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CTVorTV+
Are they the same thing?

Historically, we have used Connected TV to refer to our
members in the streaming/broadcasting space.

As we focus more on content and less on siloed channels,
we are redefining the sector as TV+ to be more inclusive
and future-facing.

TV+ refers to all quality video content delivered via digital
means to your screen, which could be Netflix on your
phone, or your favourite YouTube creator’s latest viog
streamed on the TV.
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"As soon as you put
‘connected’ in the name, it
becomes different to TV &

you get silos”

Richard Brant, VVevo




If you're still calling it CTV, you risk falling
behind

TV needs to be redefined to encompass the
full landscape of viewing across platforms &

devices

Fm late, 'm late
For a very important date
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Where are we at today?




TV+ includes subscription, broadcaster & ad-supported content services,
delivered over various platforms

CTV Platform Examples
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Take the big screen experience of TV & add the targeting, creative options
& trading associated with digital

- Targeting: e.g., based on geo data, device type, day
part, content/channel, and options for custom User-Interface ads
targeting

- More creative options: including personalisation,
interactivity, and sequencing of ads over several

creatives

- Automated, data-driven trading: programmatic

buying options are available on some platforms

Display ads
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Examples of TV+ ad formats

Display ads in the user interface e.g., on home
screen, in navigation panes, and on a screen saver.

[ = N B3 YouTube
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What about ad spend?




Total UK ad spend in 2024...

The total digital ad market in 2024

13% mcrease

of £4.13bn year-on-yea
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Over the past 5 years, video's share of display spend has

grown from 51% to 64%

Display ad spend by sub-format (Ebn)
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Source: IAB UK / MediaSense Digital Adspend Study 2024

Video
+20% YoY

Standard display
+1% YoY

Native distribution

2024 +7% YoY

Get all the detail from the @ v
Adspend Analyser tool at Iq D
abuk.com/analyse ®



CTV growth is nearly double the market average

for a second year in a row

CTV*:

17+

Rest of
Non-mobile: .
Device
S)%; video

spend

*CTV now defined as a device rather than
a channel, see the glossary for more detail
Source: IAB UK / MediaSense Digital Adspend Study 2024

Mobile:

74,

£1,447m 122%

£1,189m

£962m

2022 2023 2024

B CTV video

Get all the detail from the @ -
Adspend Analyser tool at Ia =
iabuk.com/analyse o
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CTV (+23.5%) outperforms non-social video (+15.0%)

Europe: CTVAd Spend (€m)*

Jo

x> 5

2022 2023

*submitted data from 6 IABs definitions not harmonised, extrapolated to total market

Spain

Other

Italy

UK

Germany

France

CTV Ad Spend Growth (2023 vs 2022)

29.6%

25.5%

20.9%

19.7%

14.9%

98.5%

eeurope
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We forecast TV+ advertising to reach £3.35bn by 2028...

CTV Advertising Spend, 2018-2028

4000
3064
3000
2500 2325
1955
2000 1648
1370
1000 7 627
570 >3 583
448 294
500 172
342 388 445
0
2018 2019 2020 2021 2022 2023 2024 f 2025 f 2026 f 2027 f 2028 f

EBVOD m®AVOD (Incl. YouTube) ™ Social Media ul

Sources: AA/Warc, IAB UK, Ofcom, GroupM, eMarketer, Dataaxis, Moffett Nathanson,
Neilsen, IPA Touchpoints, MTM Analaysis
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UK digital advertising spend by format (%)

8%
13% 23% 7%
39

2030 ()
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By 2030,
investment in
video display is
expected to
account for nearly
a third of total
digital ad spend
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IAB UK Futurescape Barometer:
Video display ad spend to 2030 (£ bn)
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Current growth drivers




TV+is an alternative to linear TV, particularly for brands looking to reach

younger audiences...

Non-linear TV share of viewing continues to rise, with a significant proportion via TV+

All Individuals
= othe EN
0 (v]

Blu-Ray/DVD/VHS 17% 18%
Video Sharing 14% .
Platforms 14%
SVOD/AVOD

m BVOD

B Recorded Playback

M Live TV

2022 2023

Compass: Mapping the future of digital advertising

TV+ viewing
40%

16 — 34 year olds
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Video-sharing

platforms

SVoD/AVoD

B BVoD

B Recorded playback

M Live TV

Source: Ofcom 'Media Nations' reports (2018-22), modelled by Ofcom based on

BARB, Comscore and IPA TouchPoints data; MTM analysis
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Barb data shows the decline of linear viewing across all age

groups

Figure 3: Average daily minutes of broadcast TV viewing, by age: 2013-2023
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Source: Barb 28-day consolidated, TV sets only.

Source: Barb data cited in Ofcom ‘Media Nations 2024’
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Around 3/4 of UK households have smart TVs, with viewing driven by
device uptake & new, improved content services

80%
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Sources: AA/Warc, IAB UK, Ofcom, GroupM, eMarketer, Dataaxis, Moffett Nathanson,

Neilsen, IPA Touchpoints, MTM Analaysis
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TV+ offers incremental reach for TV advertisers and a big-screen
experience for digital advertisers

For TV buyers

+ Incremental reach beyond linear TV
e.g. for TV-light audiences

For digital video buyers

+ TV environment eg. big screen, lean-back
viewing, full screen ads

« Accessible at lower incremental cost to

- Ability to target niche audiences that
linear TV e.g. lower minimum spend

would not be possible or would be
prohibitively expensive to target on TV

“Linear TV is still key for us but audiences are
declining. We've used digital video, as one way
to adapt and CTV is starting to emerge as

“AVOD services offer more flexibility and the
ability to target more specific audiences that
would be hard to get to or very expensive to

target on linear TV or even BVOD.” another alternative.”

Media agency, Executive Director for Digital Media agency, Client Leadership Director
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But there are challenges we must navigate

8 é‘

_ Oh dear. vy
Everything is so confusing.”
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What we’re doing at IAB UK

 Shared standards
e Collaboration
 Education
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Looking to the future




Linear TV will continue
to decline, but TV ads
will be supercharged by
2030




TV ads will become
more interactive &
accountable




Traditional boundaries
between media will
dissolve as content truly
becomes king
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Content distributors

A new content-centric media -~ £ \oulube 00 Metaq
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A new content-centric media
landscape emerges:

Where we will be in 2030
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Creators will become
media brands in their
ownh right — nurturing
loyal followings to rival
traditional media
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... but what does it all mean for advertisers?
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Redefine TV

Avoid over-targeting

Plan with an audience-first
mindset

Evolve measurement
methodologies

Pilot shoppable and
interactive formats

Broaden the scope of
briefs

Futurescape _ Media Landscape
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