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onnected TV (CTV) was the

fastest-growing ad channel tracked

by EMARKETER, with ad spend
outpacing digital (ads appearing on desktop
and laptop computers, mobile phones,
tablets, and other internet-connected
devices), search, social media, and retail
media in 2024. With Amazon Prime
Video's ad tier launch last year, most large
services are in the ad-serving business.
Marketers are embracing CTV'’s targeting
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Now is the time

for CTV advertising

Television advertising used to be less sophisticated.

Ads ran during scheduled programming, and regional
advertising was as personalized as ads got. But CTV
advertising has remade TV ad buying and delivery.
These digitally sold ads show up on screens through
software like streaming services, hardware like
smart TVs, streaming devices like Apple TV,

or video game consoles.

According to our November 2024 forecast, companies
earning over $1 billion from CTV ad revenue will quadruple
from 2020 to 2026. By 2026, nine major platforms are
forecast to surpass this threshold, up from just two in 2020.

Opportunity Is Knocking With the Number of Billion-Dollar CTV Ad Businesses
More Than Quadrupling From 2020 to 2026

streaming services with at least $1 billion in US connected TV (CTV) ad revenues, 2020-2026
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peacock:  NETFLIX peacock: NETFLIX
Roiku amazon Roxu amazon Roku amazon
DYouube hulu ©Youuhe hulu DYoulube hulu Youube hulu
2020 2022 2024 2026

Note: includes advertising that appears on connected TV devices; net ad revenues after company pays content acquisition costs (CAC) to partners
Source: EMARKETER Forecast, Nov 2024

351713 =M |EMARKETER

_ EM‘EMARKETER — FIELD GUIDE MADE POSSIBLE BY gStackAdapt


https://www.emarketer.com/
https://www.stackadapt.com/?utm_source=sponsorship&utm_medium=ebook&utm_campaign=ctv_h1_integrated&utm_content=emarketer

Viewer behavior is driving this shift:

e Our January 2025 forecast shows average US CTV
usage is expected to double from one hour and 22
minutes (1:22) in 2020 to 2:37 in 2026.

e By 2026, 69.9% of the US population will use CTV,
according to our forecast.

Advertisers are responding:

e CTV advertising is part of the larger over-the-
top (OTT) channel. An April 2024 Advertiser
Perceptions and Premion study found 69%
of CTV/OTT marketers rank it as the most
important media type for their goals.

e The same study reported that 61% planned
to increase CTV ad spend in 2024.

CTV ad inventory surged in 2024 with Amazon
Prime Video's ad integration. According to
Antenna, ad-supported streaming subscriptions
were projected to grow 82.8% in 2024 from
93 million in 2023 to nearly 170 million.

Our forecast shows CTV ad spend growth

at 15.8% this year, down from 23.1% in 2024.

Live Sports Viewers Increasingly Embrace Digital

millions of US live sports viewers, by distribution
method, 2022-2027
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Note: individuals of any age who watch live sports content at least once per month over
the course of the season of at least one sport via the referenced distribution method;
excludes highlight viewing and viewing of nonlive content; excludes esports; excludes
Olympics content; digital includes digital platforms such as OTT, TV Everywhere, and
vMVPDs

Source: EMARKETER Forecast, Sep 2024
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Key trends driving CTV advertising interest:

EMARKETER forecasts Netflix
to lead YouTube in CTV viewers
by 2025 (190.0 million vs. 171.0

million viewers), but YouTube
holds 12.0% of US CTV ad
spend vs. Netflix's 5.0%.
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In 2023, digital live sports

surpassed traditional pay TV.
In 2024, Netflix aired its first live
football match and drew a large

audience for its Mike Tyson vs.
Jake Paul boxing event. Viewers
accustomed to ads in sports
programming transitioned to
digital seamlessly.

Hub Research reports free
ad-supported streaming TV
(FAST) platforms reaching 65%
of US adults, with innovations
in ad delivery. With stable ad loads
and prices, FAST platforms are
innovating ad delivery. The Roku

Channel sells ad inventory for

other streamers.
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Benefits of

CTV advertising

and measurement. Marketers value the strategic targeting
of smaller, engaged communities.

Precision audience
targetingis the
top CTV/OTT
advertising benefit
for advertisers
(39%), according
to the Advertiser
Perceptions study.

Linear TV's US ad spend share will drop to 11.0% in 2026,
down from 28.8% in 2019, EMARKETER forecasts.
This is due to CTV advertising’s strengths in targeting

Advanced targeting

CTV ad platforms connect directly to user data, allowing precise
audience segmentation based on location, demographics, interests,
and viewing habits.

Precision audience targeting is the top CTV/OTT advertising benefit
for advertisers (39%), according to the Advertiser Perceptions studly.

Real-time measurement

Here's where the “connected” part of CTV comes in. Ad platforms give
marketers performance data on KPlIs like brand awareness, impressions,
video completion rates, and even in-store sales. Half of CTV/OTT
advertisers always use brand awareness to evaluate return on ad
spend (ROAS) on CTV platforms, and almost half (47%) always use
impressions or views to evaluate ROAS, Advertiser Perceptions found.

CTV platforms are also increasingly partnering with retail media
networks, which can deliver valuable first-party data in ways that
linear TV or other platforms cannot.

Real-time measurement can guide campaign decision-making and
optimization, allowing marketers to change messaging and strategy
mid-campaign.
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CTV ads have
a high video
completion rate
of around 98%,
according to
2022 data from
Extreme Reach.

Engaged audiences

CTV ads have a high video completion rate of around 98%,
according to 2022 data from Extreme Reach. CTV ad completion
was substantially higher than mobile and desktop.

Enhancing linear TV campaigns.

CTV advertising can complement traditional TV campaigns, providing
incremental reach and enhancing measurement through A/B testing
for targeted demographics. Some 80% of CTV/OTT advertisers view
it as an extension of a linear TV ad buy, per Advertiser Perceptions.

Interactivity and shoppability

Some platforms allow viewers to create interactive ads with features
like on-screen QR codes, bringing CTV experiences closer to the
bottom of the funnel.

Shoppable TV is in its beginnings, but growing, with a projected 85.3
million buyers by 2027, according to EMARKETER. About 62.8%

of consumers discover new brands or products through TV content,
per EMARKETER and Shopsense.ai research.

Cost-effectiveness

CTV targeting improves audience efficiency and reduces media
waste, translating into lower ad costs.

By Q2 2025, Netflix and Max are forecast to be the only streaming
services EMARKETER tracks with average CPMs above $30. Netflix
and Disney+ will experience CPM declines exceeding $10 between
Q12024 and Q2 2025.

Brand safety

CTV advertising faces lower fraud or scam risks than traditional
digital advertising. It's harder for scammers to serve malware to
CTV devices and there are fewer opportunities for viewers to click
on malicious messages or download harmful apps.
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CTV

advertising
challenges

Platform fragmentation:

AR

of CTV/QOTT advertisers cited transparency on ad placements as a major

39%

challenge, according to the Advertiser Perceptions study. Additionally,

39% said fragmentation or too many providers was their largest challenge.

e Marketers must target unique demographics. Crafting individual or iterative creative

for each platform may take more resources but will deliver better performance.

Signal loss:

Many CTV platforms offer
subscription tiers where
viewers can skip ads. Of course,
some tiers allow users to avoid
ads altogether.

Lack of standardization:

There is no measurement
standardization across streaming
platforms, limiting ad dollar
growth. Some 25% of US TV/video
ad buyers want three currencies
for impression measurement,
according to March 2023 data
from the Interactive Advertising
Bureau, Standard Media Index,
and Advertiser Perceptions.
Another 45% opt for four

Oor more currencies.

EM‘EMARKETER — FIELD GUIDE

Biggest Challenges in Connected TV (CTV)/OTT
Advertising According to US CTV/OTT
Advertisers, April 2024

% of respondents

Fragmentation/too many providers 39%
Transparency on where your ads are running 39%

Difficulty managing ad frequency across publishers/platforms 37%

Inconsistent measurement standards 33%

Disparate reporting across multiple buys 32%

29%

Multiple ad buys to attain reach and frequency

Reach and scale to target effectively 29%

Cost 28%

Brand safety concerns 21%

Ad fraud 19%

- 3% No challenges to CTV/OTT advertising

Note: n=150 who are involved in decision-making for CTV/OTT ad spending
Source: Advertiser Perceptions, "CTV/OTT Advertiser Study 2024" commissioned by
Premion, July 25, 2024
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How CTV ad

buys are done

CTV advertising platforms help marketers place
ads across platforms, but there are several
approaches to buying these placements.

Here are the three main avenues for ad buys:

From a streaming service or TV From TVs or streaming devices:
network: This gives advertisers access This allows advertisers to place ads

to the exclusive inventory provided by across many apps offered by the device-
the service, but limits the ad buy scale, makers, but means less control over
tying it directly to the provider. those placements.

v

From programmatic platforms: Pro tip: When buying CTV
Advertisers can bid on ad space ads across platforms ensure
across many apps and devices. ad creative is varied and not

However, this approach means repetitive so viewers don't see
advertisers might miss out on the same ad multiple times.
exclusive inventory offered directly

by streaming services.
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Cord-Cutters
Are Streaming

Are You Advertising on CTV Yet?

= an M
= ae il
Reach a broad audience Access top-tier CTV Forecast audience growth
across various streaming ad inventory on leading apps when supplementing linear
platforms, all from one place. and streaming services. TV buys with programmatic.

Broadcast Your Brand on CTV
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Why CTV advertising has

never been more accessible

This sponsored article was contributed by StackAdapt.

Greg Joseph
Vice President, Inventory Development
StackAdapt

In the early days of streaming TV, CTV stood apart
from traditional linear TV for delivering on-demand
shows and movies, and for being ad-free.

Since then, with the rise of over-the-top services,
streaming platforms seeking to diversify revenues,
and cost-conscious viewers searching for affordable
ways to watch premium programming, ad-supported
streaming has surged. Now, nearly every major
service—Disney+, Peacock, and Max included—
have launched ad-supported subscriptions.

This has been a game-changer for publishers—
EMARKETER forecasts that nine streaming services
will each generate over $1 billion in ad revenues

by 2026 —but a major boon for advertisers.

With many premium streaming services opening
up to advertisers and time spent watching CTV
increasing, there are more opportunities for
advertisers to connect with consumers in the
comfort of their own homes.

Part of that has to do with the inventory available.
Despite streaming having lighter ad loads than
traditional linear TV (which can vary significantly
by platform), CTV viewership continues to rise,
with nearly 70% of the US population streaming
TV—many opting for ad-supported plans—
creating a growing pool of engaged audiences
for advertisers. But it also has to do with the
types of inventory available.

Previously, streaming was limited to on-demand TV
shows and movies. But in the past year, streamers

EM‘EMARKETER — FIELD GUIDE

have inked deals with every major sports league—
including the MLB, NBA, NHL, NFL, WNBA, and WWE—
opening new opportunities for endemic and non-
endemic brands to target dedicated, engaged users
through CTV. Roughly 105.3 million US viewers watch
live sports through streaming, and EMARKETER
estimates an additional 27.7 million viewers by 2028.

Meanwhile, CTV advertising costs continue

to decline. One interesting outcome of Amazon Prime
Video auto-enrolling users in its ad-supported tier

in early 2024 was that it flooded the market with
inventory, causing CPMs to decrease across the
board. As a result, EMARKETER forecasts that by
Q2 2025, Netflix and Max will be the only streaming
services it tracks with average CPMs higher than $30.

This has lowered the barrier to entry and democratized
CTV advertising, allowing major brands and small-
and medium-sized businesses with limited budgets
to target the right audience on the right platform

at the right price.

A major reason to use CTV advertising in 2025 may
be the increased number of programmatic buying
options available.

Programmatic platforms like StackAdapt simplify

the process for advertisers who previously had to log
in to multiple platforms, manually negotiate deals with
streaming services to access ad space, and create
multiple assets to meet each publisher’s technical
specifications. These programmatic platforms allow
advertisers to bid on premium inventory, automatically
adjust creatives, optimize campaigns in real time,

and target users across multiple streaming services,
all from a single platform. Visit StackAdapt’s website
to learn more.
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Select CTV advertising

platform features

Marketers looking to take advantage of the growing CTV
opportunity rely on CTV advertising platforms, which let them
buy and show video ads across internet-connected TV devices,
streaming devices, and gaming consoles.

Here are standout features of some programmatic platforms:

Advanced tracking and measurement

While CTV can provide better
measurement metrics for
advertisers, some platforms
offer advanced tools to
condense data, evaluate
performance, and optimize
campaigns.

Targeting data

StackAdapt provides
performance metrics, data-
driven insights, and customizable
reporting options—all from

a single dashboard. It also

offers Brand Lift, which surveys
consumers exposed to an
advertiser's campaign

and measures its impact

on brand perception.

e MNTN's Verified Visits

attribution model reports a site
visit driven by a CTV ad within
a customizable time frame.
The platform offers an identity
graph comparing households
and integrates with Google
Analytics and Rockerbox.

CTV allows for advanced
targeting data compared
with linear TV.

However, platforms may use
different data sources for
various campaign goals.

IEEE SV EMARKETER - Fieio cuioe

Amazon DSP gives marketers
access to the retail giant's
audience signals from its
browsing, shopping, and
streaming insights. The platform
also provides access to media
properties like Amazon Prime,
Twitch, and apps on Amazon's
Fire TV.

o TripleLift offers thousands

of genres for CTV campaigns
and allows marketers

to selectively include

or exclude genres based

on campaign needs.
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Real-time optimization

CTV advertising platforms allow
advertisers to amend and optimize
as they go, without wasting time and
budget on significant changes.

Advertisers can create multiple CTV
campaigns and only change the
necessary variables, such as creatives,
demographics, and channels. This method
enables quick and flexible optimization.

Content feedback and collaboration

Some CTV advertising .
platforms offer creative

services that can level the

playing field for advertisers

lacking design resources.

Educational resources

AdRoll offers customers
access to its designers
to produce ads in various
formats or receive
design consultations.

StackAdapt's Creative

Studio can aid in all stages

of a campaign. It offers full
production capabilities,

and customers can access help
in editing, refining, translating,
or resizing existing creative.

Some platforms offer a wide .
range of contextual educational
resources that guide marketers
through traditional and
emerging practices.

Al incorporation

The Trade Desk provides The
Resource Desk, offering users
the latest on product news,
technology innovations, case
studies, and best practices.

The StackAdapt Academy offers
a large, ongoing catalog of
advertising courses and training
on topics from B2B marketing
to programmatic strategies.

As with many martech and ad .
tech platforms, Al is adding
new functionality to CTV
platforms. For example, Al
can help identify high-intent
households with a high
conversion likelihood based °
on behaviors and in-market

signals. Here are some Al

enhancements:

EM‘EMARKETER — FIELD GUIDE

MNTN’s Matched uses Al to
score US household consumers
based on shopping behavior,
life events, and interests to help
marketers match campaigns
with audiences.

Amazon DSP uses Al to
enhance automation with
data-driven insights and
comprehensive reporting.

Google's Display & Video 360
uses Google's Al to evaluate
aggregated click, conversion,
and impression signals with
prediction models to offer the
best bid for each impression.
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Notable CTV advertising platforms

Demand-side platforms (DSPs)

These platforms provide advertisers with aggregated ad inventories from various
CTV channels, often allowing real-time bidding. DSPs offer targeting capabilities
and the ability to purchase impressions across publisher sites.

MNTN

MNTN offers a CTV advertising platform optimized
for direct-response marketing, with over 150
publisher deals including Peacock, ESPN, CBS,
Bravo, and FOX. MNTN provides CTV tools for
marketers to tailor and adjust ads; advanced
targeting to reach specific demographics, behaviors,
and consumers; and reporting solutions to measure
and optimize campaigns with real-time data. It serves

B2B, B2C, small businesses, and enterprise clients.

M mntn

StackAdapt

StackAdapt is a programmatic platform known

for its user-friendly interface. Its CTV solutions
feature premium inventory (from publishers like
NBCUniversal, Disney, and Channel 4), same-day
brand lift studies, and Creative Transcoding to fit
existing CTV creative with publishers' specifications.
StackAdapt also offers marketers machine learning
optimization analyzing campaign data; precise
targeting tools for demographics, interests, and

online behavior; and various creative tools.

CY StackAdapt
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Amazon DSP

Amazon's programmatic ad platform offers CTV
features for advertisers to leverage audience data
and optimize campaigns. Amazon DSP has clients
like Procter & Gamble, Unilever, L'Oréal, Sony, and
Coca-Cola. The platform provides access to the retail
giant's first-party browsing, shopping, and streaming
data, along with inventory opportunities on Amazon
Prime, Twitch, and network and broadcaster apps

on Amazon's Fire TV.

amazon ads

Google Display & Video 360

Google's tool aids advertisers in planning, managing,
and measuring CTV campaigns. Google Display &
Video 360 offers collaborative workflows, audience
insights, and automated bidding and optimization.
Customers access Google Audiences and other first-
party data. Google Display & Video 360 provides

inventory from CTV services like YouTube TV.
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Supply-side platforms (SSPs)

These platforms are exchanges for publishers OpenX
and ad space sellers to market their inventory OpenX is a programmatic exchange that connects
to advertisers and DSPs. publishers and advertisers on a real-time bidding

platform. It offers tools for marketers to identify

and reach their audiences and can cross-reference

TripleLift

TripleLift offers a platform for advertisers and

first-party data with its third-party data to create

personalized audiences. OpenX boasts a cloud-

publishers to scale personalized, targeted ads across based exchange and uses advanced Al from Google

multiple platforms. It also provides creative services, Cloud to reduce costs and optimize traffic.

targeting data, and proprietary CTV formats like

"Enhanced Spots”

/A triplelift “OpenX.

Platforms that are both
DSPs and SSPs

Verve

Verve uses Al-driven tools for ad buyers and sellers

FreeWheel

FreeWheel has ad platforms for both the demand

through its Brand+ Marketplace. For buyers, Verve's

marketplace offers audience curation tools for ID and

side and supply side of CTV marketing. Owned b
PPY 9 Y ID-less targeting. For sellers, the Brand+ Marketplace

Comcast, FreeWheel utilizes the video giant's data . .
g offers packaged inventory deals from direct-sourced

and technology to provide advertisers heightened
gytop 9 demand, deal curation, and data enrichment.

N\’ verve

forecasting, planning, and buying across most

platforms, with unique data to ensure target

audience reach. Advertisers can buy ads with

direct connections to major publishers and Comcast

partners like NBCUniversal, Discovery, and Fox.

FRESWHESL

A COMCAST COMPANY

SmartyAds

SmartyAds is a programmatic platform with tools

for advertisers, publishers, agencies, and enterprises.
It has one platform for advertisers to buy digital ads
across multiple channels and devices, and another

for publishers to sell ad inventory.

U smartyads
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tochoosea CTV
advertising platform

B

Align your goals
against CTV's strengths
and limitations

Marketers should understand the
expected role of a CTV ad buy in their
campaign. This can guide decision-making
on how to make ad buys—whether from

a streaming service, a CTV hardware-maker,

or a programmatic CTV advertising platform.

Recognize how CTV is growing alongside
traditional, linear TV.

"Forever and ever, CTV was this special
channel that needed special treatment,
and suddenly it has become a standard,
mainstream buying mechanism,"

said Ashwini Karandikar, executive vice
president of media, technology and data
at the American Association of Advertising
Agencies. "While the CTV inventory itself

is still specific, it's all slowly getting merged
into the streaming video bucket."

EM‘EMARKETER — FIELD GUIDE

Create an overview
of your top-level goals

Do you have niche targeting needs?
Does your intended audience spend
more time on one service than another?

Do you need help with your creative?

The answers to these questions
will be unique to each campaign.
CTV programmatic platforms offer
an immense array of services that
could match your needs.

"Forever and ever, CTV was this
special channel that needed
special treatment, and suddenly
it has become a standard,
mainstream buying mechanism."

—Ashwini Karandikar, Executive Vice President

of Media, Technology and Data at the American
Association of Advertising Agencies
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Consider creative

If you have an in-house production team that can adjust creative
before and during a campaign, your CTV advertising platform options
will differ from a business with limited creative resources.

5
A

Many CTV ad platforms offer creative services, but their approaches
differ. For example, TripleLift's creative services emphasize editing

and recreating existing creative work into specific CTV formats.
Whereas StackAdapt can provide more holistic assistance to marketers
that include everything from pre- to post-production services, as well
as Creative Transcoding to automatically format existing creative

to a publisher's particular specifications.

Look ahead to the launch, measurement,
and optimization

@ When reviewing options, consider your expectations for every campaign
stage. Weigh the choices around your real-time bidding, inventory,

and targeting needs. Always plan to adjust for fraud.

"If the numbers are to be believed, there's a fair chunk of fraud right now

in streaming CTV inventory, which is not surprising," Karandikar said.
"Once you take off the ceiling and once you are able to just keep adding
impressions to sell more ads, then fraud becomes a pretty common thing."

a Pay attention to CTV'’s evolution
CTVis growing in users and changing rapidly. New advertising
a formats and inventory are being introduced, like Amazon Prime's
ad tier and pause screen ads. Track these changes to ensure

a campaign maximizes opportunities.

"This year at CES, LG and Samsung both came out with pretty well-built
walled gardens," Karandikar said. "Essentially, LG is offering space on their
screens that you can buy through either a technology company that they
work with or one of their partners..What | saw at CES this year, especially
with large companies like LG and Samsung offering tracking, tagging,

etc., on their glass, that's a new addition."
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CTV advertising platforms

Top Streamers
2025 ad revenues w What they do

CTV ad platforms are software that helps marketers
place, optimize, and measure advertising across

3 YouTube $4.0B streaming and digital video channels.

pri@geo $ 3 ZB m Benefits

* Precision targeting ¢ High engagement
¢ Real-time measurement o Cost efficiency

e Interactivity & shoppability ¢ Brand safety

B CTV ad buying approaches

$2 9 B 1. Direct from streaming services
| |

2. From TV/streaming devices

Roku $29B

3. Through programmatic platforms

NETFLIX  $1.7B

=2l 5 steps to working with
B CTV Platforms

¢ Align goals: Define CTV'’s role in your campaign.

%iosﬂelo+ $O.9 B ¢ Assess targeting needs: Pick platforms based

on data sources.

¢ Creative support: Evaluate in-house vs. platform-
provided services.

m@x $O 5 B ¢ Optimize measurement: Use verified tracking tools.
| |

e Stay ahead: Track ad formats, partnerships, Al innovations.

Key platforms

M mntn amazonads (YstackAdapt N°verve “Openx. () /. triplelift FRESWHESL

A COMCAST COMPANY
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Glossary

CTV advertising: Digitally sold ads
appearing on TV screens via smart TVs

or external devices (e.g., Amazon Fire sticks,

gaming consoles). Excludes ads
on computers, phones, or tablets.

OTT advertising: Internet-delivered
ads on any screen, independent of
traditional pay TV. Includes SVOD,
FAST, and vMVPDs. Encompasses CTV
but also extends to mobile, desktop,
and tablet devices.

Ad-free: Premium, ad-free tiers
of streaming platforms.

Ad-supported SVOD: Subscription
streaming platforms with ad tiers (e.g.,
Amazon Prime Video, Netflix, Disney+).

FAST (Free ad-supported streaming TV):
Free, ad-supported internet TV content (e.g.,
Pluto TV, The Roku Channel).

Digital pay TV (vMVPD): Internet-delivered
live TV services (e.g., YouTube TV, Sling TV).

How to Navigate the Complex TV/Streaming Landscape

TV/Streaming

Linear

OTA

Over-the-air

Pay TV

Traditional Digital

Streaming

AVOD

Ad-supported
video-on-demand

SVOD

Subscription
video-on-demand

FAST

Free ad-supported
streaming TV

Ad-supported Ad-free

SVOD

Source: EMARKETER, March 2024
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Sources and Methodology

This EMARKETER Field Guide features data, research,
and interviews conducted between December 2024
to January 2025.

INTERVIEWS:

Ashwini Karandikar, executive vice president of media,
technology and data at the American Association of
Advertising Agencies

Contributors and Production

The Field Guide was compiled by members of EM Studio,
EMARKETER's in-house research and creative studio
composed of analysts, designers, content marketers,
and video producers.

We are here to help

If you are an EMARKETER research client and have
questions, please contact ii-help@EMARKETER.com

If you are not a research subscriber, please send
inquiries to ii-sales@EMARKETER.com

To learn about advertising and sponsorship opportunities,
contact advertising@EMARKETER.com

Watch industry thought
leaders on webinars,
and ask questions live
Check out our upcoming
and on-demand events.

Stay informed with
daily newsletters

Sign up for timely digital
trends delivered straight
to your inbox.

Hear us analyze news
and trends on podcasts
Tune in to Behind the
Numbers: The Daily,
Reimagining Retail,

and The Banking

& Payments Show.

Get the bigger picture

Our research is trusted

by industry leaders.

Over 100,000 business
decision-makers, including
many of the Fortune 1000 and
most major media companies
and agencies, subscribe to
EMARKETER research.

Learn if your company
subscribes.

EMARKETER is the leading research, data, and insights provider for marketing, advertising,

and commerce professionals. Our data-centric forecasts and rigorous analysis empowers

strategic decisions for revenue-driving teams. Through context from our expert analysts,

EMARKETER

carefully vetted data sources, and our proprietary research methodology, EMARKETER'’s

forecasts, reports, and benchmarks enable companies to anticipate tomorrow’s market trends
for confidence today. EMARKETER is a division of Axel Springer S.E.

LEARN MORE wWww.emarketer.com
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