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"Many online adults viewed a commercial via linear
television in the last week, and these ads continue to have a
powerful influence; the majority of viewers for every
category surveyed have had some positive responses to
commercials, including the desire to learn about new
products and gain new insight into ones with which they’re
already familiar."

- Billy Hulkower, Senior Technology Analyst

This report looks at the following areas:
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e Half of audience tuning out RE PO RT NOW

o Purchases in response to commercials are rare
o Positive responses less common for infrequently-purchased categories
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Further, while viewers are being lost to streaming services, some online respondents viewed a store.m i nte| .COom
commercial via a time-shifted platform in the past week alone via digital video recorder (DVR),
Television Everywhere (TVE), or pay television (TV) service video on-demand (VOD) libraries. The
share of adults viewing linear programming is likely to continue to decline, but some portion of that CALL:
audience will be maintained via these viewing methods. EMEA

+44 (0) 20 7606 4533

In light of this background, this Report explores response to television commercials in 12 categories,
inclusive of ensuing discussions about the commercial, and the pursuit of additional information via
online and in-person research. These topics are explored not only via quantitative analysis, but also via Brazil

a dedicated qualitative panel conducted specifically for this report. 0800 095 9094

For the purpose of this Report, Mintel defines television commercials as inclusive of those seen at the
time of broadcast, on DVR, via TVE in online streams, social media, and pay TV VOD libraries. Americas
Sponsorship of live events and pre-recorded programming is also included in this Report, including +1 (3 1 2) 943 5250
shows specifically created to promote company products, whether these shows are delivered online on
traditional television, or both.

China
Banner ads on websites and apps are discussed as competition for advertiser spending on television +86 (2 1) 6032 7300
campaigns, but are otherwise not included in this Report.
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. more holistic view of this market
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On-demand a means of escaping from commercials
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Figure 12: Viewership of ads on linear television, by gender, October 2017

Viewership more common among older age groups
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Black viewers stay tuned
Figure 22: Ad avoidance, by race and Hispanic origin, October 2017
Panelists consistent in ad avoidance
In their own words:
Sponsorship: the softer sell
Figure 23: Positive sentiment toward brands sponsoring content, by gender and age, October 2017
Minority groups value sponsors
Assessing the appropriateness of sponsorship within multicultural markets

Figure 24: Positive sentiment toward brands sponsoring content, by race and Hispanic origin, October 2017

Higher-income groups less keen on sponsorship
Figure 25: Positive sentiment toward brands sponsoring content, by household income, October 2017

Commercial Viewership Online

More than half of adults saw commercials online
Figure 26: Viewership of commercials in online content, October 2017

Shifting allocations to access younger viewers online
Figure 27: Viewership of commercials in online content, by age, October 2017

Shift seen toward lower-income brackets
Figure 28: Viewership of commercials in online content, by age, October 2017

Selling the Commercial

Importance of creative may be overrated...
...but humor is memorable

In their own words:

The information matters most

Sales and reviews well-received

Figure 29: Interest in sales, reviews, and real customers, October 2017

Most consumers interested in ads focused on sales
Figure 30: Interest in hearing about sales and discounts via television commercials, by household income, October 2017

Older Hispanics seeking news on sales/discounts
Figure 31: Interest in hearing about sales and discounts via television commercials, by Hispanic origin and generation, October 2017

Younger men influenced by reviews, real customers
Figure 32: Interest in product reviews and use of real customers, by gender and age, October 2017

Dads more likely to buy customer testimonials
Figure 33: Interest in product reviews and use of real customers, by household income, October 2017

Response to Commercials by Category

Viewers respond to commercials for movies, food, and restaurants
Figure 34: Positive response* to commercials, by category, October 2017

Commercials inspire purchases in common, everyday categories
Figure 35: Purchases in response to commercials, by category, October 2017

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/860217/
mailto:reports@mintel.com

MINTEL

Television Advertising - US - January 2018

e The above prices are correct at the time of publication, but are subject to
Report Price: £3254.83 | $4395.00 | €3662.99 B

Awareness increased for programming, travel, electronics, food
Figure 36: Incidence of learning about new products or learning more about familiar products, by category, October 2017

Boosts in interest most common achievement
Figure 37: Incidence of becoming more interested in a product, by category, October 2017

Viral buzz uncommon outside food and entertainment
Figure 38: Generating discussion via commercials, by category, October 2017

Tech and travel researched further online
Figure 39: Pursuit of information online subsequent to viewing commercial, October 2017

Food, restaurants followed up in-person
Figure 40: Incidence of checking product out in-person subsequent to viewing commercial, October 2017

Response to Categories by Demographics

Convention holds in categories of interest to men and women
Figure 41: Positive response* to commercials, by category, by gender, October 2017

Under-45s more likely to respond
Figure 42: Positive response* to commercials by category, by age,, October 2017

Older viewers retain interest in autos, movies, television
Figure 43: Positive response* to commercials, by category, by age II, October 2017
Figure 44: Positive response* to commercials, by category, by age II, October 2017

Black viewers respond to electronics, fashion, personal care
Figure 45: Positive response* to commercials, by category, by race, October 2017

Hispanics top audience for nearly every category
Figure 46: Positive response* to commercials, by category, Hispanics vs non-Hispanics, October 2017

Young men, parents most likely to make a purchase
Figure 47: Purchases in response to commercials, CHAID* analysis, October 2017

Appendix - Data Sources and Abbreviations

Data sources

Consumer survey data
Consumer qualitative research
CHAID analysis methodology
Abbreviations and terms
Abbreviations

Terms
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