


Staying ahead in today’s advertising ecosystem means informing your
strategic approach with key insights and intelligence.

With over $88 billion* flowing into premium video, advertisers of all types
and sizes can benefit from understanding the spending strategies of
brands within their own industry or across others.

While the network, daypart and day of week mix may differ, one aspect
each of these advertisers have in common is they recognize the value of
investing in premium video to reach and engage their customers.

The National TV data you will find in this report:

/ The Top 30 \

Networks/Channels
by Spend

atl

éypurt Distribut%

by Impressions

o /

/ Day of Week \

Distribution by
Impressions

WEEK

o

/

How you can leverage this data:

Kl'op 8 Spenders\

by Brand

(9)

o /

o /

e Develop a deeper understanding of how industry leaders are
investing their ad dollars in premium video

e Compare and contrast your strategy to top industry spenders

e Discover pockets of opportunity to refine and expand your
advertising tactics

Source: *EMARKETER Forecast, CTV and Traditional TV spending, November 2025

The advertising spend data in this report is sourced from iSpot

Click to learn more about iSpot and how they support the video advertising ecosystem


https://www.ispot.tv/
https://www.ispot.tv/
https://www.ispot.tv/
https://www.ispot.tv/
https://www.ispot.tv/
https://www.ispot.tv/
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TV Spend Report by Industry

+

Industries

Click on the industry to be brought to their

spending report

(

Automotive

Includes Automotive Vehicles

\

\.

-

\

Business

Includes Financial Services, B2B
and B2C Businesses

J

CPG
i

Includes Food & Beverages,
Personal Care Products and
Household Supplies

\

(

Entertainment

Includes Gaming, Sports,
Family & Recreational
Entertainment, Movies and TV

y,

-

(

Health & Wellness A

&

P

Includes Personal, Physical,
Oral, Reproductive and Sleep
Health Care Products

( Home Improvement

K

Includes Retail Home Improvement
Stores, Outdoor and Interior
Improvement, HVAC & Flooring

\

-

Insurance
O

T

Includes Auto & General,
Health and Life &
Supplementary Insurance

J
)

G

(

Pharma

Includes Rx
Medications

y,

J

4 )

Restaurants

Includes Quick Service
Restaurants, Casual Dining,
Pizza, Delivery Services & Apps

Includes Apparel, Department
Stores, Online Stores, Outdoor
& Sporting Goods

J

\.

Telco & Tech

Q.

Includes Electronic &
Communication Devices, Enterprise
& Cloud, Cable, Satellite & ISP

\

J

y

(" Travel

Includes Airlines, Hotels & Motels,
Travel Websites, Cruises, Resorts,

J

This information is exclusiyely provided to VAB members.

\ Theme Parks & Destinations
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.Automotive ==

Total Spend by Network Total Spend:
NBC $409,221,380 $2139711911828

CBS $381,684,063 o “
Top Brands

FOX $345,916,462 H

ABC $]97’598’]32 TOYOTA LE‘@.IS EI:E\IRDLEI’ Jeep E

ESPN $160,806,366

gysEEEEEEEEEEEEEEEEEEY,
* L4

TNT $84,516,702 HONDA kiamorors HYLUMDAI . :
Prime TV $75,809,950 ;
. Total Brands in Category: 56 K
TBS $61,390,472 e eessssssssssssssssssssssssssEEEssansmsnnnnn
trutv $50,248,934 % of Impressions by Day_part
Univision $46,603,983 Early Moorning .
Weekend Afternoon 4% Day Time
NFL Network $39,475,068 19% 8%
Telemundo $38,600,283 i
Early Fringe
HETV $35,488,540 1%
Weekend Day
Food Network $25,209,787 6%
Bravo $24,584,926 Overnight
3%
Universo $20,602,371 Late Fringe AM
BET [ $19,024,918 6%
ESPN2 $16,974,999 Late Fringe P
6% . .
Fox Deportes $15,855,176 Prlrgsl;me
Netflix Live $14,642,353 .
oi % of Impressions by DOW
iscovery M $14,341,212
Channel e sund Monday
Foxsports1 M $12,350,613 UQ”]%GY 13%
USA Network $11,090,014
SportsnetNY § $9,192,310 Tuesday
12%
ESPN Deportes $8,952,783
cw § $8,670,988 Saturday
Network weothb || $8649,212 16% Wednesday
12%
UniMas il $8,556,359
Hallmark $8,048,029
Friday Thursd
TLIC §$7,391,280 12% %S/ ay
Other °
(149 Networks) $235,692,708

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Automotive
Vehicles. Note: Impression share percentages are rounded.

que AR ' Jo ; This information is exclusively provided to VAB members.
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Business

Total Spend by Network

FOX $287,339,645
NBC $278,220,032
CBS $250,687,023
ESPN $248,511,714
ABC $224,107,823
TNT $86,088,252
Fox News $63,449,150
NFL Network $60,473,943
TBS $53,966,507
ez $45,369,257
HGTV $44,559,309
trutv $43,080,031
Food Network $34,673,316
CNBC $29,982,054
ESPN2 $27,757,885
CNN $26,293,764
Univision $24,672,780
History Channel $23,706,966
Golf $22,379,290
Cerave I 520534581
USA Network $19,893,641
BET $19,221,526
Hallmark $17,504,477
Newsmax TV $15,022,258
Fox Sports1 $14,026,182
AMC $13,378,164
MSNBC $13,249,120
A&E $12,973,335
Fox Business $12,593,566
TLC $12,370,713

Other

(162 Networks) $372,845,964

Total Spend:
$2,418,932,258

0" ."
Top Brands .
LN .
/.ﬁ infurt, E
CapitalOne @turbotax gl =/ :
) J.PMorgan

DISC®VER :

‘indeed P

PayPal

SoFi &

gysEEEEEEEEEEEEEEEEEEY,
* L4

. Total Brands in Category: 343 Q

% of Impressions by Daypart

Early Morning
Weekend Afternoon 9%
14%

Weekend Day Day Time

8%
17%
Overnight
4%
Late Fringe AM
6%
Late Fri?ge PM Early Fringe
4% 15%
Primetime
23%
% of Impressions by DOW
sunday Monday
17% 14%
Tuesday
Saturday 1%
16%
Wednesday
14%
13% Thursday
13%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Financial
Services, B2B and B2C Businesses (ex: shipping companies such as FedEx, UPS and payment services such as Venmo, Chime and Coinbase). Note:

Impression share percentages are rounded.

Page 5

This information is exclusively provided to VAB members.



Total Spend by Network

CcBs $494,778,402
FOX $391,919,716
NBC $391,580,535
ABC $339,679,966
ESPN $204,815,225
Univision $135,090,274
TBS $113,851,605
TNT $111,271,160
Food Network $110,374,231
HGTV $90,289,403
Telemundo $87,658,095
BRAVO $85,693,502
USA Network $64,965,998
TLC $64,386,536
Hallmark $64,374,045
BET $58,529,633
NFL Network $52,427,834
Freeform $51,631,890
aoren [l $48,030,426
Fox News $45,778,996
Lifetime $43,071,929
MTV $42,953,598
AS&E $37,038,704
miesisaien. I 36,900515
E! $36,108,271
trutv $34,629,832
Contrar [l 531338739
D'é;:‘::‘z $30,439,513
Nick @ Nite $30,271,128
ESPN2 $30,086,385
(162 Netvﬂr'}f;) $777,360,161

Total Spend:
$4,137,326,259

s Top Brands
E The , . o . E
Siiffer (catety
: .
Cascade [EeE] DAWN RedBull :
“‘.. Total Brands in Category: 464 ’..'.

% of Impressions by Daypart

Weekend Afternoon Early Morning
10% 7%

Weekend Day

7% .
Day Time
Overnight 19%

6%
Late Fringe AM
7%

Early Fringe
Late Fringe PM Y E

13%
5%
Primetime
26%
% of Impressions by DOW
sunday Monday
16% 14%
Tuesday
Saturday 14%
15%
Wednesday
14%
Friday
14% Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Food &

Page 6

Beverages, Personal Care Products and Household Supplies. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.
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Entertainment #¥

Total Spend by Network

NBC $382,977,823
ABC $334,814,570
CBS $318,226,888
ESPN $305,160,624
FOX $286,901,237
ez $260,760,773
TNT $131,161,100
TBS $88,887,299
Univision $69,219,685
trutv $62,599,059
NFL Network $57,751,084
Netflix Live $47,423,298
Food Network $45,750,486
HGTV $42,628,648
USA Network $29,068,777
ESPN2 $28,475,928
BRAVO $28,148,586
Golf $26,914,026
Fox News $24,427,989
Telemundo $20,263,072
Nick $18,435,420
TLC $17,791,186
Discovery M 517,267,785
Lifetime $15,657,506
Fox Deportes $14,070,323
BET $13,278,546
ooy W $12,398717
Universo $12,324,602
cramey || $12095,393
FX $12,032,907
(163 Netvﬂ:}(‘*sr) $438,224,33

Total Spend:
$3,174,904,257

. . ()
prime video
—> W

N D e

£
<
=
*******‘
N
Z

gysEEEEEEEEEEEEEEEEEEY,
L4

WARNER BROS. .
%, Total Brands in Category: 1,000 ;'.
% of Impressions by Daypart
Weekend Afternoon E9rly Moorning
12% 7%
Weekend Day Day Time
7% 16%
Overnight
7%
Late Fringe AM Early Fringe
6%
13%
Late Fringe PM
4%
Primetime
28%
% of Impressions by DOW
sunday Monday
18% 14%
Tuesday
Saturday 1%
15%

Wednesday
14%

14%

Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Gaming,

Page 7

Sports, Family & Recreational Entertainment, Movies and TV. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.
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Health & Wellnes

*

Total Spend by Network

CBS

ABC

NBC

Fox News
FOX

ESPN
Univision
HGTV

Food Network
TBS
Telemundo
Hallmark
BRAVO

TLC
Newsmax TV
TNT
Lifetime

BET

CNN

TV Land
MSNBC
Game Show

MeTV

Discovery
Channel

USA Network
INSP

LMN

Investigation
Discovery

ION

MTV

Other
(159 Networks)

$217,671,281

$48,071,568
$37,718,104
$34,525,047
$34,242,964
$33,206,878
$32,319,604
$30,006,644
$29,150,619
$27,613,995
$27,151,029
$26,767,436
$26,142,004
$23,691,229
$22,972,034
$21,739,605
$20,604,078
$20,501,308
$19,168,417
$18,731,536
$18,082,564
$16,841,318
$16,803,814
$15,979,489
$15,011,369

$207,104,910
$204,149,152
$194,961,818
$91,144,758
$67,436,702

$607,906,256

L )

Total Spend:
$2,207,417,530

Top Brands

amuns?®

OMEGAXL Crest

EEEEEEEEEEEEy,
L4

= i .
: Neutrogena Dove  NatureMade [ RGN
“‘. Total Brands in Category: 1,058 K

% of Impressions by Daypart
Weekend Afternoon

Early Mornin
9% Y 9

10%

Weekend Day

7%
Overnight Day Time
8% 20%
Late Fringe AM
6%
Late Fringe PM
4%
Early Fringe
15%
Primetime
22%
% of Impressions by DOW
Sunday Monday
13% 15%
Saturday Tuesday
13% 15%
Friday
15% Wednesday
15%

Thursday
15%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Personal,

Page 8

Physical, Oral, Reproductive and Sleep Health Care Products. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.
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-Home Improvement e};& |

Total Spend by Network

CBS

Fox News

HGTV

NBC

ESPN

ABC

NFL Network
FOX

TBS

TNT

Food Network

MeTV

Discovery
Channel

INSP

CNN

truTVv

History
Channel

Universo
Univision
Hallmark

TLC
USA Network

A&E

MSNBC

Magnolia
Network

Newsmax TV
Game Show
ESPN2

ION

BET

Other
(161 Networks)

$140,174,650

$118,415,511

$27,266,184
$24,994,051
$24,746,068
$20,241,384
$19,855,692
$19,212,843
$18,109,161
$17,051,002
$16,612,175
$15,862,215
$14,902,647
$14,751,016
$14,422,429
$13,731,008
$13,190,209
$13,058,552
$12,754,488
$12,226,567
$11,604,495
$1,070,771

$87,162,869
$72,092,600
$70,312,742
$54,302,664
$43,390,158
$42,746,571
$42,513,829
$33,716,245

$317,281,461

Total Spend:
$1,357,779,804

K . .
s Top Brands .
: SO :

Q) .
: :
: PI?I?IE?I!I" LeafdFilter A‘CE :
. AdiEEnon Hardware SHERWIN .
: WiLLiams. :
“‘. Total Brands in Category: 270 K

% of Impressions by Daypart

Weekend Afternoon
12%

Early Morning
9%

Weekend Day

9% Day Time
18%
Overnight
6%
Late Fringe AM
6%
Late Fringe PM Early Fringe
4% 16%
Primetime
22%
% of Impressions by DOW
Sunday Monday
14% 14%
Saturday Tucr:;lqy
15% °
Friday Wednesday
14% 14%
Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Retail Home

Page 9

Improvement Stores, Outdoor and Interior Improvement, HVAC & Flooring. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.
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Insurance 7y

Total Spend by Network

CBS $544,237,618
NBC $442,313,622

ABC $379,867,380

FOX $372,100,697

ESPN $271,764,851
$97,784,100

Fox News

TNT

Amazon
Prime TV

TBS
Univision
MeTV

NFL Network

truTVv
cw
INSP

ESPN2

HGTV

USA Network
Food Network

BET

History
Channel

Game Show
Hallmark
Telemundo

CNN

Discovery
Channel

TV Land
Bounce TV

A&E

ESPN Deportes

Other
(163 Networks)

$82,741,963

$55,417,791
$47,015,384
$42,543,543
$42,176,879
$39,301,720
$36,524,838
$34,674,210
$30,289,604
$29,352,436
$25,028,048
$23,300,044
$22,784,922
$21,502,609
$20,138,343
$20,070,031
$19,822,050
$18,969,756
$18,520,439
$17,212,662
$16,524,860

$79,213,902
$71,729,160
$69,995,182

$582,390,752

Total Spend:
$3,575,359,826

Top Brands

amns®

co
~1

"\.\s%a Liber
[ Mutual

INSURANCE "
n

PROGRESSIVE Alistate. GEICO

gysEEEEEEEEEEEEEEEEEEY,
L4

StateFarm A\ .
& YN [ =cCarshield Humana
USAA® :

%, Total Brands in Category: 178 ’..'.

% of Impressions by Daypart

Early Morning
9%

Weekend Afternoon
13%

Weekend Day

5%
Day Time
Overnight 21%
4%
Late Fringe AM
6%
Late Fringe PM
4%
Early Fringe
15%
Primetime
25%
% of Impressions by DOW
Sunday Monday
15% 15%
Saturday Tucr:;lqy
14% °
Friday Wednesday
13% 14%
Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Auto &

General, Health and Life & Supplementary Insurance. Note: Impression share percentages are rounded.

‘Page 10

This information is exclusively provided to VAB members.




Total Spend by Network

CBS $912,324,483
NBC $880,614,048
ABC $875,523,210
JO 8 $344,554,394
$162,573,030
$101,060,756

ESPN

TBS

HGTV

Food Network
Fox News
Univision
BRAVO

Hallmark
TNT

USA Network

Investigation
Discovery

Discovery
Channel

TLC

CNN

Lifetime
A&E

NFL Network

History
Channel

Amazon
Prime TV

Game Show
WETV

ION

MS NOW

TV Land

BET

cw

Other
(136 Networks)

$34,862,967

$95,373,892

$91,140,432
$81,230,021
$76,933,244
$76,535,064
$76,010,473
$72,255,351
$68,151,696
$67,307,552
$66,738,141
$64,951,544
$56,435,578
$56,142,361
$55,775,464
$50,563,586
$50,404,758
$48,302,655
$46,311,406
$43,181,168
$43,097,061
$42,430,789
$41,657,160

$92,690,464

$858,502,474

Total Spend:
$5,633,644,914

\d .
¢ ®
s Top Brands
" oaa . »i
: WegoVy pupixent2) ( RINVOQ jagiance /™
. (dupilumab) - L ) (empagliflozin) =
: zepbound» @ Tremfya: o
: 2eP STremfya goempic Skyrizi-
. risankizumeb-zea =
p :
* Total Brands in Category: 186 K
..'- ----------------------------------------------- -"’

% of Impressions by Daypart

Weekend Afternoon garly Morning
8% 9%

Weekend Day
7%
Overnight
4%

Day Time
21%
Late Fringe AM
7%
Late Fringe PM
4%
Early Fringe
14%
Primetime
24%
% of Impressions by DOW
Sunday Monday
14% 15%
Saturday Tuesday
12% 15%
Friday
15% Wednesday
15%
Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Rx
subcategories. Note: Impression share percentages are rounded.

ThIS information is excluswely provided to VAB members
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Hak

Restaurants

Total Spend by Network

FOX $411,210,216
CBS $411,037,112
ESPN $388,495,959
ABC $367,549,441
NBC $278,242,702
TNT $116,503,450
Prime TV $109,876,759
TBS $94,477,873
Univision $75,497,301
Telemundo $62,002,180
USA Network $54,068,278
BRAVO $53,592,808
truTv $52,628,264
NFL Network $52,142,098
ESPN2 $45,121,561
Food Network $41,430,5675
BET $36,395,645
Hallmark $33,468,406
Perones W $32,928703
cg::“:fa); $32,281,568
HGTV $31,999,893
FX $30,555,234
Universo $29,494,117
Freeform $27,103,526
Nick@Nite $25,278,423
MTV $24,125,415
TLC $22,757,953
Fox Sports 1 $21,937,693
FXX $21,873,449
A&E $20,992,803
(162 Netvﬂ:}(‘;r) $555,628,086

Total Spend:
$3,560,697,573

s Top Brands
. A :
. BURGER @0 .
: KING . . McDonald's :
. Domino’s .
P (O =
> & :
. TACO p WAY :
:_ BELL Wndys .
“‘. Total Brands in Category: 111 K

% of Impressions by Daypart

Early Morning
Weekend Afternoon 5%
16%

Day Time
13%

Weekend Day

6%
) ight
ve;r;g Early Fringe
’ 14%
Late Fringe AM

7%

Late Fringe PM

6%
Primetime
30%
% of Impressions by DOW
Monday
Sunday 13%
19%
Tuesday
12%
Saturday
18%
Wednesday
13%

Thursday
12%

Friday
13%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Quick Service

‘Page 12

Restaurants, Casual Dining, Pizza, Delivery Services & Apps. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.




Total Spend by Network

NBC $359,245,088
ABC $304,985,151

CBS $294,073,563

FOX $252,678,539

ESPN $167,251,788
$72,834,410
$71,065,866
$67,763,445
$49,826,253

Univision

Amazon
Prime TV

HGTV

TBS

TNT $48,311,292
Telemundo $43,851,415
Food Network $41,565,216
Hallmark $37,472,349
NFL Network $31,028,045
TLC $29,685,291
Fox News $29,423,617
BRAVO $28,713,294
Freeform $25,912,784
BET $25,291,273
USA Network $25,058,426
truTv $22,431,789
ESPN2 $18,379,325
Universo $18,354,002
Comedy | $17.088,643
ION $16,438,848
MTV $15,913,638
Nick@Nite $13,812,671
Lifetime $13,465,664
FX $13,234,840
Adult Swim $12,132,445
(161 Netvﬂ:}(‘*sr) $370,938,435

Total Spend:
$2,538,227,630

Top Brands

ME © roms
TARGET .
* s«wayfair LI €] ‘S :

macys PORTING GOODS

amns®

Walmart

-

gysEEEEEEEEEEEEEEEEEEY,
L4

% Total Brands in Category: 414 K

% of Impressions by Daypart

Weekend Afternoon Early Morning
1% 8%

Weekend Day
6%

Doy Time
4%

Overnight
5%

Late Fringe AM

7% Early Fringe
12%
Late Fringe PM
5%
Primetime
32%
% of Impressions by DOW
Monday
Sunday 14%
17%
Tuesday
13%
Saturday
15%
Wednesday
14%
Friday
14% Thursday

14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Apparel,
Department Stores, Online Stores, and Outdoor & Sportlng Goods. Note: Impression share percentages are rounded.

This |nformc1t|on is excluswely provided to VAB members
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Telco & Tech “a

Total Spend by Network

CBS $418,529,355
FOX $360,271,369

NBC $321,100,937

ABC $313,623,114

ESPN $240,862,049
$90,826,773

Univision

TNT $87,749,295
mazen $78,846,628
TBS $60,994,668
trutv $52,718,445
Fox News $36,274,024
Telemundo $36,002,873
NFL Network $34,807,571
ESPN2 $26,890,804
USA Network $26,042,551
Food Network $25,002,846
BRAVO $23,315,480
HeTv M $17,756,277
Universo $16,247,829
UniMas $16,186,824
Netflix Live $14,450,661
Discovery W $12,812,641
INSP $12,229,821
Hallmark B $11,703,522
Fox Sports1 $11,140,255
Fox Deportes $11,090,165
chistor) ] $10,972,676
FX $10,940,955
cw § $9,979,013
CNN $9,783,242
(156 Netnorka) $345,738,754

Total Spend:
$ 2,675,051,727

Top Brands %
verizon’ T --lobile: = AT&T g§ Apple

I/
Google SAMSUNG oycasr amazon :

gysEEEEEEEEEEEEEEEEEEY,
* L4

. Total Brands in Category: 106 Q

% of Impressions by Daypart

Early Morning

Weekend Afternoon 6%

15%

Day Time

Weekend Day 14%

5%
Overnight
3%
Late Fringe AM
6% Early Fringe
14%
Late Fringe PM
5%
Primetime
32%
% of Impressions by DOW
Monday
Sunday 13%
18%
Tuesday
13%
Saturday
15%
Wednesday
14%
Friday
13% Thursday
14%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Electronic &
Communication Dewces Enterprise & Cloud, Cable, Sotelllte & ISP Note: Impression share percentages are rounded.

ThIS information is excluswely provided to VAB members



Total Spend by Network

FOX $155,520,023
CBS $153,754,585
ABC $115,103,950
NBC $108,298,825
ESPN $99,908,221
nazon $35,132,942
TBS $33,296,570
Food Network $30,098,608
TNT $29,463,060
Fox News $25,665,598
NFL Network $23,495,071
HGTV $21,686,198
BRAVO $17,949,020
Hallmark $17,325,090
Univision $17,306,616
truTv $16,318,341
ESPN2 $11,195,163
Dﬁ::‘r"iz $10,645,493
USA Network $10,475,629
cHlistory $9,454,390
TLC $9,077,243
Golf $8,750,744
CNN $8,5697,616
Telemundo $8,247,834
Lifetime $6,960,021
A&E $5,751,217
FoxSports1 $5,684,768
BET $5,082,834
AMC H§ $4,574,532
Netflix Live $4,504,848
(162 Net$3<§3 $125,441,920

Total Spend:
$1,134,768,347

s Top Brands
: 2 Expedia 5 carissean @ :
. MARRIOTT airbnb .
: (Q)Acr'@fsnapWorld @ ?’2)/2’ :
: Hilton carnival UnITED
",. Total Brands in Category: 573 ,':

% of Impressions by Daypart

Early Morning
7%

Weekend Afternoon
15%

Day Time

Weekend Day 15%

7%

Overnight

3%

Late Fringe AM Early Fringe

6% 13%

Late Fringe PM
5%
Primetime
29%
% of Impressions by DOW
Monday
Sunday 14%
18%
Tuesday
13%

Saturday

17%

Wednesday
13%
Friday
13% Thursday
13%

Source: iSpot National TV Spend Report, 1/1/2025 - 12/31/2025, includes monitored streaming services, data as of 3/30/2026. Category includes Airlines,
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Hotels & Motels, Travel Websites, Cruises, Resorts, Theme Parks & Destinations. Note: Impression share percentages are rounded.

This information is exclusively provided to VAB members.




Discover more

Looking for more dataq, insights and takeaways? Check out this related
VAB content

Pramium Video of YouTube?
and st 53 Stovies highighted through
won TV case studies

Y ‘"‘I:Il‘"-B
Whall A= What Is.. y - - Kl
Claritying marketing topics and terms: VAB :r—; Cior fy g markating it and berms VAB%

What Is CTV? What Is Programmatic TV?

Uncovering the Fallacies & Realities

of Audience, Advertising & Content
Automation and Technology

Defining and Understanding the
Connected TV Advertising Ecosystem

A

In TV Advertising

AVASS

Looking for industry terminology? VAB’s advertising essentials cover topics
like Al & machine learning, brand safety, audience-based buying, video
measurement, streaming and data.

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 simplify the complexities in our industry
and discover new insights that transform the way marketers look at their
media strategy.

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.

This information is exclusively provided to VAB members.



https://thevab.com/insight/power-of-premium-video
https://thevab.com/case-study-corner
https://thevab.com/insight/what-works-harder-for-marketers-on-ctv-premium-video-or-youtube
https://thevab.com/insight/what-is-connected-tv
https://thevab.com/insight/what-programmatic-tv
https://thevab.com/insight/uncovering-20-fallacies-realities-audience-advertising-content
https://thevab.com/advertising-glossaries-essentials
https://thevab.com/

	TV Spend Report by Industry: FY 2025
	Staying ahead in today’s advertising ecosystem means informing your strategic approach with key insights and intelligence.
	With over $88 billion* flowing into premium video, advertisers of all types and sizes can benefit from understanding the spending strategies of brands within their own industry or across others.
	While the network, daypart and day of week mix may differ, one aspect each of these advertisers have in common is they recognize the value of investing in premium video to reach and engage their customers.

	The National TV data you will find in this report:
	How you can leverage this data:
	Develop a deeper understanding of how industry leaders are investing their ad dollars in premium video
	Compare and contrast your strategy to top industry spenders
	Discover pockets of opportunity to refine and expand your advertising tactics
	Daypart Distribution by Impressions
	Day of Week Distribution by Impressions
	The Top 30 Networks/Channels by Spend
	Top 8 Spenders  by Brand
	The advertising spend data in this report is sourced from iSpot     Click to learn more about iSpot and how they support the video advertising ecosystem


	TV Spend Report by Industry

	Industries
	Click on the industry to be brought to their spending report
	Automotive
	Includes Automotive Vehicles

	Business
	Includes Financial Services, B2B and B2C Businesses

	CPG
	Includes Food & Beverages, Personal Care Products and Household Supplies
	Entertainment
	Includes Gaming, Sports, Family & Recreational Entertainment, Movies and TV

	Health & Wellness
	Includes Personal, Physical, Oral, Reproductive and Sleep Health Care Products

	Home Improvement
	Includes Retail Home Improvement Stores, Outdoor and Interior Improvement, HVAC & Flooring

	Insurance
	Includes Auto & General, Health and Life & Supplementary Insurance

	Pharma
	Includes Rx Medications

	Restaurants
	Includes Quick Service Restaurants, Casual Dining, Pizza, Delivery Services & Apps

	Retail
	Includes Apparel, Department Stores, Online Stores, Outdoor & Sporting Goods

	Telco & Tech
	Includes Electronic & Communication Devices, Enterprise & Cloud, Cable, Satellite & ISP

	Travel
	Includes Airlines, Hotels & Motels, Travel Websites, Cruises, Resorts, Theme Parks & Destinations
	Page 3



	Automotive
	Total Spend by Network
	Total Spend:  $2,397,191,828
	Top Brands
	% of Impressions by Daypart
	Early Morning 4%
	Day Time 8%
	Weekend Afternoon 19%
	Early Fringe 11%
	Weekend Day 6%
	Overnight 3%
	Late Fringe AM 6%
	Late Fringe PM 6%
	Primetime 37%

	% of Impressions by DOW
	Monday 13%
	Sunday 21%
	Tuesday 12%
	Saturday 16%
	Wednesday 12%
	Friday 12%
	Thursday 13%
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	Business
	Total Spend by Network
	Total Spend:  $2,418,932,258
	Top Brands
	% of Impressions by Daypart
	Early Morning 9%
	Weekend Afternoon 14%
	Weekend Day 8%
	Day Time 17%
	Overnight 4%
	Late Fringe AM 6%
	Late Fringe PM 4%
	Early Fringe 15%
	Primetime 23%

	% of Impressions by DOW
	Monday 14%
	Sunday 17%
	Tuesday 13%
	Saturday 16%
	Wednesday 14%
	Friday 13%
	Thursday 13%
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	CPG
	Total Spend by Network
	Total Spend:  $4,137,326,259
	Top Brands
	% of Impressions by Daypart
	Early Morning 7%
	Weekend Afternoon 10%
	Weekend Day 7%
	Day Time 19%
	Overnight 6%
	Late Fringe AM 7%
	Early Fringe 13%
	Late Fringe PM 5%
	Primetime 26%

	% of Impressions by DOW
	Monday 14%
	Sunday 16%
	Tuesday 14%
	Saturday 15%
	Wednesday 14%
	Friday 14%
	Thursday 14%
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	Entertainment
	Total Spend by Network
	Total Spend:  $3,174,904,257
	Top Brands
	% of Impressions by Daypart
	Early Morning 7%
	Weekend Afternoon 12%
	Weekend Day 7%
	Day Time 16%
	Overnight 7%
	Late Fringe AM 6%
	Early Fringe 13%
	Late Fringe PM 4%
	Primetime 28%

	% of Impressions by DOW
	Monday 14%
	Sunday 18%
	Tuesday 13%
	Saturday 15%
	Wednesday 14%
	Friday 14%
	Thursday 14%
	Page 7




	Health & Wellness
	Total Spend by Network
	Total Spend:  $2,207,417,530
	Top Brands
	% of Impressions by Daypart
	Weekend Afternoon 9%
	Early Morning 10%
	Weekend Day 7%
	Day Time 20%
	Overnight 8%
	Late Fringe AM 6%
	Late Fringe PM 4%
	Early Fringe 15%
	Primetime 22%

	% of Impressions by DOW
	Sunday 13%
	Monday 15%
	Saturday 13%
	Tuesday 15%
	Friday 15%
	Wednesday 15%
	Thursday 15%
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	Home Improvement
	Total Spend by Network
	Total Spend:  $1,357,779,804
	Top Brands
	% of Impressions by Daypart
	Weekend Afternoon 12%
	Early Morning 9%
	Weekend Day 9%
	Day Time 18%
	Overnight 6%
	Late Fringe AM 6%
	Early Fringe 16%
	Late Fringe PM 4%
	Primetime 22%

	% of Impressions by DOW
	Monday 14%
	Sunday 14%
	Tuesday 14%
	Saturday 15%
	Friday 14%
	Wednesday 14%
	Thursday 14%
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	Insurance
	Total Spend by Network
	Total Spend:  $3,575,359,826
	Top Brands
	% of Impressions by Daypart
	Weekend Afternoon 13%
	Early Morning 9%
	Weekend Day 5%
	Day Time 21%
	Overnight 4%
	Late Fringe AM 6%
	Late Fringe PM 4%
	Early Fringe 15%
	Primetime 25%

	% of Impressions by DOW
	Monday 15%
	Sunday 15%
	Tuesday 14%
	Saturday 14%
	Friday 13%
	Wednesday 14%
	Thursday 14%
	Page 10




	Pharma
	Total Spend by Network
	Total Spend:  $5,633,644,914
	Top Brands
	% of Impressions by Daypart
	Weekend Afternoon 8%
	Early Morning 9%
	Weekend Day 7%
	Day Time 21%
	Overnight 4%
	Late Fringe AM 7%
	Late Fringe PM 4%
	Early Fringe 14%
	Primetime 24%

	% of Impressions by DOW
	Monday 15%
	Sunday 14%
	Saturday 12%
	Tuesday 15%
	Friday 15%
	Wednesday 15%
	Thursday 14%
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	Restaurants
	Total Spend by Network
	Total Spend:  $3,560,697,573
	Top Brands
	% of Impressions by Daypart
	Early Morning 5%
	Weekend Afternoon 16%
	Day Time 13%
	Weekend Day 6%
	Overnight 3%
	Early Fringe 14%
	Late Fringe AM 7%
	Late Fringe PM 6%
	Primetime 30%

	% of Impressions by DOW
	Monday 13%
	Sunday 19%
	Tuesday 12%
	Saturday 18%
	Wednesday 13%
	Thursday 12%
	Friday 13%
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	Retail
	Total Spend by Network
	Total Spend:  $2,538,227,630
	Top Brands
	% of Impressions by Daypart
	Early Morning 8%
	Weekend Afternoon 11%
	Weekend Day 6%
	Day Time 14%
	Overnight 5%
	Late Fringe AM 7%
	Early Fringe 12%
	Late Fringe PM 5%
	Primetime 32%

	% of Impressions by DOW
	Monday 14%
	Sunday 17%
	Tuesday 13%
	Saturday 15%
	Wednesday 14%
	Friday 14%
	Thursday 14%
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	Telco & Tech
	Total Spend by Network
	Total Spend:  $ 2,675,051,727
	Top Brands
	% of Impressions by Daypart
	Early Morning 6%
	Weekend Afternoon 15%
	Day Time 14%
	Weekend Day 5%
	Overnight 3%
	Late Fringe AM 6%
	Early Fringe 14%
	Late Fringe PM 5%
	Primetime 32%

	% of Impressions by DOW
	Monday 13%
	Sunday 18%
	Tuesday 13%
	Saturday 15%
	Wednesday 14%
	Friday 13%
	Thursday 14%
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	Travel
	Total Spend by Network
	Total Spend:  $1,134,768,347
	Top Brands
	% of Impressions by Daypart
	Early Morning 7%
	Weekend Afternoon 15%
	Day Time 15%
	Weekend Day 7%
	Overnight 3%
	Late Fringe AM 6%
	Early Fringe 13%
	Late Fringe PM 5%
	Primetime 29%

	% of Impressions by DOW
	Monday 14%
	Sunday 18%
	Tuesday 13%
	Saturday 17%
	Wednesday 13%
	Friday 13%
	Thursday 13%
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	Discover more Looking for more data, insights and takeaways? Check out this related VAB content
	Looking for industry terminology? VAB’s advertising essentials cover topics  like AI & machine learning, brand safety, audience-based buying, video measurement, streaming and data.
	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 simplify the complexities in our industry and discover new insights that transform the way marketers look at their  media strategy.
	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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