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The Q&A Guide to OTT 
& Cable TV Advertising

This guide showcases many of the questions clients or 
buyers may have about advertising, pricing, and 
targeting with Cable TV and OTT, with comprehensive 
answers.

Topics are:

• What is OTT advertising?

• What are the best ways to advertise on OTT?

• When buying ads on OTT, what are the targeting 

options?

• What is Connected TV?

• What is the difference between connected TV 

advertising and OTT advertising?

• What is Addressable TV?



• What is the strategy to buying ads using 

addressable TV platforms?

• What are all the targeting options when buying 

cable TV advertising?

• Can you use 3rd party data and 1st party data 

when buying OTT? How does that work?

• Can you use 1st party and 3rd party data when 

buying cable TV?

• Besides OTT, Cable, Connected, Linear, and 

Broadcast TV, what other ways are there to buy TV 

advertising?

• How does audience measurement work with OTT? 

• How does audience measurement work with 

cable TV?

• How is cable TV advertising priced?

• How is OTT advertising priced?

• How do you buy advertising on YouTubeTV?

• How does Nielsen measure TV advertising?

• How does Comscore measure TV advertising?



What are OTT TV ads?

OTT (Over-the-Top) TV ads refer to advertisements delivered 
through over-the-top media services, which are platforms that 
provide television and film content over the internet. Unlike 
traditional cable or satellite television, OTT services bypass the 
traditional distribution channels, allowing users to stream content 
directly to their devices, such as smart TVs, laptops, tablets, or 
smartphones.

OTT TV ads can be seen on platforms like Netflix, Hulu, Amazon 
Prime Video, Disney+, and other streaming services that offer ad-
supported content. Advertising on OTT platforms provides several 
benefits for marketers, such as:

• Targeting: OTT advertising allows advertisers to target specific 
audiences based on demographics, location, interests, and 
viewing habits. This helps in delivering more relevant ads, which 
can lead to higher engagement and conversion rates.

• Measurability: Advertisers can track the performance of their 
OTT ads using detailed analytics and reporting. This enables 
them to measure the effectiveness of their campaigns and 
optimize their ad spend.

• Flexibility: OTT ads offer flexibility in terms of ad formats, 
lengths, and placements. This allows advertisers to tailor their 
creatives to fit the platform and the audience they are targeting.

• Brand safety: Ads on OTT platforms are usually displayed within 
premium, brand-safe environments, reducing the risk of ads 
being associated with inappropriate or low-quality content.

OTT TV advertising continues to grow as more viewers shift from 
traditional television to streaming platforms, providing advertisers 
with new opportunities to reach and engage with their target 
audience.



What are the best ways to advertise on 
OTT?

To make the most of advertising on OTT platforms, consider the 
following best practices:

• Understand your target audience: Before starting an OTT 
advertising campaign, it is essential to define your target 
audience. Research demographics, interests, and viewing 
habits to create relevant and engaging ads.

• Choose the right platforms and content: Not all OTT 
platforms are ad-supported, so select platforms that align 
with your target audience and offer advertising 
opportunities. Also, consider the content your audience is 
likely to consume and place your ads accordingly.

• Be creative with ad formats: OTT platforms offer a variety of 
ad formats, such as pre-roll, mid-roll, and post-roll ads, as 
well as interactive and display ads. Utilize these formats 
creatively to capture the audience's attention and 
communicate your message effectively.

• Focus on high-quality creatives: Ensure your ads have high 
production quality, with clear visuals and audio. The 
creatives should be optimized for different devices, as 
viewers may watch OTT content on smart TVs, laptops, 
tablets, or smartphones.

• Personalize your ads: Use data-driven targeting to deliver 
personalized ads that resonate with viewers. This can 
increase ad relevance, engagement, and conversion rates.

• Test and optimize: Regularly analyze the performance of 
your OTT ads, using metrics such as impressions, click-
through rates, and conversions. Based on the insights 
gained, optimize your creatives, targeting, and ad 
placements to improve the effectiveness of your campaigns.

By following these best practices, you can create successful OTT 
advertising campaigns that effectively reach your target 
audience and generate the desired results.



When buying ads on OTT, what are the 
targeting options?

When buying ads on OTT platforms, advertisers have various targeting 
options to reach their desired audience more effectively. Some of the 
common targeting options include:

• Demographic targeting: Advertisers can target audiences based on 
demographic factors such as age, gender, income, education, and 
marital status. This helps deliver ads to viewers who are more likely 
to be interested in the product or service being advertised.

• Geographic targeting: This option allows advertisers to target 
viewers based on their location, such as country, state, city, or even 
zip code. Geographic targeting can be useful for local businesses or 
campaigns focusing on specific regions.

• Behavioral targeting: Advertisers can target viewers based on their 
online behavior, such as browsing history, search queries, and past 
purchases. This helps deliver more relevant ads that align with the 
viewers' interests and preferences.

• Device targeting: Advertisers can target viewers based on the type 
of device they use to access OTT content, such as smart TVs, 
laptops, tablets, or smartphones. This allows for tailoring ad 
creatives to provide an optimal viewing experience on each device 
type.

• Audience segmentation: Some OTT platforms offer predefined 
audience segments, such as "fitness enthusiasts" or "foodies," 
allowing advertisers to target viewers who belong to specific interest 
groups.

• First-party data targeting: Advertisers can use their own customer 
data, such as email lists or CRM data, to target existing customers or 
prospects on OTT platforms. This can help increase brand loyalty 
and drive repeat business.

• Third-party data targeting: Advertisers can also leverage third-party 
data providers to access additional audience insights and targeting 
options that may not be available directly from the OTT platforms.



What is the difference between 
connected TV advertising and OTT 

advertising?

• Connected TV (CTV) advertising and OTT (Over-the-
Top) advertising are closely related and often used 
interchangeably. However, there is a subtle difference 
between the two, which lies in the devices and 
platforms they refer to.

• Connected TV (CTV) advertising refers specifically to 
ads displayed on internet-connected television sets. 
This includes smart TVs with built-in streaming 
capabilities or TVs connected to external streaming 
devices like Roku, Amazon Fire TV, Apple TV, or gaming 
consoles. CTV advertising focuses on the big-screen 
experience and targets viewers who are watching 
content on their television sets.

• OTT (Over-the-Top) advertising, on the other hand, 
encompasses a broader range of devices and 
platforms. OTT refers to any video content delivered 
over the internet, bypassing traditional cable and 
satellite TV distribution. OTT advertising includes not 
only ads displayed on connected TVs but also on other 
devices such as smartphones, tablets, and laptops.

In summary, while both CTV and OTT advertising involve 
delivering ads through internet-based streaming 
services, CTV advertising is a subset of OTT advertising 
that specifically targets internet-connected television 
sets. OTT advertising is broader in scope, as it covers ads 
served on various devices, including connected TVs, 
smartphones, tablets, and laptops.
.



What is Addressable TV regarding TV 
advertising options

Addressable TV advertising refers to the ability to deliver 
different ads to individual households or viewers within the 
same television program, based on various targeting criteria 
such as demographics, location, interests, and viewing habits. 
This form of advertising allows for a higher level of 
personalization and precision targeting compared to traditional 
linear TV advertising, which broadcasts the same ad to all 
viewers watching a particular program.

Addressable TV advertising leverages data from set-top boxes, 
streaming platforms, and other sources to create unique 
audience segments. Advertisers can then tailor their ads to 
these specific segments, resulting in more relevant and 
engaging ad experiences for viewers.

Some benefits of Addressable TV advertising include:

• Improved targeting: Addressable TV allows advertisers to 
target specific audience segments based on a wide range of 
criteria, resulting in more relevant ads and higher 
engagement rates.

• Increased efficiency: By targeting only the desired audience, 
advertisers can reduce ad waste and improve the overall 
efficiency of their media spend.

• Better measurement and analytics: Addressable TV offers 
more detailed reporting and analytics, allowing advertisers 
to track the performance of their ads and optimize their 
campaigns.

• Enhanced personalization: Addressable TV enables 
advertisers to create customized ad experiences for 
different audience segments, which can lead to higher 
conversion rates and stronger brand loyalty.

Addressable TV advertising is a growing trend in the television 
advertising landscape, as it offers more precise targeting and 
personalization options compared to traditional linear TV 
advertising. 



What is the strategy to buying ads 
using addressable TV platforms?

When buying ads using addressable TV platforms, it's essential to 
develop a strategic approach to make the most of the targeting 
capabilities and personalized ad experiences. Here are some steps to 
help you create an effective addressable TV advertising strategy:

• Define your target audience: Begin by identifying your target 
audience based on factors such as demographics, location, interests, 
and viewing habits. This information will help you create 
personalized and relevant ads that resonate with your audience.

• Set clear objectives: Define the goals of your addressable TV 
advertising campaign, such as brand awareness, lead generation, or 
sales. These objectives will guide your decision-making process and 
help you measure the success of your campaign.

• Choose the right platforms: Select addressable TV platforms that 
align with your target audience and campaign objectives. Evaluate 
the reach, targeting capabilities, ad formats, and pricing models of 
various platforms to find the best fit for your campaign.

• Develop engaging creatives: Create compelling ad creatives tailored 
to your target audience, taking into account their preferences, 
interests, and viewing habits. Ensure that your ads have high 
production quality and are optimized for different devices and 
screen sizes.

• Utilize data-driven targeting: Leverage the targeting capabilities of 
addressable TV platforms to deliver personalized ads based on 
factors such as location, demographics, interests, and viewing habits. 
This will help increase ad relevance, engagement, and conversion 
rates.

• Test and optimize: Monitor the performance of your addressable TV 
ads using metrics such as impressions, click-through rates, 
conversions, and return on ad spend (ROAS). Use this data to 
optimize your targeting, creatives, and ad placements, and improve 
the overall effectiveness of your campaign.

• Measure and analyze results: Regularly evaluate the performance of 
your addressable TV advertising campaign against your objectives. 
Analyze the data to gain insights into what worked well and what 
could be improved, and apply these learnings to future campaigns.

By following these steps, you can develop a successful addressable TV 
advertising strategy that effectively reaches your target audience, 
delivers personalized ad experiences, and achieves your campaign 
objectives.
.



What are all the targeting options when 
buying cable TV advertising?

When buying cable TV advertising, the targeting options are 
typically more limited compared to digital advertising 
platforms like addressable TV or OTT. However, there are still 
several ways to target your ads and reach a relevant 
audience. Some common targeting options for cable TV 
advertising include:

1. Geographic targeting: Cable TV advertising allows you 
to target specific geographic areas based on factors like 
city, region, or designated market area (DMA). This can 
be useful for local businesses or campaigns focusing on 
a particular region.

2. Demographic targeting: Some cable networks offer 
demographic targeting options, allowing advertisers to 
reach audiences based on age, gender, income, and 
other demographic factors. However, this level of 
targeting is typically less precise compared to digital 
platforms.

3. Daypart targeting: Advertisers can choose to air their 
commercials during specific times of day or during 
programming blocks when their target audience is more 
likely to be watching. For example, a brand targeting 
working professionals might choose to run ads during 
the evening news or prime-time programming.

4. Program or network targeting: Advertisers can select 
specific programs or networks that cater to their target 
audience's interests. For instance, a sports brand might 
choose to advertise on a sports network or during 
sports-related programming to reach sports enthusiasts.



Can you use 3rd party data and 1st party 
data when buying OTT? How does that 

work?

Yes, you can use both first-party and third-party data when buying OTT 
advertising, which can help you reach a more relevant audience and enhance 
the effectiveness of your campaigns. Here's how each type of data works in 
OTT advertising:

1. First-party data: This refers to the data collected directly from your 
customers or prospects, such as information from your CRM, email lists, 
website analytics, or customer surveys. Using first-party data, you can 
create custom audience segments and tailor your OTT ads to target 
specific groups, like existing customers, newsletter subscribers, or website 
visitors. This can help improve ad relevance, increase customer retention, 
and drive repeat business.

• To use first-party data in OTT advertising, you generally need to work with a 
data management platform (DMP) or a demand-side platform (DSP) that 
supports first-party data integration. Once you've uploaded your data to the 
platform, it will be anonymized and matched with the OTT platform's user 
data, allowing you to target your custom audience segments with personalized 
ads.

2. Third-party data: This refers to data collected by external data providers 
that can be used to supplement your first-party data and provide 
additional insights into your target audience. Third-party data typically 
includes information on demographics, interests, purchase intent, and 
online behaviors, which can help you create more granular audience 
segments and refine your targeting.

• To use third-party data in OTT advertising, you need to partner with a data 
provider that offers the specific audience segments or data points you're 
interested in. Once you've selected the data provider, you can access their data 
through a DMP, DSP, or the OTT platform's advertising interface. This data can 
then be used to enhance your targeting capabilities and deliver more relevant 
ads to your audience.

By combining first-party and third-party data, you can create highly targeted 
OTT advertising campaigns that reach the right viewers with personalized and 
relevant ads, ultimately resulting in higher engagement and conversion rates.



Can you use 1st party and 3rd party 
data when buying cable TV?

Using first-party and third-party data when buying cable TV 
advertising is more limited compared to digital advertising 
platforms like OTT. However, there are ways to leverage 
these data sources to some extent:

• First-party data: While it's difficult to directly use first-
party data for cable TV ad targeting, you can use the 
insights gathered from your data to make informed 
decisions about your campaign. For example, you can 
analyze your customer demographics, location, and 
interests to choose the most relevant networks, 
programs, or dayparts to reach your target audience.

• Third-party data: Cable networks and MVPDs 
(multichannel video programming distributors) 
sometimes partner with third-party data providers to 
offer more advanced targeting options, such as 
addressable TV advertising. In this case, advertisers can 
use third-party data to target specific audience 
segments based on demographics, interests, and other 
factors.

However, it's important to note that the level of targeting 
and personalization available with cable TV advertising is 
generally more limited than what you can achieve with 
digital platforms like OTT or addressable TV. As a result, 
leveraging first-party and third-party data for cable TV 
advertising is not as precise or customizable as it is for 
digital advertising.

In summary, while it's possible to use first-party and third-
party data to some extent when buying cable TV 
advertising, the targeting capabilities are more limited 
compared to digital advertising platforms.



Besides OTT, Cable, Connected, Linear, and 

Broadcast TV, what other ways are there to buy 

TV advertising?

In addition to OTT, Cable, Connected, Linear, and Broadcast TV, 
there are a few more ways to buy TV advertising:

• Programmatic TV: Programmatic TV advertising refers to the 
automated process of buying and selling television ad inventory 
using data-driven targeting and real-time bidding. This 
approach combines the advantages of digital advertising with 
traditional television, allowing for more precise targeting, real-
time optimization, and better performance measurement. 
Programmatic TV advertising can include linear, addressable, 
and connected TV formats.

• Satellite TV: Satellite TV advertising involves purchasing ad 
space on satellite TV networks, which deliver television 
programming to viewers via satellite signals. Similar to cable TV 
advertising, advertisers can target specific networks, programs, 
or dayparts to reach their desired audience. Examples of 
satellite TV providers include DIRECTV and DISH Network.

• In-flight TV advertising: In-flight TV advertising involves placing 
ads on the entertainment systems provided by airlines during 
flights. This can include pre-roll ads before movies or TV shows, 
sponsored content, or banner ads within the in-flight 
entertainment interface. In-flight TV advertising offers a captive 
audience and opportunities for targeting based on travel routes 
or traveler demographics.

• Digital out-of-home (DOOH) video advertising: While not 
strictly a TV advertising format, digital out-of-home video 
advertising involves placing video ads on digital screens or 
billboards in public spaces, such as shopping malls, airports, 
train stations, or city centers. This type of advertising can 
complement traditional TV advertising by extending reach and 
reinforcing brand messaging across multiple touchpoints.

These alternative ways to buy TV advertising can help you reach 
your target audience across various platforms and environments, 
increasing brand visibility and driving better campaign results.



How does audience measurement work 
with OTT? 

Audience measurement for OTT advertising involves tracking 
and analyzing various metrics to assess the reach, engagement, 
and effectiveness of ad campaigns on OTT platforms. OTT 
advertising offers more detailed and accurate audience 
measurement compared to traditional TV advertising due to its 
digital nature. Here are some key aspects of audience 
measurement for OTT:

• Impressions: Impressions refer to the number of times an ad 
is displayed to viewers. This metric helps gauge the reach of 
an OTT ad campaign and is often used to calculate the cost 
of advertising based on a CPM (cost per thousand 
impressions) model.

• Viewability: Viewability measures the percentage of ads that 
are actually viewable by users, considering factors such as 
video player size, visibility on screen, and duration of view. 
This metric ensures that advertisers only pay for ads that 
have a real opportunity to be seen by viewers.

• Video Completion Rate (VCR): VCR is the percentage of 
video ads that are viewed to completion (usually 95-100% 
of the ad duration). A high VCR indicates that viewers are 
engaged with the ad content and are more likely to retain 
the message.

• Click-Through Rate (CTR): CTR measures the ratio of clicks 
on an ad to the number of impressions it received. This 
metric helps evaluate the effectiveness of an ad in driving 
user engagement and is particularly relevant for interactive 
ads that prompt users to take an action, like visiting a 
website or downloading an app.

• Conversions: Conversions track the number of desired 
actions (e.g., purchases, sign-ups, app downloads) that 
result from viewers interacting with an OTT ad. This metric 
helps assess the return on investment (ROI) of an ad 
campaign and its effectiveness in driving specific goals.

• Audience demographics and interests: OTT platforms can 
provide granular data about the audience's demographics, 
interests, and viewing habits. This information helps 
advertisers better understand their target audience and 
tailor their ad campaigns accordingly.



How does conversion attribution work with 
OTT/CTV advertising?

OTT (Over-The-Top) advertising refers to the delivery of video content over the 
internet, bypassing traditional cable or satellite TV providers. In OTT 
advertising, conversion attribution is the process of determining which 
advertising touchpoints led to a user taking a desired action, such as making a 
purchase or filling out a form.

There are several methods for attribution in OTT advertising, including:

1. Last-touch attribution: This method assigns 100% of the credit for a 
conversion to the last advertising touchpoint that the user interacted with 
before taking the desired action. For example, if a user saw an OTT ad on 
their Roku device and then made a purchase on their computer, the Roku ad 
would receive all the credit for the conversion.

2. First-touch attribution: This method assigns 100% of the credit for a 
conversion to the first advertising touchpoint that the user interacted with. 
Using the same example as above, the first OTT ad the user saw on their 
Roku device would receive all the credit for the conversion.

3. Multi-touch attribution: This method assigns credit to multiple advertising 
touchpoints that the user interacted with before taking the desired action. 
There are several variations of multi-touch attribution, including:

• Linear attribution: This method assigns equal credit to every advertising 
touchpoint that the user interacted with.

• Time decay attribution: This method assigns more credit to advertising 
touchpoints that occurred closer in time to the user taking the desired 
action.

• Algorithmic attribution: This method uses a machine learning algorithm to 
assign credit to advertising touchpoints based on their predicted impact on 
conversions.

In OTT advertising, conversion attribution can be challenging because users 
may interact with ads on multiple devices, and there may be a delay between 
when a user sees an ad and when they take the desired action. As a result, 
advertisers may need to use a combination of attribution methods and data 
sources, such as ad server logs and website analytics, to accurately attribute 
conversions to their OTT advertising campaigns.



How do tracking pixels work to track 
conversion attribution with OTT or 

connected TV
Tracking pixels are small, invisible images embedded in an ad that 
allow advertisers to track user behavior after the ad is displayed. In 
OTT and connected TV advertising, tracking pixels work by sending 
data back to the advertiser when a user interacts with an ad or takes 
a desired action, such as making a purchase or filling out a form. 
Here's how it typically works:

1.The advertiser places a tracking pixel in their ad creative. The 
tracking pixel is a small piece of code that sends information back 
to the advertiser's server when the ad is displayed or when the 
user interacts with it.

2.When the user interacts with the ad, the tracking pixel sends 
information back to the advertiser's server. This information may 
include data such as the user's device type, location, and the time 
and date of the interaction.

3.The advertiser's server receives the data from the tracking pixel 
and uses it to determine whether the interaction led to a desired 
action, such as a conversion.

4. If the interaction led to a conversion, the advertiser can attribute 
the conversion to the specific ad that the user interacted with. This 
allows the advertiser to track the effectiveness of their OTT or 
connected TV advertising campaigns and make data-driven 
decisions about how to optimize their campaigns in the future.

It's worth noting that tracking pixels are just one of several methods 
for tracking user behavior in OTT and connected TV advertising. 
Other methods may include SDKs (software development kits) that 
are integrated directly into apps, or using third-party data providers 
to track user behavior across multiple devices and platforms. The 
choice of tracking method will depend on the specific needs and 
goals of the advertiser.



How does audience measurement work 
with cable TV?

Audience measurement for cable TV advertising involves estimating 
the reach and engagement of ad campaigns on cable networks 
using various metrics and methodologies. Traditional cable TV 
advertising measurement is generally less precise than digital 
advertising platforms like OTT due to its nature. Here are some key 
aspects of audience measurement for cable TV:

• Ratings: Ratings are the primary metric used to measure the 
audience size of a particular program or network on cable TV. 
Nielsen, a leading media measurement and analytics company, 
calculates ratings based on a representative sample of 
households in a given market. Ratings are expressed as a 
percentage of the total TV viewing population and help 
advertisers estimate the potential reach of their ads.

• Gross Rating Points (GRPs): GRPs are calculated by multiplying 
the rating of a program or network by the number of times an 
ad is aired. GRPs help advertisers assess the overall exposure 
and impact of their ad campaigns on cable TV.

• Target Rating Points (TRPs): TRPs are a more refined version of 
GRPs that take into account the specific target audience of an 
advertiser. TRPs measure the percentage of impressions 
delivered to the target audience and help advertisers evaluate 
the effectiveness of their campaigns in reaching their desired 
audience.

• Audience demographics: While cable TV advertising offers 
limited demographic targeting options, audience measurement 
data can still provide some insights into the demographics of 
viewers who watch specific programs or networks. This 
information helps advertisers make informed decisions about 
which programs or networks to target with their ads.



How is cable TV advertising priced?
Cable TV advertising is typically priced based on several factors, including the 
following:

• Cost per Thousand (CPM): The most common pricing model for cable TV 
advertising is CPM, which refers to the cost of reaching 1,000 viewers. 
Advertisers pay for their ads based on the number of impressions or the 
estimated number of viewers that their ads will reach. CPM rates can vary 
depending on factors such as the program's popularity, the network, the 
time of day, and the target audience.

• Time of Day (Daypart): The time of day when the ad is aired plays a 
significant role in determining its cost. Ad slots during prime time (typically 
8 PM to 11 PM) or popular programming blocks tend to be more 
expensive, as they have higher viewership. Less expensive options are 
available during other dayparts like early morning, daytime, or late night.

• Network and Program Popularity: Ad slots on popular networks or during 
high-rated programs typically come with a higher price tag due to 
increased demand from advertisers. Advertisers are willing to pay more to 
reach a larger or more engaged audience.

• Target Audience: The demographics and interests of the target audience 
can also influence the cost of cable TV advertising. If a particular program 
or network is known to attract a specific, desirable audience segment (e.g., 
high-income earners, young adults), advertisers may be willing to pay a 
premium to reach that audience.

• Geographic Targeting: Cable TV advertising allows for some level of 
geographic targeting by airing ads in specific regions, cities, or designated 
market areas (DMAs). The cost of advertising in a particular geographic 
area will depend on factors such as population size, median income, and 
market competitiveness.

• Ad Length: The duration of the ad can also affect its cost, with longer ad 
slots generally being more expensive. Typical ad lengths include 15, 30, or 
60 seconds, with 30-second spots being the most common.

• Seasonality: Advertising rates can fluctuate depending on the time of year, 
with higher prices during periods of increased viewership, such as the 
holiday season or major sporting events.

• Negotiation and Volume Discounts: Advertisers who buy ad slots in bulk 
or negotiate with cable networks may be able to secure more favorable 
rates.



How is OTT advertising priced?

OTT advertising is typically priced based on several factors, similar to other 

digital advertising platforms. Here are some of the most common pricing 

models and factors that influence OTT advertising costs:

1. Cost per Thousand (CPM): Similar to cable TV advertising, CPM is a 

prevalent pricing model for OTT advertising. Advertisers pay based on the 

number of impressions their ads receive, with the cost calculated for every 

1,000 impressions. The CPM rates for OTT advertising can vary depending 

on factors such as the platform, target audience, ad format, and inventory 

availability.

2. Cost per Completed View (CPCV): In this pricing model, advertisers pay 

only when a viewer watches the entire ad, typically used for video ads. This 

model ensures that advertisers pay for engaged views, leading to better 

ad performance and return on investment (ROI).

3. Cost per Click (CPC): For interactive OTT ads that prompt users to take an 

action, such as visiting a website or downloading an app, the CPC pricing 

model can be used. Advertisers pay based on the number of clicks their 

ads receive, focusing on direct user engagement.

4. Platform and Ad Inventory: The choice of OTT platform or ad inventory 

can impact the cost of advertising. Premium platforms or ad placements 

with high viewership and engagement levels may command higher prices, 

while less popular platforms or placements may be more affordable.

5. Targeting Options: The complexity and granularity of the targeting options 

used in an OTT ad campaign can influence its cost. More advanced 

targeting options, such as using third-party data or creating custom 

audience segments



How do you buy advertising on YouTubeTV

.

YouTube TV is a live TV streaming service that offers a variety of 
channels and content, including both live and on-demand 
programming. To buy advertising on YouTube TV, you'll need to use 
Google Ads, the platform that manages ad placements on YouTube 
and its associated properties. Here's a step-by-step guide on how to 
buy advertising on YouTube TV:

• Create a Google Ads account: If you don't already have a Google 
Ads account, sign up at https://ads.google.com/. You'll need a 
Google account to sign up, and you'll be prompted to enter 
some basic information about your business.

• Set up a new campaign: Log in to your Google Ads account, and 
click on the "Campaigns" tab. Then, click the "+" button to create 
a new campaign.

• Choose your campaign goal: Select the goal that best aligns with 
the objectives of your YouTube TV advertising campaign, such as 
sales, leads, website traffic, or brand awareness.

• Select your campaign type: Choose the "Video" campaign type, 
which is specifically designed for YouTube and YouTube TV 
advertising.

• Configure your campaign settings: Name your campaign and set 
your daily budget, which is the maximum amount you're willing 
to spend per day on your ads. You can also choose your start and 
end dates, networks (YouTube videos, YouTube search results, and 
YouTube TV), languages, and locations.

https://ads.google.com/


What are the targeting options when 
buying ads on YouTubeTV?

When buying ads on YouTube TV through Google Ads, you can leverage a 
wide range of targeting options to reach your desired audience. Some of the 
key targeting options available include:

• Demographics: Target your ads based on age, gender, parental status, and 
household income.

• Interests: Reach users based on their interests, such as sports enthusiasts, 
tech lovers, or travel buffs. Google Ads offers predefined interest 
categories, or you can create custom affinity audiences based on specific 
keywords, URLs, or apps related to your target audience's interests.

• Life Events: Target users experiencing specific life events, like getting 
married, moving, or graduating from college.

• In-market Audiences: Reach users who are actively researching or planning 
to purchase products or services similar to yours.

• Custom Intent Audiences: Target users who have recently searched for 
specific keywords related to your business or industry on Google Search.

• Placement Targeting: Choose specific YouTube channels, videos, or 
websites on the Google Display Network where you want your ads to 
appear.

• Topics: Target your ads based on the topics of the content users are 
watching or engaging with on YouTube or the Google Display Network.

• Keywords: Target users based on keywords related to your business or 
industry, which will help your ads show up in relevant search results or 
alongside related videos.

• Geographic Targeting: Reach users based on their location, including 
countries, regions, cities, or specific postal codes.

• By leveraging these targeting options, you can create highly focused ad 
campaigns on YouTube TV to reach the most relevant and engaged 
audiences, helping you achieve better results and ROI from your 
advertising efforts.



How does Nielsen measure TV 
advertising?

Nielsen measures TV advertising effectiveness by analyzing the reach, frequency, and impact 
of television ad campaigns. They use a combination of methodologies to gather and 
interpret data on television audiences, including traditional TV and digital platforms like OTT. 
Here's an overview of how Nielsen measures TV advertising:

• Panel-based measurement: Nielsen primarily relies on panel-based measurement, 
where a representative sample of households (Nielsen Families) is selected to represent 
the broader TV viewing population. These households have devices called Nielsen 
meters installed in their homes to measure their TV viewing habits, including the 
channels watched, programs viewed, and ads consumed.

• People meters: Within the selected households, Nielsen uses people meters to track 
individual viewing behaviors. Each family member has a unique code, and they are 
asked to log in whenever they watch TV to record their individual viewing habits, 
including exposure to advertisements. This provides demographic data on viewers and 
helps to understand the specific audience an ad has reached.

• Ratings: Nielsen calculates ratings, which represent the percentage of the total TV 
viewing population watching a specific program or channel, as a primary metric to 
estimate the potential reach of a TV ad campaign. Advertisers can use ratings data to 
determine the best programs and channels for placing their ads to reach their target 
audience.

• Gross Rating Points (GRPs) and Target Rating Points (TRPs): Nielsen uses GRPs and 
TRPs to measure the overall exposure and effectiveness of a TV ad campaign. GRPs are 
calculated by multiplying the rating of a program or channel by the number of times an 
ad is aired. TRPs are a refined version of GRPs that take into account the specific target 
audience of an advertiser, measuring the percentage of impressions delivered to the 
target audience.

• Ad Intel: Nielsen's Ad Intel is a suite of tools that provides comprehensive data on TV 
advertising activity, including creative, spend, and occurrence data. Advertisers can use 
Ad Intel to monitor their competitors' strategies and benchmark their own ad 
campaign performance.

• Advertising Effectiveness Solutions: Nielsen also offers a range of advertising 
effectiveness solutions, such as Nielsen Brand Effect, which measures the impact of TV 
ad campaigns on brand lift metrics like awareness, recall, and purchase intent.

By utilizing these methodologies and tools, Nielsen helps advertisers and marketers 
understand the effectiveness of their TV advertising campaigns, optimize ad placements, 
and make data-driven decisions to maximize ROI.



How does Comscore measure TV 
advertising?

Comscore measures TV advertising effectiveness by analyzing the reach, frequency, and 
impact of television ad campaigns across platforms, including traditional TV, connected TV, 
and digital video. Comscore employs a combination of methodologies to gather and 
interpret data on television audiences and ad exposures. Here's an overview of how 
Comscore measures TV advertising:

• Set-top box data: Comscore primarily uses set-top box data from millions of 
households, which provides a large sample size for granular measurement. This data 
includes information about channels watched, programs viewed, and ads consumed.

• Panel data: Comscore also incorporates panel data to supplement the set-top box data, 
providing insights into individual viewing habits and demographics, which helps to 
understand the specific audience reached by an ad.

• Cross-platform measurement: Comscore's Video Metrix and Digital Audience products 
offer insights into digital video advertising, including connected TV and OTT platforms. 
By combining data from traditional TV and digital sources, Comscore provides a 
comprehensive view of advertising performance across platforms.

• Ad Impressions: Comscore measures ad impressions to assess the exposure of a TV ad 
campaign. Advertisers can use this information to determine the reach of their ads and 
optimize ad placements based on their target audience.

• Gross Rating Points (GRPs) and Target Rating Points (TRPs): Comscore calculates GRPs 
and TRPs to measure the overall exposure and effectiveness of a TV ad campaign. GRPs 
represent the total ad impressions delivered to the audience, while TRPs focus on the 
impressions delivered to a specific target audience.

• Competitive intelligence and creative analysis: Comscore offers tools to monitor 
competitors' advertising strategies and analyze creative elements of ad campaigns. This 
helps advertisers benchmark their ad performance and make informed decisions about 
their campaigns.

• Advertising effectiveness research: Comscore provides research and insights into the 
impact of TV ad campaigns on brand metrics, such as awareness, recall, and purchase 
intent, to help advertisers understand the effectiveness of their campaigns.

By utilizing these methodologies and tools, Comscore enables advertisers and marketers to 
understand the effectiveness of their TV advertising campaigns, optimize ad placements, 
and make data-driven decisions to maximize ROI.



How do Nielsen and Comscore differ?

While both Nielsen and Comscore are leading media measurement and analytics companies 

that provide insights into TV audience size, demographics, and viewing behaviors, they have 

key differences in their methodologies, data sources, and focus areas. Here are some of the 

primary differences between Nielsen and Comscore:

1. Data sources and methodology:

• Nielsen primarily relies on panel-based measurement, where a representative 

sample of households (Nielsen Families) is selected to represent the broader TV 

viewing population. These households have devices called Nielsen meters 

installed in their homes to measure their TV viewing habits.

• Comscore mainly uses set-top box data from millions of households to measure 

TV viewership. This approach provides a larger sample size for more granular 

measurement. Comscore also incorporates panel data to supplement the set-top 

box data.

2. Traditional TV vs. cross-platform focus:

• Nielsen has a long-standing reputation for traditional TV measurement, with its 

ratings being the industry standard for assessing program and ad campaign 

performance. However, Nielsen has been expanding its measurement capabilities 

to include digital platforms like OTT and connected TVs.

• Comscore has a stronger focus on cross-platform measurement, providing 

insights into TV and digital video advertising across platforms, including 

traditional TV, connected TV, and OTT. Comscore aims to offer a more 

comprehensive view of advertising performance across platforms.

3. Market segments:

• Nielsen caters to a wide range of market segments, including broadcast, cable, 

and digital TV, as well as radio and other media platforms.

• Comscore focuses primarily on television, digital video, and online advertising, 

offering products and services tailored to these market segments.

5. Product offerings:

• Both companies offer a range of products and services for measuring audiences, 

advertising effectiveness, and competitive intelligence. However, the specific 

products and tools may differ in terms of focus, methodology, and features.

Despite these differences, both Nielsen and Comscore play essential roles in providing 

insights and data that help advertisers, broadcasters, and other media stakeholders make 

informed decisions about their marketing and content strategies.
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