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Question of the Week:

“What insights does VAB provide
to better inform media strategies?

Q

’

Insights.
\//.\B Inspiration.
Impact.



VAB provides complimentary access to our full library of >
industry-leading insights content to marketers and members

VB

Insights

Advertiser, Agency & Member Resource

We tackle marketers' toughest questions through
their lens with original insights, data-driven
analysis and actionable takeaways.
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VAB homepage highlights our ‘trending insights’ - most recent and most
popular releases, latest ‘Question of the Week,” newest ‘Grab & Go’s’

Just Released!

\//\B WHO WE ARE WHAT WE DO INSIGHTS MEASUREMENT VAB IN ACTION MEMBERSHIP CONTACT Q LOGOUT

www.thevab.com

VAB is at the center of the video
marketing industry.

We empower you with fresh insights that build your brand.

You'll find us leading the change to ensure a more transparent,
accountable and business-growing marketplace.

LEARN MORE ABOUT VAB

Trending Insights

Top 6 connected TV trends to know Our annual update on how Learn more about the LGBTQ
in2024 Americans are using their devices, community and consumers
where they're watching video and
which screens are making an ad
impact.

The

Concise answers to your FAQs, Quickly grab our most popular Quick perspectives on what
backed with fresh data, analysis charts and slides for your next marketers are asking now
and insights presentation or pitch

www.thevab.com




We have over 380 content pieces available in our Insights Library

(Media consumption behaviors, streaming insights, multiscreen TV attribution, measurement, advanced TV technology and
innovation, cinema insights, marketing principles, transparency, educational resources, and other important industry topics)

What Is... /O

ngres
Clarifying marketing topics and terms \//_\B Intpiration.
impact.
Bigger, Bolder & More

Addressable TV SSETRRNSE Koy LY
How TV & Streaming Infl | BT 4 Ad—Su;Sported l L/
25 Streaming Trends That Are
2025

Gen Z More Than Leading Social ) 3 A i & W&
PR s v fildin come > & p
S - 1 ow Brar ildin, es Outcomes for " 3 - Impacting Marketing Plans in 2025

Embracing Innovation Through
the Exploration of Modern Ad Solutions

= aighe.
{ A Irapurot
‘‘‘‘‘
o | il [ | g
4

Six Key Ingredients For Stirring
Growth in Streaming

Insights content is released on Tuesdays and ‘Question of the Week’ on Fridays - available on www.thevab.com

VAB
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https://thevab.com/insight/left-your-own-devices-june-2025?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/power-of-premium-video?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/every-first-time-tv-advertisers-2024?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/25-streaming-trends?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/laugh-cry-share-buy?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-does-brand-mean-and-how-does-it-drive-growth-my-business?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/whats-deal-whats-next-measurement?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/shortening-path-purchase?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-addressable-tv?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/lets-get-down-to-business?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/6-key-ingredients-to-success-in-streaming?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/disconnect-to-reconnect?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insights

‘Question of the Week’ provides quick-turnaround insights on timely topics,
many of which are submitted to us by marketers, agencies or members

Topics have included measurement education, audience insights, local advertising, multiscreen TV proof points and innovation

Examples of our popular ‘Question of the Week’ Content

"What are the basic differences “If TikTok is banned, where else “How should | think about my “How much do Super Bowl ads
in methodologies for the four can | connect and engage with advertising in the wake of economic drive consumer action,
main TV currency providers?" their audience? uncertainty caused by tariffs?” like search?”

VAB .:.
e
. &
Mulsi-Currency Menu "y" <
uick guide to the currency options that marl . .
q are evaluating for the 24/25 Upfront seasol ...
5]
# comscore <> Nielsen l.l
” '||Il ...
iSpot.tv vidzoamp . VAB
“Where do my ad dollars go “Are ads with creative that run in “What does ‘brand’ mean and
when they’re spent with contextually relevant content “How many fake accounts does how does it drive growth for my
Google?” more effective?” Facebook remove each year?” business?

Want to submit a question?: www.thevab.com/vabs-question-week


https://thevab.com/insight/multi-currency-menu?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/vabs-question-week?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/are-ads-creative-run-contextually-relevant-content-more-effective?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/how-many-fake-accounts-does-facebook-remove-each-year?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/how-should-i-advertise-through-tariffs?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/analysis-googles-2024-advertising-revenue?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-does-brand-mean-and-how-does-it-drive-growth-my-business?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/if-tiktok-banned-where-else-can-i-connect-and-engage-their-audience?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/super-bowl-2025?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

‘Grab & Go’ section provides one slide insights on popular topics

11 Sections

M ] ”@
l P i Video &
.|1[|.|]J]. Media Trends T 7y remium Vi

Streaming Quality

Trust,

@}uﬂﬂ% Industry & @Transparency,

Economic

Trends Brand Safety &

Ad Fraud

AT & i
¢ G QLife Stages Multicultural Sports
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https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

‘Grab & Go’ slides are chart-based and easy to download

Top slides reflect media trends, streaming & TV insights and consumption behaviors

Ad supported content represents two-thirds of the time spent [CE: 0]

with video content, an average of three hours viewed per day g':"
£9%

Daily Time Spent With Video Content by Service Type
By % =

, Bhare anG Time Spont

Q2 2023 28% (1:20) 28% (1:19) w21y 31% (1:27) m

Ad-Sugparted Tolal: 64% (245)

35% (1:30) 22% (057) 1%

018)
Ad-Supported Total: 56% (235)

Q4 2021 38% (1:43)

Q2 2022

EONEUN 7 | -

31% (1:25)

[ Vo sroemeasavie |
Almost all streaming services have increased their viewership B
by double-digits since the pandemic FileEs
o

EEAEIENES
o | | tosuw | | ww | | oS | | S
peacockg Soxu SPramount + tubn
somm, L S2MM JoMM

Gl

vs 2020 +110% vs. 2020 N/A vs. 202

Greater availability to linear and streaming platforms has
enabled viewers to more than double their number of services

6.3
‘ I
2 8

Average Number of Video Services
AGURs 18+

16
109
99
88 89 -
6.9 6.9 I I
o 2

C

Through organic growth and the launch of new ad tiers,
ad-supported services now reach 8 out of 10 streaming adults

% of streamers who use at least one ad-supported streaming service

Convergent TV collectively represents a $90 billion advertising
opportunity with dollars continuing to shift to Connected TV

U.S. TVand C TV(CTV)Ad
S n Bilons
mlinear TV mCTV
$91.0 $91.5 95.4

$83.0 $87.3 $86.4 s :

$17.3 $207 $29.3 $36.9

=%) (2] %) 20%)
$65.7 $66.6 <

ey ra%) ‘,:.!.,7 !:’.;,'

2021 2022 2023 2024 2025 2026
v el

Advertisers can broaden their reach by targeting ‘cord-
stackers’, audiences who watch across live TV and streaming

kers' Ar ikely To

L
Will Pay attention to ads for brands /
products that they are considering buying 680/0 550/0

e

Cord-Stackers | StreamingVoD

at.

. :
“n-.  Often take action (research or make a
@ purchase) after seeing a TV ad that 34% | 23%

interests them

Despite economic uncertainty, 2023 saw the highest TV
investment by new advertisers since VAB began this analysis

New National TV Advertisers
201 02:

Mounjaro:Rx

FAST viewership has achieved meaningful scale as
audiences grow and advertising opportunities increase

% of US. adult 18+ streamers that watch FAST
(Eree Ad-supported Streaming TV) services

More adults attend opening d of movie r
participate in other popular ‘out-of-home’ activities

Cinema: Estimated Opening Weekend Adult 18+ Admissions®

Time spent with ad-supported platforms has more than doubled
as consumers increasingly shift towards these services

Daily Time Spent With Streaming by Service Type
By % Share ard T+ i

[l oo FasT i anven

Q4 2021 Q2 2022 Q2 2023
46% ' ‘ 54% |
3:08

‘Advoriising. Acceleraivd”

The Story of Us

How The Average American Spends Their Leisure Time Per Day

™ Total Daily Time spent:
Watshing Video 5 Hours & 9 minutes
(52%)

More data-driven, digital-native brands continue to launch [CIF: 3
new TV campaigns

Direct-to-Consumer (DTC) Brands U.S. Total TV Spend
in millions
$6,500

54,811
§3,944

$1,894

2016 2018 2020 2022
110 3



https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/grab-n-go?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

Our Insights Hubs curate relevant VAB content across 13 popular topics

VAB Insights Hubs - Video Adv: X =+

> c 23 thevab.com/insights-topics-hub

INSIGHTS HUBS
GRAB & GO'S
‘QUESTION OF THE WE

OUR APPROACH

Explore Our Insights
Hubs

12 curated destinations for data and insights.

Insights Hubs

Upfront Multiscreen TV

Planning Attribution
Resources Resources

\//\B Insights \//\B Insights
> Hub - Hub

Advertising Case Study
Essentials Corner

\AB i VAB

Advanced TV

Just launched April 28

Advertising in
Economic
Uncertainty

\//\B Insights
= Hub

Resources Marketing
Resources

VAB = VAB

Transparency &
Brand Safety

Y\ fA [ raights
% 3 )
/i R

thevab.com/insights-topics-hub

Small Business

Streaming
Video
Resources

\//\B Insights
. Hub

Measurement
Resources

\//\B Insights
= Hub

DEIB Marketing
Resources

fifi }  inaights
I‘ll'q.l'!:"l""l. J I=.|:|J

Fast Answers to
Your Marketing
Questions

VAB


https://thevab.com/insights-topics-hub
https://thevab.com/insights-topics-hub
https://thevab.com/insights-topics-hub
https://thevab.com/insights-topics-hub
https://thevab.com/insights-topics-hub

Six examples of our Insights Hubs

Upfront
Planning
Resources

\//\B Insights
> Hub

Multiscreen TV
Attribution
Resources

\//\B Insights
- Hub

Advertising
Essentials

\//\B Insights
= Hub

Case Study Measurement
Corner Resources

\//\B Insights \//\B Insights
- Hub = Hub

Small Business
Marketing

Resources

VAB 22




TV Upfront Resources Hub: ‘One stop shop’ with over 40 pieces of content

(‘latest insights,” multiscreen TV outcomes, convergent TV insights, quality / brand safety / ad fraud / transparency, campaign
measurement, audience targeting, engaging diverse audiences and competitive intelligence & prospecting)

WHO WE ARE INSIGHTS MEASUREMENT VAB IN ACTION MEMBERSHIP CONTACT Q SIGN IN/SIGN UP

INSIGHTS LIBRARY Latest Insights

Get the latest insights to help you have the most effective upfront season for your brand

GRAB & GO'S

FAST FACTS - ;
QUESTION OF THE WEEK Er MARKETERS GUIDE

VAB Insights OUR APPROACH
III Hub

Upfront Planning
Resources

Through Upfront season, marketers are making
important decisions about their video investment
strategy. Below you'll find a curated a list of resources
designed to keep you informed on topics like
convergent TV, cross-platform measurement, audience-
first buying strategies and multicultural marketing.

5 Advantages that Multiscreen TV Has Over
Other Platforms

What is premium v

that drive powerfu

How New Advertisers Are Using TV To Ignite
Interest & Turn Consumers Into Customers

NAVIGATE THE HUB - SHARE THESE RESOURCES WITH YOUR TEAM! S e e e R G55

w premium video
an TikTok,

LATEST INSIGHTS ACHIEVING BUSINESS OUTCOMES QUALITY, BRAND SAFETY, AD FRAUD AND TRANSPARENCY CONVERGENT TV MEASURING CAMPAIGNS TARGETING

DIVERSE AND LUCRATIVE AUDIENCES COMPETITIVE LANDSCAPE

PAGE 10



https://thevab.com/upfront-planning-resources?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/upfront-planning-resources?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/upfront-planning-resources?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/upfront-planning-resources?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/upfront-planning-resources?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

‘Multiscreen TV Attribution’ Hub: Proving Multiscreen TV works across

40 insights content pieces

Q

Multiscreen TV
Attribution Resources

With increasing pressure to show results, and a
growing number of choices on where to invest their ad
dollars, marketers are looking for examples and "proof”
that their multi-screen TV campaigns will have a direct
impact on their KPIs.

NAVIGATE THE HUB

FULL FUNNEL OUTCOMES B2B AND NICHE BRANDS CATEGORY-SPECIFIC

DIRECT-TC-CONSUMER BRANDS

MULTICULTURAL

Latest Insights

MARKETER'S GUIDE

IMPACT IN ACTION

25 Ways TV Grows Brands:
Powering Performance Through Full-Funnel Business Outcomes

1 5
Legitimizes trands “Tume brands rto <mpummm Enabies brardi o
housahold namas parcaption braakthiough

Marketer’s Guide

Powering Performance Through
Full-Funnel Business Outcomes

How New Advertisers Are Using TV To Ignite

Interest & Turn Consumers Into Customers = ‘
defining pillars

2 8
.
P B

2 23
Strengihens Inspires multicultural

‘Strmuictes capital
shire of markat auglances to purthazs investment

What are the 7 key reasons
advertisers launch TV campaigns?

VAB

Can | prove TV has a measurable
financial impact on my business?

VAB

PAGE 11

MARKETER'S GUIDE

5 Advantages that Multiscreen TV Has Over
Other Platforms

Ness

Full Funnel Outcomes
SS 1T TT'JHI“"V-PH TV to drive awareness, C QLI"“;LfEr'tldl‘l in itent, s

These VAB Insights illustrate said effe
i ategories

MARKETER'S GUIDE
W7 = &4 o

MARKETER'S GUIDE |3
i T K

PARTNER INSIGHTS

thevab.co ttribution-insights-hu



https://thevab.com/attribution-insights-hub?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/attribution-insights-hub?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/attribution-insights-hub?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/attribution-insights-hub?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/attribution-insights-hub?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

‘Advertising Essentials’ Hub: 23 key educational pieces in our ‘What is...?’
or ‘Untangling Terminology’ formats (4-12 page short-form content)

What Is... /@
VAB=-

p - Rl
VABZ

What Is...

Clarifying marketing topics and terms Clorifying marksting RS SRR

What Is CTV? Addressable TV

Embracing Innovation Through
the Exploration of Modern Ad Solutions

A

Defining and Understanding the
Connected TV Advertising Ecosystem

What Is...

Claritying marketing topics ond tarms

What Is... /@ . e

Clarifying marketing topics and terms:

Brand Safety

A Video Impression

A Look Into Critical Issues
Impacting Marketers Today

w A A

Understanding the Foundation
of Media Buying

- AN

,@Simp\ify
VAB=

’esimplify
VABE

What Is...

Clarifying marketing topies and terms

What Is...

Clarifying marketing topics and terms.

Whatis TV?

A Modern Look At How

‘Consumers Define TV

What is Audience-Based

Buying?
AN

Untangling p - Nl
VAB=-

Clarifying marketing topics and terms

What Is...

Claritying marketing topics and terms

Marketing & Advertising
Terminology

Deciphering 112 industry-related

- A N

Answers to three common questions
the latest technology in Broadcast TV

’E Simplify

What Is...

reigh
Clarifying marketing topics and terme AR e

The Digital Video
Supply Chain

Understanding the path

of digital ad investments ' '

Untangling Pk

Clarifying marketing topics and terms

Marketing & Advertising
Acronyms

Deciphering 120 industry-related
acronyms

ES\'mpMy
\VAB:

E Simplify .
Untangling
\/AB Erm?ﬁ:m Claritying marketing topics and terms

Untangling

Claritying marketing topics and terms.

Terminology Within
Video Measurement

Terminology Within

Streaming

PAGE 12

ES\'mpMy
VAB:

’E&m plify
\ABE-

Untangling

Clarifying marketing topics and terms

Untangling

Clarifying marketing topics and terms.

Terminology Within

Data, Identity & Privacy Gen Z Slang

101 terms and definitions

that slay the day . '
WA : A

thevab.com/advertising-glossaries-essentials

ES\’mpMy

Untangling
VAR =

Clarifying marketi ms

Generative Al &
Machine Learning

o A X


https://thevab.com/advertising-glossaries-essentials?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/advertising-glossaries-essentials?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/advertising-glossaries-essentials?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/advertising-glossaries-essentials?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/advertising-glossaries-essentials?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-is-next-gen-tv?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-addressable-tv?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/marketing-advertising-acronyms-glossary?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/marketing-advertising-terminology-glossary?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-audience-based-buying?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/digital-video-supply-chain?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-video-impression?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/brand-safety?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-is-tv?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/i-see-lot-brands-looking-connect-gen-z-can-you-help-me-better-understand-these-younger-audiences?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/untangling-generative-ai-machine-learning?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/simplifying-common-video-measurement-terminology?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/simplifying-common-video-streaming-terminology?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/untangling-data?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/what-is-connected-tv?utm_source=qotw-vab-content&utm_medium=vab-insights&utm_campaign=

ownloaded by corner office execs to college grads, these ‘Advertising
ssentials’ easily explain everything from basic terms to complex topics

What Is... Qo

Clarifying marketing topics and terms:

Addressable TV

Embracing Innovation Through the Exploration of Modern Ad Solutions

Addressable TV Defined

Addressable TV

Vid C a single message from an advertiser is precisely
matched to an advertiser-defined audience segment. Th zrent comme
jeted to different hot
tching

targeting of rel to qualified audience segments in adherence to business

and consumer privacy compliance requirements.

40"

of advertisers say they are of advertisers plan to of advertisers that aren'’t
satisfied or very satisfied increase their spend on using addressable TV plan
with addressable TV? addressable TV in 20247 to start using it next year?

%

PAGE 13

What Is

Clarifying marketing topics and terms

e Steps to Activating an Addressable TV Campaign

1) Establish Target Audience — Deterministically match authenticated audience data
against first- & third-party segments within the addressable footprint of your media partner

0
Ul
Geographic Behavioral First-Party Licensed
Data Matching Third-Party Data

2) Forecasting — Unlock campaign efficiencies and enhance ad decisioning by leveraging
rich historical viewership and audisnce data

o8 @ 9

Maximize Reach Reduce Ad Refine Target Customize

Potential Waste Audiences Creative Messaging |

Campaign Activation — Serve ads to target audiences across multiple premium, brand
safe platforms

3)

[of:1: 10" Satellite Smart TV/CTV Mobile / Web Apps

4) Campaign Monitoring & Optimization — Enhance campaign delivery through

advanced campaign management and optimization opportunities

s

Timely Frequency Creative
Reporting Capping Versioning

5) Post Campaign Reporting — Deterministic data allows for precise and performance-

based campaign measurement across multiple dimenegions at the household level

© &

Network & Daypart Audience Outcomes

hevab.com/advertising-glossaries-essentia

PAGE 10

What Is...

Clarifying marketing topics and terms

Related Terms: Delivery (continued)

- Single Advertiser Spot Optimization (SASQ): Ths dslivery of multipls versions of an ad for a single
advertizer during a pre-scheduled linsar spot. All households are served an ad from a single advertiser;
howsver, instead of all househclds receiving the same ad, the single advertizsr can gerve multiple ad
wergicng to different households (alsc known as Crestive Verzioning).

Related Terms: Data

Data Provider: A business that collects or houses data about users, companiss and brands and then
licenses the information so advertisera can better undsratand and serve ad messagss to their audiences.

Deterministic Data: Data cbtained from a direct input and not modeled. For example, a user's name and
address, email or phone number that is collected through an enline registration form or offline from
subscription, registration, purchase or mailing lists

Identity Graph (ID Graph): A database that housss all the known identifiers that correlate with individual
customers cr houssholds. These identifisrs could be anything from usernames to address, email, phons,
cookies, device IDs, IP address and even offline identifiers.

Identity Resolution (ID Reselution): The procsss of matching commen identifiers across devices and
interactions to a single profils

Probabilistic Data: Data obtainsd from an input that is likely to be trus and is then modsled. For example,
porticns of a user's name or address are compiled to form likely conclusicns about a user.

Set Top Box (STB) Data: TV tuning data collected from set-top boxes in cable and satsllits subscribers’
homse (s.g., what programs subscribers watch, when they watch them and whers the subscribsr
households are located). Also known as Return Path Data (RPD).

Viewership Data: Data that is collscted from a ast-top box or ACR provider that provides insights into what
program, show or natwork a viewsr is watching and for how long.

Related Terms - Measurement

Attribution: The process of identifying a set of user actions across screens and touchpoints that contribute
in some manner to a desired outcome, and then assigning value to each of these events. Attribution offers
advertisers the opportunity to understand how media can drive salss, awarsnsss, purchase intent and
other measurable KPls

Cross-Screen Measurement: The ability to frack and measure campaign metrics across different devices
and channels, such as mobilsftablet, out-of-homs, television and advanced TV.

Engagement Metrics: Ths mstrics ussd to measurs consumers’ engagsment with the ads viswsd
Engagement metrics are used by media buyers to gauge the effectivensess of their advertising. This is most
easily done by direct marksters who use CPA (Cost Per Action) buying strategies, but there are a varisty of
other ways to measure the impact of ads via engagement — such as whethsr a user has watched an entirs
video ad, if a user hovers over an ad with a mouse and whether a user has clicked on an ad.

Universe Estimate: Total perzons or homss in & given population.
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Case Study Corner: 12 category compilations featuring over 130 case
studies and growing

B2B

(CPG)

Financial Services &
Insurance

Home

Restaurants Retail Tech & Telco Travel
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‘Measurement Education Resources’ Hub: 28 content pieces

Measurement Education Resources

VAB

We believe

A QUi QUIDS 10 The CUMENEY SRTIONS TNOT MOrYetars
aro evoluating lor the 24/25 Uptrent eason

iIn modern TV

¥ comscore «** Nielsen
‘Il
t iSpot.tv vidzoamp
E : S u r E E n o What are the Key Features of ‘The Multi-Currency Menu Advanced Measurement Solutions What's the Deal with What's Next
Gauge’ and ‘The Score’? s ‘ : e Directory in Measurement?

Let us be your guide.

Advanced Measurement Solutions
Directory

Check out a streamlined look at 17 top measurement solutions in the
market today. Explore their unique capabilities, plus case studies
proving how they support a wide range of marketing goals.

DOWNLOAD NOW

Ad Age: VAB finds agency-marketer
disconnects on key media topics

VAB President and CEO Sean Cunningham joins the la isode of Ad
Age's Marketer's Brief Podcast to talk about findi v froma
first-of-its-kind study that VAB conducted with Advertiser Perceptions.

Just Released - VAB Investigation: What's the Deal with Outcomes?
Did YouTube allow for targeted
campaigns to be served on “Made
for Kids” channels?

What's the Deal with Identity?

READ MORE
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‘Small Business Marketing Resources’ Hub: 20 content pieces

ccccc busmess growth

‘//‘n ALY i il
Small Business
Marketing Resources

Multiscreen TV has been proven to grow SMBs by
expanding their customer base, driving website visits,
increasing in-store traffic and more. for Niche Marketers

NAVIGATE THE HUB

REASONS TO LAUNCH A MULTISCREEN TV CAMPAIGN SUCCESS STORIES FROM MULTISCREEN TV CAMPAIGNS NEW TV ADVERTISERS

How Brand-Building Drives Outcomes for ! How are SMB.S achieving growth . How can businesses use TV_advertising
Innovative B2B Advertisers through multiscreen TV? B 4333 [] to build customer relationships?
L3 3

\AB \AB 1 Y
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About VAB

VAB plays a dual role in the video advertising industry. We are leading the
change to bring about a more innovative and transparent marketplace. We
also provide the insights and thought leadership that enables marketers to
develop business-driving marketing strategies.

Drawing on our marketing expertise, we the complexities in our
industry and discover new insights that transform the way marketers look
at their media strategy.

I
- We are committed to your business growth and proud to offer VAB members, brand

marketers and agencies complimentary access to our continuously-growing Insights
library. Get immediate access at theVAB.com.
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