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“The television ad industry is quietly being reshaped to
include superior audience metrics, to provide addressable

ads, and to escape from DVR-based fast-forwarding.”
– Billy Hulkower, Senior Analyst, Technology and

Media

This report looks at the following areas:

• Is the DVR really killing television ads?
• How will the TV ad market adapt to time-shifted viewing?
• When will targeted TV ads be commonplace?

Online video is becoming interchangeable with traditional television usage, with internet connectivity
widely available on televisions, and television content widely available via laptops, tablets, and
smartphones. This report explores response and engagement not only with online video ads but also
standard broadcast commercials. Subjects include commercial avoidance, reach of ads, purchasing
based on ad viewership, the path to purchase between seeing the ad and making a purchase, and how
second-screen usage is changing the television experience.

For the purpose of this report, Mintel defines television ads as those seen via broadcast, on DVR after
broadcast, and those seen while watching video on demand content from satellite, cable, and telco
subscription services, even if these ads are seen on a smartphone, tablet, or computer.

Online video ads are those seen while watching programming from a website or app not affiliated with
a television service subscription, and includes ads that occur before, during, or after content seen
through these formats, including overlays. Sales data, however, includes only online video not seen on
a phone or tablet.
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Hispanics show high engagement with TV on social media
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Figure 98: Frequency of purchases made in response to floating ads, by age, April 2013-December 2013

Figure 99: Frequency of purchases made in response to floating ads, by race/Hispanic origin, April 2013-December 2013

Figure 100: Frequency of purchases made in response to floating ads, by household income, April 2013-December 2013

Figure 101: Frequency of purchases made in response to online full motion video ads, by age, April 2013-December 2013

Figure 102: Frequency of purchases made in response to online full motion video ads, by race/Hispanic origin, April 2013-December
2013
Figure 103: Frequency of purchases made in response to online full motion video ads, by household income, April 2013-December
2013
Figure 104: Frequency of purchases made in response to pop-up ads, by age, April 2013-December 2013

Figure 105: Frequency of purchases made in response to pop-up ads, by race/Hispanic origin, April 2013-December 2013

Figure 106: Frequency of purchases made in response to pop-up ads, by household income, April 2013-December 2013

Figure 107: Frequency of purchases made in response to search ads, by age, April 2013-December 2013

Figure 108: Frequency of purchases made in response to search ads, by race/Hispanic origin, April 2013-December 2013

Figure 109: Frequency of purchases made in response to search ads, by household income, April 2013-December 2013

Figure 110: Frequency of purchases made in response to search ads by age, April 2013-December 2013

Previous familiarity with products purchased
Figure 111: Previous familiarity with product purchased, by gender, February 2014

Figure 112: Previous familiarity with product purchased, by cost of most recent purchase related to an online ad, February 2014

Figure 113: Previous familiarity with product purchased, by whether television is connected to the internet, February 2014

Activities conducted in path to purchase
Figure 114: Activities conducted on path to purchase, by age, February 2014

Figure 115: Activities conducted on path to purchase, by race/Hispanic origin, February 2014

Figure 116: Activities conducted on path to purchase, by gender, February 2014

Interest in ad customization
Figure 117: Interest in customized television ads, by household income, February 2014

Figure 118: Interest in customized television ads, by race/Hispanic origin, February 2014

Figure 119: Interest in customized television ads, by urban area, February 2014

Figure 120: Behavior related to television viewership, by race/Hispanic origin, February 2014

Figure 121: Interest in more information about products advertised on television, by household income, February 2014

Figure 122: Interest in more information about products advertised on television, by urban area, February 2014

Figure 123: Voluntary viewership of online ads, by household income, February 2014

Appendix – Data Partners and Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Television and Online Video Ads - US - April 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680694/
mailto:oxygen@mintel.com

	Television and Online Video Ads - US - April 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Segment Performance
	Innovations and Innovators
	TV and Online Ad Reach
	Attitudes to Television and Television Ads
	Ad Avoidance
	Purchasing in Response to Ads
	Customization and Voluntary Viewership
	Second Screening
	Qualitative Research
	Race and Hispanic Origin
	Appendix – Additional Consumer Tables
	Appendix – Data Partners and Trade Associations



