digital advertising's
targeting and measurement capabilities offers the
best of both worlds, but success will require more
deliberate trade-offs than that framing suggests. While
buying models have converged around operational
efficiencies driven by unified access to inventory, the
environments and formats through which ads are
delivered remain far more fragmented.

There is no doubt that TV's connected era has
been transformational, both as a shot in the arm
for addressable advertising and the net-new brand
experiences that have become available as TV
manufacturers and operating systems have entered
the advertising space. However, many of the formats
now gaining momentum are not yet compatible with
automated buying at scale, as they lack standardised
creative specifications and placement dynamics
that can be activated and measured consistently
across disparate environments. Display and video
ads held on TV home screens and menus manifest
and behave differently across different media owners,
which means buyers must either navigate these
environments individually or work with partners
capable of aggregating them. The inevitable direction
of travel is that, as media owners seek to diversify
revenues, all forms of TV advertising will become
widely available and bookable at a scale that reflects
demand. Until then, the industry finds itself at a
familiar inflexion point, where hands-on creative
implementation and format-specific expertise are still
required to connect the dots.

The promise of precision targeting at scale is not
just about access to addressable signals but about
how effectively they can be stitched together or
recreated across different environments. Targeting

within closed ecosystems, where consented first-
party data is available, is possible, but given that
television is an inherently shared viewing experience,
assumptions about highly granular targeting are
often reconsidered, with a greater emphasis on
demographic and contextual approaches. Still, the
same inventory may need to be bought at scale in
one campaign and curated in another, which is why
buyers are increasingly turning to scalable data and
targeting solutions that translate individual-device
signals into proxy-based household activations
on the TV screen. Rapid progress is being made in
this space thanks to advances in machine learning,
and every setback, however public, will also lead
to valuable improvements that strengthen the role
of artificial intelligence, particularly when it comes
to commercialising outcomes, in the future of TV
advertising.

While traditional broadcast infrastructure may endure
into the next decade, the consensus is that all video
distribution, whether viewing is live or on-demand,
will eventually be delivered via Internet Protocol. As
the advertising industry moves towards consolidated
planning and buying across IP-delivered viewing
environments, the standards that orient television
around premium content and brand safety will need
to be upheld in the way that audience data is captured
and utilised, with buying platforms set to play a greater
role in ensuring that campaigns delivered across a
network of media owners remain compliant against
increasingly stringent regulations.

An integrated approach to measuring audience
exposures across video environments, using
comparable metrics, is now almost table stakes. In
particular, there's a growing expectation that data
and insights can determine how open and closed
ecosystems may work together to extend reach and
frequency of impressions. Attention-based metrics,
too, are growing in stature as advertisers look to

optimise beyond delivery and towards exposures that
influence behaviour. In 2025, a Teads industry pulse
revealed that over half of UK marketers investing
in Connected TV now prioritise measurement that
demonstrates a clear return on investment.

In an age where buyers are more explicitly stating
their needs and more ardently pursuing outcomes,
the winners in the platform wars will be those
capable of providing a deduplicated and complete
picture of audience engagement across devices and
environments, with planning and profiling insights
that inform how media should be activated, both in
the long and short term.

The next phase of convergence between TV and online
video is not so much about removing complexity for
media buyers as redistributing it. The buying process
may be more unified, but inventory, targeting and
measurement solutions remain fragmented and
are maturing at different speeds. Recognising this
nuance is critical, and the platforms and partners that
equip and empower brands to navigate the new set
of challenges ahead will also chart the next phase of
growth for our industry.

About Teads

Teads is a leading omnichannel
advertising platform focused on driving
outcomes for brand and performance
advertisers across screens. With a focus
on meaningful business outcomes for

full funnel objectives, Teads drives value
by leveraging predictive Al technology to
connect quality media, beautiful brand
creative, and context-driven addressability
and measurement.

https://www.teads.com/
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How Are

Planning Chiefs

Approaching Total

Video?

As viewing behaviour fragments
across multiple video channels,
agencies are now adopting
total video' approaches in how
they plan campaigns, in order to
guide investment decisions and
reach viewers across the media
ecosystem.

VideoWeek asked three planning
leaders at major agencies how they
approach total video, the strengths
and limitations of planning across
video channels in a unified manner,
what tools and metrics help their
approach, and the roadblocks that
hinder their progress.

Lin-Sze Teh

Head of Planning | Starcom

At Starcom, a total video approach is the standard
starting point for how we think about AV planning.
Consumer behaviour is increasingly fragmented,
and video strategies need to reflect the reality that
audiences move fluidly across screens, environments
and moments.

Taking a total video view allows us to set budgets and
investment priorities at an aggregated level, grounded
in how people engage with video across the day and
across contexts. We focus first on consumer mindset
and motivation - where people are, what their motivation
is for engaging with that platform, and how video can
best serve the brand or category objective. This ensures
channels work together rather than competing.

VIDEOWEEK

When setting budgets at a total video level, identity
data such as Publicis Connected Identity can play an
important role, helping us understand audiences at
scale and guide investment decisions across channels.
However, a unified view does not mean treating all
video as the same. Each channel brings very different
strengths and constraints. A 30-second TV ad, a
social video view and video in digital out of home are
fundamentally different experiences, serving different
purposes within a plan.

As a result, while we may frame investment at a
total video level, our planning remains deliberately
granular. Creative assets, formats, attention levels,
data availability and effectiveness all vary by channel,
and those nuances matter when budgets are tight and
objectives are specific. Campaign goals ultimately
inform our approach, rather than applying a blanket
total video model.

This thinking carries through into measurement. Having
consistent metrics across video channels is helpful,
but it requires expert interpretation. Not every view
is created equal, and the breadth of video inventory
does not mean each placement delivers the same
value. There is currently no fully aligned, cross-channel
video reach solution. Tools such as CFlight and Origin
are making progress, while BARB's new Ads Hub is a
promising development for linear and VOD analysis.



Ultimately, total video works best as a strategic lens,
not a rulebook. The most effective plans combine a
holistic view of video with channel-specific thinking.

Emma Withington

Chief Planning and Strategy Officer |
Havas Media Network UK

A holistic, or ‘total video', approach is now effectively
the norm. With video's unique ability to reach huge
audiences in a receptive state, and the growing range
of video touchpoints (each with its own strengths,
limitations and contextual nuances) taking a unified,
big-picture view is essential. A total video plan ensures
that all the components are working together to
effectively reach the right audience, understand the
overall media experience we are creating, and deliver
the desired outcomes. In a video landscape that is
always moving and increasingly hard to define, we
keep our central focus rooted in the audience, the
viewer experience and the outcomes; an approach that
will always be relevant, regardless of the inevitable and
continued change in the market.

That said, deep channel expertise remains just
as important as ever. The nuances of individual
environments still matter enormously when it comes
to execution. Each channel requires implementational
rigour, craft, and an understanding of how people
behave and consume content within that specific
setting.

Video planning integrates both mindsets: it starts with
a unified, strategic video plan, and it is supported and
delivered by individual channel experts whose outputs
ladder up to the broader campaign vision.

The metrics that matter to this approach are very much
dependent on what a campaign is trying to achieve.
The media metrics - reach, frequency, impressions,
CTR etc - are a means to an outcome, not the end goal
in itself. Integrating robust and relevant measurement
is crucial, but remains a challenge in that it can be slow
and expensive, as well as being backwards rather than
forward-facing.

In terms of tools - our overall planning approach is
supported by our proprietary platform, Converged.
Al. With our focus on the audience as the central
spine to video (and all media) planning, Converged.
Al unlocks not only advanced and comprehensive
human audience insight and data, but also allows us
to then activate seamlessly against those audiences in
premium video environments.

The roadblocks, as always, are the lack of holistic
measurement currency across platforms and walled
gardens.

Vicky Fox

Chief Planning Officer | OMG UK

There are many video milestones to measure change
against. The launch of YouTube and broadcaster video
on-demand (BVOD) services in the mid-2000s? Or the

analogue switch-off and Netflix UK launch in 20127
Whatever your marker, the landscape has evolved
dramatically and shows no sign of letting up, and each
milestone has reshaped how audiences engage with
content.

While our media diet still broadly consists of consuming
four hours of video a day, the shape of that viewing
looks very different to 20 years ago. Driven by younger
audiences, we are seeing three big shifts in how content
is being consumed.

Firstly,a move towards mobile devices. IPA Touchpoints
data in 2025 highlighted that the mobile is now our
primary screen — we're spending more time with that
than our TV sets. Secondly, self-scheduling is the norm.
The streamers and BVOD services have unlocked
new behaviours — with 75 percent of adults in the UK
reporting that they regularly choose what to watch
and when, according to Ofcom’s 2025 Media Nations
report. And thirdly, the rise of creator content - tapping
into endless passion points and communities, creators
are delivering authentic content for highly engaged
audiences.

To navigate this dynamic environment, Omnicom
Media has developed the Unified Video philosophy
- a blend of established principles and innovative
tools. Unified Video enables us to plan campaigns
holistically, considering all video styles and modes of
consumption. Our toolkit balances traditional metrics
(such as reach and frequency) with newer measures
like attention metrics, ensuring content aligns with the
viewing context and delivers impact.

By considering all video in our campaigns, we can truly
weave ourselves into the fabric of the media day. It's
not without challenges, but clarity on the role of each
channel and tactic across the video plan is essential
to help make the correct decisions — from audience
approach to KPIs.



What Advertisers Can Do
About CTV’s Transparency

Problem

sabio

DJ Agahi

Managing Director, Global Sabio

CTV is an utterly compelling proposition for advertisers. It combines the scale and immersive storytelling punch of traditional TV with the
precision of digital targeting, supported by household-level data insights and results-based measurement. However, if the potential of CTV
is to be realised in full, the industry must first solve one of its most intractable problems: transparency.

Advertisers lack visibility into
pricing and placement

For advertisers, the transparency challenge is most
pronounced in two areas: visibility into pricing and
ad placement. When it comes to the latter, research
suggests that just 30% of advertisers and publishers
have full transparency of CTV ad placements, and
27% never or rarely have insight into the brand
suitability of their campaigns. Meanwhile, a lack of
pricing transparency threatens to slow CTV uptake by
advertisers. A study by DoubleVerify found that 68%
of marketers require transparency to justify the high
cost of CTV advertising.

This lack of visibility into the CTV ecosystem is a
result of the way in which the market has evolved over
time. A significant proportion of the CTV ecosystem
is made up of DSPs, exchanges, resellers, and

curators who own neither inventory nor technology.
These organisations are in effect brokers; middlemen
who access the inventory via the rented technology of
others to sell bundles of ad units to brands.

Bundled ad units increase
complexity, cost, and risk

When inventory is packaged into bundles and resold
through multiple intermediaries, pricing structures can
become opaque. In such cases, poor visibility into the
underlying publisher costs can create opportunities
for brokers to increase their margin in ways that are
not always clear to buyers.

Bundling also leads to significant brand safety risks,
particularly when advertisers lack visibility into where
impressions are ultimately served. When inventory
is packaged into bundles, buyers may believe they

are securing premium CTV placements, whereas in
reality impressions are being delivered across other
environments, including mobile or web. Without
visibility into where placements are landing, the
likelihood that ads appear alongside unsuitable or
poorly aligned content shoots up. It's little wonder
that over 80% of CTV buyers are concerned about
ensuring their ad placements remain brand-suitable.

The good news isthat theissues around transparency
that are currently giving brands and their agencies
so much trouble can be solved. What's key is that
advertisers ask the right questions of themselves
and their partners before setting out. Doing so will not
only enable them to achieve much greater visibility
around price and placement, it will also help ensure
that they can benefit from more precise audience
targeting at scale.



Key questions advertisers
should ask to ensure CTV
transparency

1. What are my transparency priorities?

Before demanding greater visibility from their
partners, advertisers should first define precisely
what transparency means for their business and
how this matches up with their business objectives.
Some organisations will be focused on incremental
reach, for example, others on premium contextual
alignment and verified outcomes, and others still
on cost efficiency. The exact level and type of
transparency required will differ accordingly. For
some brands and agencies, app- or show-level
reporting and strict brand suitability controls are
essential; for others, fee disclosure and supply
path visibility may matter more. By defining exactly
why transparency matters and what information is
required, advertisers can set clear expectations for
their CTV campaigns.

2. What is the scope of my partner’s tech stack?

Achieving transparency also comes down to
choosing the right CTV ecosystem partners.
Advertisers should make it a priority to work with
platforms that own and operate a full tech stack,
including the DSP, SSP and ad server, and therefore
have complete, end-to-end visibility into how
inventory is bought, sold and delivered. When a
single partner controls the technology, there are
fewer hidden layers where tech fees, licensing
costs or undisclosed mark-ups can accumulate.

3. Do | know what | am paying for?

Advertisers need to look into the true cost of their
media. Do you know what your effective end CPM
is once tech fees, activation costs, data charges
and measurement fees are factored in? In most
cases the sticker price is not the final price, and
hidden fees can significantly inflate campaign
costs. This often happens when media is routed
through partners that don't own their underlying
infrastructure and instead pass on and mark-up
third-party technology costs. To avoid unwelcome
surprises, advertisers should sit down with
suppliers and ask about fee structures and tech
ownership. If a partner cannot clearly explain how
the ecosystem works and where margin is applied,
then it's time to look elsewhere.

4. Can my partner deliver beyond basic targeting?

Age, gender and geo targeting are now table stakes
for CTV and with tightening privacy regulations
limiting log-level data, relying solely on traditional
identifiers will not be enough. The next opportunity
lies in scalable, privacy-first approaches such as
interest-based, aggregate-level and contextual
targeting that can identify audiences more likely to
resemble your ideal customer profile. Establish a
solid baseline for targeting, then work with partners
who can layer in privacy compliant audience
strategies at scale to outperform competitors.
Doing so, advertisers can be sure not only that
their campaigns are being placed in brand-safe
environments, but also that they are being seen
by exactly the right audiences, at exactly the right
time, and in exactly the right context to make an
impact.

The CTV market is in a high-growth phase. In the UK
alone, forecasts suggest that CTV advertising will
reach £2.94 billion by 2028, up from £1.62 billion in
2023. Currently, the market is held back by opaque
advertising practices, but this state of affairs will
not hold for long. Advertisers and agencies will
increasingly look to partner with adtech providers that
can deliver visibility and trust, improving standards
for all. By defining transparency priorities, selecting
partners with full-stack visibility, investigating the true
cost of placements, and embracing smarter targeting
approaches, brands can take control of their CTV
investment and ensure the safety of their placements.

About Sabio

Sabio is the next-generation CTV

partner that unites transparent delivery,
human-behaviour insight and creator-

led innovation to help brands reach and
understand modern audiences. Using
advanced data intelligence and real-world
performance insights to drive attention,
Sabio helps advertisers move beyond
reach to deliver transparent, outcome-
focused streaming advertising at scale.

https://www.sabioctv.com/




'V User Acquisition
—volving Into a
Performance Channel

>
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Steve Gordon

Senior Director, Partnerships - EMEA | Verve

CTV has long had an image problem with performance buyers: great for brand awareness, frustrating as an acquisition channel. The supply ecosystem and the supply
path were structured, priced, and optimized around premium labels, brand-safe environments, and reach goals, not the granular outcome accountability that performance
buyers demand. In practice, this meant targeting and measurement were top-of-funnel, while install-driven teams stayed firmly rooted in mobile channels. Today, that's
changing. The catalyst is a confluence of richer inventory signals, stronger cross-device measurement, and mobile advertisers running out of room to grow on over-

saturated phone screens.

The supply path for CTV is
changing to better support
performance

Historically, CTV supply paths were designed with
brand objectives in mind. Inventory was packaged
around context, premium content, and suitability
rather than efficiency or acquisition outcomes. For
marketers accustomed to mobile user acquisition, this
environment offered limited flexibility to test, optimize,
or scale performance campaigns.

That structure is beginning to evolve. As more mobile-
focused demand-side platforms activate CTV inventory,
they bring with them optimization expectations shaped
by app marketing. Buyers are increasingly asking for
curated inventory, flexible programmatic access, and
pricing models that align with measurable outcomes
rather than content prestige alone.

Scalable inventory at economical costs is becoming as
relevant as premium environments when the objective

is app growth. The conversation is gradually shifting
away from where an ad appears toward what action it
ultimately drives.

Richer signals are enabling
more intelligent optimization

CTV inventory traditionally provided limited signals —
think IP addresses, timestamps, and rudimentary device
information — which worked for audience validation
but left performance models under-powered. These
signals were useful for ensuring contextual suitability,
such as airing a cosmetics ad within a lifestyle program,
but they were insufficient for predicting or optimizing
toward outcomes like mobile installs.

But now the quality of CTV bid requests is improving
fast. Publishers and platforms are increasingly passing
richer content signals in bid requests, including genre,
network, title, and whether the content is live or on-
demand. These contextual cues, long used for brand

safety and relevance, are now being repurposed by
DSPs for predictive optimization models.

In other words, signals that once helped determine
whether an ad appeared in the right environment
are now helping determine whether it appears in the
environment most likely to drive downstream action.

Measurement is closing the
attribution gap

One of the historical limitations of CTV for performance
marketers was the inability to connect TV ad exposure
to measurable actions on personal devices.

MMPs are increasingly addressing this gap. Because
CTVdevicesrarelyprovideadvertising IDs,measurement
systems rely on household-level IP matching and
probabilistic models to associate a TV ad exposure with
a mobile install or other conversion event. While not
perfect, these models are becoming precise enough to
provide operational insights for UA teams.



This measurement foundation lets DSPs optimize
toward real outcomes, not just proxies like impressions
orviewability. With that visibility in place, advertisers can
justify allocating meaningful budgets to performance-
driven CTV campaigns.

Mobile UA has plateaued,
driving exploration beyond the
phone

Another driver behind CTV's evolution is the maturity
of mobile user acquisition itself. Many advertisers have
reached the limits of scalable growth within traditional
mobile environments, where competition is intense
and incremental audiences are harder to find.

CTV offers a pathway to reach those incremental
users. The living room environment provides access to
large audiences that are increasingly difficult to engage
through mobile alone. Exposure on the big screen also
tends to influence behavior across other channels.
Viewers often respond to a CTV ad by searching for the
advertised product or app on social media, app stores,
or search engines.

Rather than competing with mobile, CTV is increasingly
generating demand that amplifies performance across
the broader acquisition mix.

New performance use cases
are emerging

As measurement improves and richer supply signals
become available, advertisers are beginning to test
more clearly defined performance use cases on CTV.

Driving mobile installs directly from the big
screen

Performance-focused buyers are now activating
curated CTV inventory with granular contextual signals
to reach audiences likely to convert on their mobile
devices. These campaigns are designed specifically for

brandformance bidders looking to drive installs at scale
while maintaining the reach and impact of television.

Acquiring high-value gamers through CTV
environments

Gaming advertisers are increasingly interested not
just in install volume, but in player quality and long-
term value. By identifying households with signals that
suggest gaming interest or entertainment affinity, DSPs
can target segments that resemble top-performing
cohorts and bid more confidently onthose impressions.

Retargeting dormant mobile users through
CTV exposure

App advertisers can reconnect with their mobile-
acquired users via CTV, strengthening brand awareness
and inspiring users to return to the app or complete a
specific action. This approach reflects a broader shift
toward treating connected devices as part of a unified
journey, where TV, mobile, and other screens reinforce
each other rather than operating as isolated channels.

Creative innovation is bridging
viewing and action

Creative strategy is also evolving in response to
performance goals. In traditional brand advertising,
creative success is measured by memorability and
emotional resonance. In user acquisition, creative must
also facilitate measurable action.

Interactive formats designed specifically for the living
room are closing this gap. QR codes, pause ads, and
lightweight CTAs let viewers transition from passive
viewing to immediate engagement on their mobile
devices. These formats transform the television screen
into a gateway rather than a destination.

In this sense, creative is becoming part of the
performance infrastructure itself, connecting the
awareness moment on the TV screen with measurable
behavior on personal devices.

| A marketplace in transition

CTV's power as a high-impact storytelling medium that
commands reach, impact, and attention isn't going
anywhere. What is changing is the investment logic
surrounding it.

DSPs are beginning to blend traditional CTV
parameters with advanced modeling techniques that
incorporate richer contextual signals and feedback
loops from measurable mobile outcomes. The
resulting environment increasingly resembles mobile
programmatic optimization, adapted for the realities of
shared screens and household viewing.

CTV user acquisition is not about forcing television to
behave like mobile. It is about building the infrastructure
so that performance expectations can be met on
TV's own terms. Early adopters who experiment with
content-driven targeting, household-level measurement
paths, and cross-screen strategies will define how CTV
user acquisition evolves in the years ahead.

About Verve

Verve connects advertisers to publishers
in emerging channels. We provide Al-
driven tools for effective, responsible ad
campaigns. Our digital media solutions

optimize underleveraged ad inventory,
enhancing outcomes across digital
devices.

ht'l'S: www.verve.com/




The

—volution of

Cross-Media Measurement

IN Europe

Developing robust cross-screen and cross-
media measurement for video remains a
priority for advertisers across Europe. And
while many agencies have their own in-
house methodologies and solutions for
achieving this, we continue to see steady
progress in national-level initiatives for
solving cross-media measurement.

There's a lot of variation in these projects.
Some aim to provide deduplicated reach
and frequency measurement across all TV
broadcaster inventory, while others seek
to standardise measurement across a
wide range of inventory types and media
channels.

Here's how these initiatives are progressing across the

continent:
NN L

UK —
The UK has been a European standard-bearer for the
Halo cross-media measurement framework developed
by the World Federation of Advertisers. Advertiser trade
association ISBA started working on a solution back in
2079, with the aim of giving advertisers deduplicated
reach and frequency measurement across platforms.
To do this, it matches up panel-based data from linear
TV with digital platforms’ datasets, via a ‘virtual ID’
designed by Kantar.

This product, Origin, began trials with advertisers in
2024, and entered an “expanded availability” phase
last summer. Data has been limited to linear TV and
YouTube, though Origin has spoken of plans to integrate
Meta, Amazon, and TikTok.

Separately, the broadcaster-focused project ‘CFlight’
has been live in the market for a while now. Handled
by TV JIC Barb, this provided reach and frequency
measures across linear and on-demand TV content.
CFlight is now fully integrated into Barb Ads Hub, which
offers pre-campaign cross-screen planning and post-
campaign cross-screen measurement.

VIDEOWEEK

Barb has made some significant additions to its cross-
screen planning tools in recent years, including Disney+,
Netflix, and Prime Video. It also started reporting
monthly reach figures for YouTube and TikTok last
year, and for a short while measured TV set viewing for
individual YouTube channels, though Barb has paused
this service amid an apparent dispute with YouTube.

France I I

French measurement outfit Médiamétrie has provided
a bespoke cross-screen measurement product called
XCR for a number of years now, using a panel-based
approach to run studies for clients that gauge the cross-
screen reach of their campaigns. Several years ago,
it also made efforts to update its TV panel: covering
more digital viewing, measuring households which
don't own a TV, and bringing more digital services into
its measurement.

Now, rolling out robust new cross-media measurement
is a major priority for Médiamétrie. As a part of this,
last year it established a new ‘Cross Media Video
Committe€’, bringing together all parts of the industry
to set standards and work on new solutions.

Last year, it pushed out its first ‘Watch' report, which
offers unified audience reporting for TV broadcasters



and online video platforms. This year, it aims to launch
‘MediaReach’, a new offering to provide a unified,
deduplicated view of campaigns across screens,
which will start with video. The committee has agreed
on six metrics for comparing linear TV and digital
video campaigns in a fair way, and AudienceProject
has been brought on board to help with the technical

development of the solution.
Germany f—

Germany’'s AGF in 20719 launched ‘Follow the Campaign,
a joint project with Nielsen to specifically measure the
total reach of video campaigns across TV and digital
video which shows how each channel contributed to a
campaign's total reach, and how effectively it reached
its target audience. Then in 2023 it released AGF
Reach Planner, a pre-campaign planning tool which
helps predict audience reach across different services,
including streaming platforms. In 2024, it changed
the default setting for all its products from TV market
standard’ to ‘'video market standard’, covering both TV
and streaming by default.

A recent focus for AGF has been bringing more
streaming services on board, and using server-to-server
measurement wherever this is feasible and meaningful.
Last year the organisation finalised such an integration
with Prime Video, using a server-to-server connection
to bring data from Prime Video's ad-supported on-
demand content into AGF’'s ex-post analysis tool AGF
Scope.

Last year, AGF also launched a pilot project to integrate
return-path data into its TV measurement, designed
to make its TV offering more robust and better able to
capture small channels and niche audiences.

- -
Sweden mp—

The big ongoing change in Sweden is that its TV
measurement JIC MMS is changing its measurement

provider, switching to Fifty5Blue (formerly Kantar
Media).

Working with Fifty5Blue, MMS is developing a new
video measurement methodology which it says will
include a modernised, tag-agnostic measurement
model, updated rules and methods to reflect modern
viewing behaviour, and a new household panel. This
will deliver four-screen viewing on TV sets, tablets, PCs,
and smartphones. The new service is set to launch at
the start of next year.

Sweden, like the UK, has also embraced the WFA's push
for cross-media measurement standards via advertiser
trade group Sveriges Annonsorer. Its Cross-Media
Measurement (CMM) Sweden project aims to deliver
cross-media measurement standards, with MMS as
well as major broadcasters, advertisers, and other
trade groups feeding into the initiative.

In 2027 CMM launched The Advertising Value Chain’
and an audit report, two publications which essentially
clarified how media is currently measured in Sweden,
where there are potential areas for confusion, what
current standards look like, and where these aren't
aligned. Last year, MMS launched a new ‘Guide For
Media Buyers, using a MediaSense-run audit to
help buyers understand the current state of media

measurement in Sweden.
ltaly I I

In 2022, Italy’s Auditel began upgrading its total video
measurement with a new product, Total Audience,
based onits own single-source panel of 16,100 families.
Families included in this panel have meters installed to
measure TV viewing through audience matching, while
digital viewing is measured through an SDK embedded
in broadcasters’ own players.

More recently, Auditel has been working closely with
Italy’s other media JICs. Specifically Audicom, the body
formed from the merger of its print (Audipress) and

digital (Audiweb) JICs, has been working with Auditel
on the development of interoperable cross-channel
video measurement tools.

Recently, Auditel has been pushing for industry-wide
adoption of CUSV, its unique video spot code which is
pinned to an individual piece of creative. This will be an
enabling component of the upcoming post-campaign
Total Campaign solution, an ambitious project with
involvement across ltaly’s media JICs which aims to
cover all media channels. As part of this collaboration,
Auditel has been acting as a technology provider
for Audicom and Audiradio (Italy’s radio JIC). Total
Campaign measurement aims to go live later this year.
I
Netherlands —
Dutch measurement body Nationaal Media Onderzoek
(NMO) in 2023 began offering Total Video Audience
Measurement via a reworked panel system which
captured digital video consumption as well as TV
activity.
This year, Video Totaal' has gone live, which NMO
says captures all types of viewing behaviour in the
Netherlands across screens: linear, time-shifted,
and on-demand, using panel surveys, measurement
instruments, and census data from participating
broadcasters.

This includes total viewership for on-demand and
video-sharing platforms, with a specific breakdown of
ad-tier viewing for participating platforms.

NMO is also working on NMO Crossmedia, which looks
across all NMO audience measurement studies, online,
audio, reading and video audience measurement, to
provide a more integrated, cross-media view of reach.
Finally, the Dutch OOH measurement organisation BRO
Next has become part of NMO, expanding NMQO’s remit
to also cover outdoor advertising.



After the

Soycotts: The

New Landscape of Social

Video

Brand Safety

VIDEOWEEK

It's been almost ten years since YouTube's ‘Adpocalypse’, where a number of major brands pulled back from the platform following reports
that their ads had run alongside extremist content.

What followed was a repeating cycle seen across the major social platforms. A fresh brand safety crisis would be sparked as ads were
screenshotted alongside problematic (if not outright dangerous) posts; brands would announce they were pausing their spending; the
platform in question would promise to firm up their content moderation tools; and advertisers would quietly resume their spending.

Fast forward to 2026, and this cycle largely seems to
have broken. While brand safety incidents still occur,
it's been a while since we've seen a major outcry from
advertisers. Despite any temporary pullbacks, ad
revenues for the biggest social companies continue
to win a growing share of total ad spend.

At the same time, concerns about harmful material
on social platforms remain. And we've actually seen
some platforms pull back on content moderation (or
at least talk about it), citing free speech.

So how is the brand safety conversation for social
video evolving?

| Not a Solved Problem

Industry studies suggest that while there may be less
noise around brand safety than there was in the past,
that'snotbecauseit'snolongeranissue. The platforms
themselves continue to roll out new controls to help
brands manage what their content does and doesn't
appear next to (more on those below), and those have
given advertisers more confidence buying against
social video. But brand safety remains a significant
concern.

IAB Europe's most recent Attitudes to Digital
Advertising report found that media quality issues
(encompassing fraud, brand safety, viewability, and
transparency) are a major barrier to digital ad growth.
It was the issue cited most frequently by agencies (50
percent), and the second most common concern for
advertisers (60 percent).

The same report found that these quality metrics are
valued highly in video campaigns, listed by 48 percent
of respondents as one of their most important video
KPlIs, a higher proportion than any other metric.

Advertiser Perceptions’ 2025 Trust in Advertising
report, meanwhile, found that brand safety is the joint
most common reason for marketers to pull back
on spending, tied with campaign performance at 41
percent. The reputation of a media vendor, which
itself is also influenced by brand safety scandals, sat
at 38 percent.

And while there's variation in how much marketers
trust individual social platforms, data from Kantar
suggests that none have a stellar reputation. A Kantar
study from 2024 found that just four percent of
marketers believed ads on X provided brand safety,



while YouTube, the highest ranked platform measured
by Kantar, scored just 39 percent on the same metric.

I New Concerns Emerge

We've also seen a number of new developments over
the past few years, complicating advertisers’ ability to
manage brand safety on social platforms:

The Growth of GenAl

The development of generative Al technologies has
amplified some brand safety risks, while also creating
entirely new ones. GenAl makes the creation of
convincing misinformation and disinformation much
easier than it was previously — particularly when it
comes to video. But it's also led to the proliferation of
‘Al slop”: low-effort, low-quality Al-generated content
which isn't necessarily problematic, but isn't material
brands would necessarily want to be aligned with.

Appearing next to Al-generated video also has its own
risks, due to audience distaste for some kinds of Al-
generated content.

The big social media businesses have taken different
approaches to Al content: while YouTube for example
has shut down multiple Al slop channels, xAl's Grok is
actively embedded in X, and Meta's Mark Zuckerberg
has floated the idea of actively pushing Al-created
posts and accounts to Facebook users.

Platform U-Turns -

Elon Musk cut content moderation teams and
pledged to take a laxer approach to censorship when
he bought Twitter, sparking an often adversarial
relationship with larger advertisers. Meta CEO Mark
Zuckerberg and YouTube CEO Neal Mohan have both
also spoken of changing their policies around policing
content in the past few years.

There's also been a pushback against advertisers
working together to address brand safety. Elon Musk
has sued the WFA and a number of individual brands,
accusing them of coordinating an illegal boycott of
advertising on X, though this lawsuit was recently
thrown out by a US judge. Regardless, Musk's legal
threats have led to the discontinuation of the WFA's
Global Alliance for Responsible Media (GARM).

Adjacency in Short-Form Feeds

TikTok, and TikTok-like short-form scrollable vertical
video feeds onrival platforms, don't fit the same brand
safety template established on YouTube. On YouTube
(outside of Shorts), ads play directly attached to
videos, while on short-form feeds, they sit within the
scroll. Thus, the content they should be considered
adjacent to isn't as clearly defined.

The monetary relationship between an ad and a piece
of content is also less well defined. While a pre-roll
ad on a specific video could be said to be funding the
creator of that video, that same direct link doesn’t

exist in vertical feeds.
e~

N (4)
Loose Ad Filters

It's not just the content which appears on a social
platform which can be problematic for a brand — the
other ads which are shown can cause issues too.
Meta has come under fire in recent months after
documents surfaced showing the company expected
to make ten percent of its 2024 global revenue from
ads for scams and banned goods.

From In-House Tools to
Industry-Wide Standards

The social platforms continue to release their own
tools to help advertisers manage risk and brand
suitability.

Al has always played a big role in managing brand
safety, identifying problematic themes and images in
videos and categorising posts. So while Al is bringing
new risks to social video advertising, the social media
companies are also leaning on advanced Al tools to
power their brand safety filters.

YouTube for example is using its Gemini Al product
to match brands to creators, making it easier to opt-
in to specific lists of brand-appropriate creators. X
meanwhile is reportedly using its own tool Grok to
vet content for brands (though it should be noted that
Grok itself has been at the centre of several major
safety issues on X).

For advertisers who specifically want to avoid Al-
generated content, some third-party verification
companies which partner with the social platforms
are developing tools to block Al slop. And YouTube
has taken a proactive approach in demonetising or
deleting channels which solely release low-effort Al
slop.

Staying on top of the platforms’ in-house product
relationships and new partnerships remains
important, given the ongoing evolution of brand risk in
social video. And while GARM has ceased operations,
there are plenty of industry resources detailing best
practices and standardised approaches to handling
brand risk, from the likes of the Brand Safety Institute,
the 4As, the WFA, and the major media agencies.
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