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01 What is CTV and why is it important?

02 What goals can CTV achieve for retailers?

03 How is CTV measured?

04 What are best practices for retailers to integrate CTV?

05 What can be learned from CTV success stories?

We cover how brands that have historically found linear TV to be cost prohibitive realize 
the potential that CTV provides with its affordable point of entry. For brands with linear TV 
H[SHULHQFH�WKDW�ZDQW�WR�WLH�VSHFLƓF�SHUIRUPDQFH�JRDOV�WR�WKHLU�DG�VSHQG��&79ōV�DELOLW\�WR�DFW�DV�D�
GLUHFW�UHVSRQVH�SHUIRUPDQFH�FKDQQHO�PDNHV�LW�DQ�H[FHOOHQW�RSWLRQ��6LPSO\�SXW��&79�SURYLGHV�D�
SHUVRQDOL]HG��DXGLHQFH�ƓUVW�DSSURDFK�WKDW�\RX�FDQ�EX\�DQG�PHDVXUH�LQ�WKH�VDPH�ZD\�\RX�EX\�RQ�
<RX7XEH��,QVWDJUDP�RU�)DFHERRN��,W�SURYLGHV�GDWD�WR�\RXU�RUJDQL]DWLRQ�WKDW�LQIRUPV�\RXU�HQWLUH�
PHGLD�PL[��DQG�FDQ�EH�FORVHO\�LQWHJUDWHG�ZLWK�VRFLDO�DQG�VHDUFK�FDPSDLJQV�WR�GULYH�WR�LPSDFWIXO�
EXVLQHVV�UHVXOWV�UDQJLQJ�IURP�GLUHFW�VDOHV�WR�LQFUHDVHG�IRRW�WUDIƓF��:LWK�WKH�VDPH�WDUJHWLQJ�DQG�
PHDVXUHPHQW�FDSDELOLWLHV�DV�SHUIRUPDQFH�PHGLD�FKDQQHOV��OLNH�SDLG�VRFLDO��DQG�WKH�DELOLW\�WR�
integrate with other digital media channels—CTV enables full funnel measurement. 

1RZ��LI�\RXōUH�DPRQJ�WKH�PDMRULW\�RI�$PHULFDQV��\RX�DUH�DOUHDG\�VSHQGLQJ�KRXUV�FRQVXPLQJ�&79���
/HWōV�WDNH�D�ORRN�DW�WKH�VWDWH�RI�UHWDLO��WKH�FRPPRQ�PLVXQGHUVWDQGLQJV�VXUURXQGLQJ�&79�DQG�WKH�
reality of the enormous opportunity in front of advertisers.

7KDWōV�ZK\�ZH�
created this guide for 
driving retail success 

with Connected TV 
(CTV) as a primer for 

 truly understanding:

,QWURGXFWLRQ

We also created an easy-to-circulate CTV Reality Reference Guide to share with your teams 
in order to dispel myths and misconceptions about the medium. You will gain a shared 
understanding of the present opportunity to adapt and drive success with CTV in 2021.

:KLOH�\RX�PD\�QRW�GUDZ�LPPHGLDWH�SDUDOOHOV�EHWZHHQ�WKH�UHWDLO�DQG�WHOHYLVLRQ�LQGXVWULHV�� 
WKHUHōV�RQH�LQGLVSXWDEOH�IDFW�������IRUFHG�UDGLFDO�FKDQJH�LQ�ERWK�LQGXVWULHV�WKDW�DUH�KHUH�WR�VWD\�
 
Currently there are over 84 million American homes streaming through connected TV (CTV) 
GHYLFHV��7KDW�LV�VL[�PLOOLRQ�PRUH�WKDQ�FDEOH�79�VXEVFULEHUV��,W�LV�FULWLFDO�IRU�EUDQGV�WR�VWD\�DJLOH�DQG�WR�
understand the opportunities that are now available to reach those customers where they are— 
before the CTV landscape becomes overly saturated. 
 
&RQQHFWHG�79�RIIHUV�D�SHUVRQDOL]HG��DXGLHQFH�ƓUVW�PHGLD�FKDQQHO�ZKHUH�\RX�FDQ�EX\�DQG�PHDVXUH�LQ�
WKH�VDPH�ZD\�\RX�EX\�RQ�<RX7XEH��,QVWDJUDP�RU�)DFHERRN��,W�LQWHJUDWHV�VHDPOHVVO\�DFURVV�DOO�RWKHU�
FKDQQHOV�LQFOXGLQJ�VRFLDO�DQG�VHDUFK��DQG�RIIHUV�DFWLRQDEOH�GDWD�WKDW�IHHGV�DOO�RWKHU�FKDQQHOV�
 
&79�LV�DIIRUGDEOH��,W�LV�HIIHFWLYH��,W�LV�KHUH�WR�VWD\�
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:KLOH�D�VHOHFW�IHZ�FDWHJRULHV��OLNH�JURFHUV��ELJ�ER[�UHWDLOHUV�DQG�PDQ\�&3*�EUDQGV��HQMR\HG�PDVVLYH� 
&29,'�IXHOHG�JURZWK�LQ�������WKH�PDMRULW\�RI�UHWDLO�EUDQGV�ZHUHQōW�DV�IRUWXQDWH��7KHUH�ZHUH�PRQWKV� 
of grim headlines announcing closures and restructuring. All in:

Background:�5HWDLOōV�UDSLG�HYROXWLRQ�DQG�QHZ�UHDOLW\�LQ������DQG�EH\RQG 

As winter WXUQHG�WR�VSULQJ�DQG�VSULQJ�WR�VXPPHU��WKH�W\SLFDO�
XSWLFNV�LQ�VHDVRQDO�IDVKLRQ�ZHUH�QRZKHUH�WR�EH�VHHQ��,QVWHDG��
consumers were stockpiling toilet paper and hoarding hand 
VDQLWL]HU�ZKLOH�ZHDULQJ�SDMDPD�ERWWRPV�RQ�=RRP�FDOOV��

When shelter-in-place orders took effect and non-essential 
UHWDLOHUV�ZHUH�IRUFHG�WR�FORVH��FRQVXPHUV�UDSLGO\�VKLIWHG�WR�
online shopping and eCommerce reached an all-time high of 
������RI�WRWDO�JOREDO�UHWDLO�VDOHV� according to Shopify. That 
JURZWK�ZDV�HVSHFLDOO\�VLJQLƓFDQW�LQ�WKH�JURFHU\�FDWHJRU\�� 
where regional grocers and national players saw pickup and 
delivery services grow over 90% on average in the 2nd quarter.

+RZHYHU��RWKHU�EUDQGVŋIURP�OX[XU\�WR�OLIHVW\OHŋGLGQōW�IDUH�
DV�ZHOO��DV�FRVW�FRQVFLRXV�FRQVXPHUV�SDUHG�EDFN�VSHQGLQJ�
LQ�DSSDUHO��EHDXW\�DQG�IRRWZHDU��7KH�RQHV�WKDW�VXUYLYHG�
adapted and quickly pivoted to meet consumer demand for 
GULYH�WKURXJK�SLFN�XSV��%23,6��EX\�RQOLQH��SLFN�XS�LQ�VWRUH���
and virtual shopping appointments. Even though the fashion 
category dropped 25-40% last year according to B. Riley 
6HFXULWLHV��DQDO\VWV�H[SHFW�D�VWURQJ�FRPHEDFN�DV�YDFFLQHV�DUH�
GLVWULEXWHG��WKH�VHDVRQV�FKDQJH�DJDLQ�DQG�FRQVXPHUV�PDNH�WKHLU�
ORQJ�DZDLWHG�UHWXUQ�WR�WKH�RIƓFH��UHVWDXUDQWV�DQG�VRFLDO�HYHQWV�

A big part of that resurgence will be driven by eCommerce 
ZKLFK��DFFRUGLQJ�WR�,%0ōV�86�5HWDLO�,QGH[��DFFHOHUDWHG�E\�ƓYH�
years as consumers shifted spending from physical stores to 
online destinations. Consumers of all ages were quick to adopt 
RQOLQH�VKRSSLQJ�DQG�LWōV�OLNHO\�WKDW�PXFK�RI�WKDW�EHKDYLRU�ZLOO�
VWLFN�LQ�������$Q�,SVRV�VWXG\�UHSRUWV�WKDW�35% of consumers 
now actually prefer contactless shopping and delivery options 
to visiting their local brick-and-mortar retailer. This was clearly 
demonstrated by the online share of total retail spending 
hitting a staggering 40% during both the spring and holiday 
seasons last year. 

.QRZLQJ�WKDW�OLIHVW\OH�EUDQGV�DUH�ULSH�IRU�D�UHERXQG��WKH�
retailers that shine will develop strategies to capitalize on shifts 
in consumer shopping behavior. They will be agile and will 
listen intently to their customers to understand where to adapt. 
7KH\�ZLOO�FUHDWH�EHWWHU��PRUH�VHUYLFH�RULHQWHG�H[SHULHQFHV�LQ�
every channel and make digital a top priority. Deloitte survey 
data reveals that digital acceleration is a priority for 88% of 
retail executives in 2021.�$QG�ŏGLJLWDOŐ�LVQōW�MXVW�DERXW�\RXU�VLWH�
or social ads. Cue CTV.

38 national retailers and restaurants ƓOHG�IRU�EDQNUXSWF\  
while many others downsized their footprint and headcount.

,FRQLF�EUDQGV�IURP�*1&�WR�/RUG�	�7D\ORU�DQG�6WHLQ�0DUW� 
all permanently shut their doors.

Yelp estimated that over 800 small businesses closed daily. 
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$FFRUGLQJ�WR�H0DUNHWHU��ZKLOH�86�DG�VSHQG�LQ�WUDGLWLRQDO�
FKDQQHOV��OLQHDU�79��UDGLR��22+��GHFOLQHG�LQ�������CTV saw 
DQ�LQFUHDVH�RI��������JURZLQJ�WR�RYHU�������ELOOLRQ��,Q�������
WKDW�QXPEHU�LV�H[SHFWHG�WR�UHDFK��������ELOOLRQ�DQG�E\�
������LW�ZLOO�H[FHHG�������ELOOLRQ� 

US CTV viewers in 2020  
according to eMarketer: 45.7
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3HRSOH�RI�DOO�DJHV�DUH�FXWWLQJ�WKH�FRUG�DV�WKH�UDSLG�DGRSWLRQ�RI�&79�VSDQV�JHQHUDWLRQV� 

In 2020, as COVID-19 shut down the world around us and quarantines went into effect across the nation, CTV experienced 
massive growth, increasing 307% YoY in Q2 alone according to Brightcove’s Global Video Index. CTV is now a mainstay in 
American homes with over 84M households having CTV devices. Any device that can be connected to the internet to access 
streaming video content—from Apple TV to Roku, Smart TVs, Xbox and more—is a CTV device. By comparison, there are only 78M 
cable subscribers. With the growth of CTV, cable has taken a hit; it’s expected that 27% of US cable subscribers will cut the cord 
this yearŋXS�IURP�����IURP�ODVW�\HDU��)RU�WKH�ƓUVW�WLPH��DGYHUWLVHUV�FDQ�UHDFK�PRUH�FRQVXPHUV�ZLWK�&RQQHFWHG�79�WKDQ�OLQHDU�79��

01 What is Connected TV and why is it important? 

Where is all that ad revenue going?  
YouTube��Hulu and Roku currently account  
for about half of that spend with the rest 
dispersed among smaller players.
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A Nielsen report on 2020 viewing habits revealed that total streaming TV time has increased 74% YoY�DQG�����RI�86�DGXOWV� 
VXUYH\HG�UHSRUWHG�DGGLQJ�D�QHZ�VHUYLFH�LQ�4��DORQH��6LQFH�DG�GROODUV�WHQG�WR�IROORZ�H\HEDOOV��LWōV�QR�ZRQGHU�WKDW�53% of media 
buyers plan to move broadcast TV dollars to CTV in 2021. Fifty two percent of cable buyers plan to do the same and digital  
PDUNHWHUV�DUH�DOVR�VKLIWLQJ�EXGJHWV��ZLWK�����RI�WKHP�DOORFDWLQJ�EXGJHW�WR�&79�IURP�RWKHU�GLJLWDO�FKDQQHOV��DFFRUGLQJ�WR�WKH�,$%��

To sum it all up: 

Results:�$Q�LQŴX[�RI�FRQWHQW��IUDJPHQWHG�YLHZHUV�DQG�D�VHLVPLF�
shift to non-traditional platforms to watch programming.

183M
people access 
CTV monthly

Connected TV by the numbers:

55.5%
RI�86�SRSXODWLRQ� 

uses CTV

5hrs+
spent daily  

on CTV

74% 
YoY increase in total 

streaming time

Linear TV ratings  
are declining Ad demand is high

Video consumption 
 is increasing

Competition from  
new media vendors  

is increasing

01 What is Connected TV and why is it important? continued



1. AUDIENCE-FIRST TARGETING Connected TV allows you 
WR�DSSO\�DQ�DXGLHQFH�ƓUVW��GDWD�GULYHQ�DSSURDFK�WR�79��
similar to any digital channel you’re running on. You can 
target consumers based on interest, in-market cues or 
buying behaviors. And, regardless of the network, device 
or time of day, you can reach your audience whenever 
and wherever they happen to be watching by leveraging 
\RXU�GDWD��8VLQJ�ƓUVW�SDUW\�GDWD��\RX�FDQ�WDUJHW�FXUUHQW�
customers to increase loyalty or build valuable lookalike 
audiences to attract new customers—just like you can 
with other digital media.

2. PERSONALIZED CREATIVE Given the data-driven 
targeting CTV enables, it’s easy to personalize the 
message to the consumer, recognizing them for where 
they are in the customer journey whether they are a loyal 
FXVWRPHU��ƓUVW�WLPH�EX\HU�RU�VWLOO�LQ�WKH�FRQVLGHUDWLRQ�
phase. Another plus, you don’t need to produce an 
elaborate, expensive commercial. You can easily 
repurpose creative assets from other digital channels to 
create multiple messages to reach the right consumer in 
the right mindset.

From prospecting campaigns to attract new customers, 
to retargeting campaigns that leverage your current 
VLWH�WUDIƓF��FRQVLGHU�&79�DQRWKHU�GLUHFW�UHVSRQVH�
channel—similar to search and social. CTV has elevated 
TV commercials into the realm of digital advertising, 
providing retailers and marketers across industries with 
the precise targeting and real-time measurement that has 
made digital a direct response darling for a decade. Simply 
SXW��&79�SURYLGHV�D�SHUVRQDOL]HG��DXGLHQFH�ƓUVW�DSSURDFK�
that you can buy and measure in the same way you buy on 
YouTube, Instagram or Facebook. 

02 What goals can CTV achieve for retailers?

*LYHQ�LWV�GLJLWDO�DSSURDFK�WR�79�DGYHUWLVLQJ��&79�LV�DQ�LGHDO�
solution for achieving multiple business goals. For brands 
WKDW�KDYH�KLVWRULFDOO\�IRXQG�OLQHDU�79�WR�EH�FRVW�SURKLELWLYH��
CTV provides an affordable point of entry. For brands with 
OLQHDU�79�H[SHULHQFH�WKDW�ZDQW�WR�WLH�VSHFLƓF�SHUIRUPDQFH�
JRDOV�WR�WKHLU�DG�VSHQG��&79ōV�DELOLW\�WR�DFW�DV�D�GLUHFW�
response performance channel makes it an excellent option. 

Brands of all types—from retailers to luxury goods  
WR�OLIHVW\OH�EUDQGV�ŋDUH�EX\LQJ�&79�ZLWK�VSHFLƓF� 
outcomes in mind:

 Build market share

 Communicate promotions

� ,QFUHDVH�FXVWRPHU�HQJDJHPHQW

 Drive conversions 

� 'ULYH�IRRW�WUDIƓF

As eCommerce exploded in 2020 and many retailers saw 
WKHLU�FXVWRPHUV�VKLIW�IURP�LQ�VWRUH�WR�RQOLQH�VKRSSLQJ��&79�
EHFDPH�D�YLDEOH�QHZ�FKDQQHO�WR�UHDFK�WKHP��,Q�IDFW��89% 
RI�PDUNHWHUV�IHHO�WKDW�&79�LV�MXVW�DV�HIIHFWLYH��LI�QRW�PRUH�
effective than linear TV�DQG��DFFRUGLQJ�WR�D�VWXG\�E\�7KH�
7UDGH�'HVN��&79�LV�TXLFNO\�EHFRPLQJ�D�SUHIHUUHG�WDFWLF�IRU�
building brand awareness:

:K\�DUH�PRUH�DQG�PRUH�UHWDLOHUV��EUDQGV�DQG�
other marketers turning to CTV to reach their 
goals? There are two main reasons: 
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Almost half of marketers say Connected TV  
is their ŌWRS�SLFNō�for storytelling.
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0XOWLSOH�UHSRUWV�LQGLFDWH�WKDW������LV�WKH�\HDU�PDQ\�EUDQGV�ZLOO�ZDON�DZD\�IURP�WKH�WUDGLWLRQDO��OLQHDU�79�XSIURQWV�LQ�IDYRU�RI�D�
PRUH�DJLOH��GDWD�GULYHQ�79�VWUDWHJ\��$�VWUDWHJ\�KDUQHVVLQJ�&79��OLNH�DOO�GLJLWDO�FKDQQHOV��GHOLYHUV�DFWLRQDEOH�LQVLJKWV�DQG�SURYLGHV�
PRUH�SUHFLVH��PHDVXUDEOH�RXWFRPHV��:LWK�WKH�VDPH�WDUJHWLQJ�DQG�PHDVXUHPHQW�FDSDELOLWLHV�DV�SHUIRUPDQFH�PHGLD�FKDQQHOV��
OLNH�SDLG�VRFLDO��DQG�WKH�DELOLW\�WR�LQWHJUDWH�ZLWK�RWKHU�GLJLWDO�PHGLD�FKDQQHOVŋ&79�HQDEOHV�IXOO�IXQQHO�PHDVXUHPHQW��

,W�LV�WUXO\�XQLTXH�DQG�VWUDWHJLFDOO\�SRZHUIXO�LQ�LWV�DELOLW\�WR�LGHQWLI\�VRPHRQH�ZKR�KDV�YLHZHG�D�EUDQG�PHVVDJH�LQ�RWKHU�FKDQQHOV�
DQG�HQDEOH�D�PDUNHWHU�WR�SUHFLVHO\�GHOLYHU�WKDW�VDPH�FRQVXPHU�D�UHOHYDQW��WLPHO\�&79�DG��7KH�EUDQG�FDQ�WKHQ�FRQWLQXH�WR�WDUJHW��RU�
VXSSUHVV��SHQGLQJ�WKH�JRDO��WKDW�YLHZHU�DFURVV�RWKHU�GLJLWDO�PHGLD��DOORZLQJ�WKH�DGYHUWLVHU�WR�IROORZ�D�FRQVXPHU�IURP�WKH�YHU\�ƓUVW�
touchpoint all the way through to purchase. 

03 +RZ�LV�&79�0HDVXUHG"

Other ways to measure the impact of CTV include:

Building audience  
for other channels: 

Did the CTV ad result in 
a video view by a user 

who can be retargeted in 
search or display with  

a follow up ad? 

)RRW�WUDIƓF�VWXGLHV� 
Did the CTV ad drive an 
RIŴLQH�WULS�WR�WKH�VWRUH"?

Brand lift studies: 
Did the CTV ad move  
the needle on brand  
PHWULFV�OLNH�DZDUHQHVV��

favorability and  
purchase intent?

Search demand  
lift studies: 

Did the CTV ad drive 
an increase in brand or  

product searches? 
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,Q�VXPPDU\��&79ōV�GDWD�GULYHQ��DXGLHQFH�ƓUVW�DSSURDFK�ZLOO�GHOLYHU�
better insights and measurement for your business than linear TV—or 
HYHQ�VRPH�UHFHQW�GLJLWDO�GDUOLQJV��OLNH�GLVSOD\�DGYHUWLVLQJ���HYHU�FRXOG�

Potential customer turns on the 
TV and opens Amazon Fire Stick

Potential customer 
watches selected 
program and is served a 
customized ad based on 
WKHLU�DXGLHQFH�SURƓOH

Potential customer opens the Bravo app  
on the Amazon Fire Stick

Potential customer chooses a  
program to watch from the app

That same potential 
customer is retargeted  
on Facebook and clicks  
through to purchase

4.

2.

5.

6LQFH�D�SLFWXUH�LV�RIWHQ�ZRUWK�D�WKRXVDQG�ZRUGV��KHUHōV�KRZ�WR�HQYLVLRQ�&79�ZRUNLQJ�DFURVV�WKH�
FRQVXPHU�MRXUQH\ŋIURP�WKH�ƓUVW�DZDUHQHVV�EXLOGLQJ�WRXFKSRLQW�WR�WKH�XOWLPDWH�JRDO�RI�FRQYHUVLRQ��

3.

:LWK�&79��EUDQGV�DOVR�EHQHƓW�IURP�UHDO�WLPH�FUHDWLYH�SHUIRUPDQFH�PHDVXUHPHQW�DQG�WKH�DELOLW\�WR�RSWLPL]H�RQ�D�GDLO\�EDVLV��
&79�SURYLGHV�UHWDLOHUV��OLIHVW\OH�DQG�&3*�EUDQGV�ZLWK�UHDO�WLPH��DFWLRQDEOH�LQVLJKWV��DV�ZHOO�DV�WKH�DELOLW\�WR�PRQLWRU�YLGHR�
completions and link ad exposures to conversions. 

03 +RZ�LV�&79�0HDVXUHG"�continued

1.

��



Think like a storyteller. 
Build your brand message and tell your story over time with 
sequential messaging. One way to do this is with a blend of 
CTV advertising and retargeting. Another is to combine CTV 
ZLWK�3URJUDPPDWLF�'LVSOD\��ZKHQ�FRQVXPHUV�VHH�DGV�IURP�WKH�
VDPH�EUDQG�RQ�GLIIHUHQW�PHGLXPV��WKH\�DUH�PRUH�OLNHO\�WR�EH�
UHFDOOHG��3DLG�6HDUFK�LQ�FRQMXQFWLRQ�ZLWK�&79�LV�DQRWKHU�JRRG�
ZD\�WR�EXLOG�\RXU�VWRU\��VRPHWLPHV�WKDW�VSRQVRUHG�FRQWHQW�FDQ�
EH�MXVW�WKH�WKLQJ�WR�HQFRXUDJH�D�FOLFN�WR�SXUFKDVH�

Take your time. 
<RX�GRQōW�QHHG�WR�JR�DOO�LQ�DV�\RX�LQWHJUDWH�&79�WR�\RXU�SODQ��
The beauty of the medium is that you can test as you go. 
5DWKHU�WKDQ�IURQW�ORDGLQJ�\RXU�EXGJHW��WDNH�LW�VORZO\�DQG�XVH�
GDWD��ZKLFK�\RXōOO�JHW�LQ�UHDO�WLPH��DV�\RXU�JXLGH��,QFUHDVH�
\RXU�VSHQG�ZKHQ�WKH�GDWD�MXVWLƓHV�LW��$OVR��FRQVLGHU�WLPLQJ�
UHODWLYH�WR�FRQVXPHU�PLQGVHW��WKH�PRUQLQJ�UXVK�SUREDEO\�LVQōW�
WKH�EHVW�WLPH�IRU�GLQQHU�GHOLYHU\�RIIHUV���EXW�HDUO\�HYHQLQJ�LV�D�
better bet for a big win.

&DSWXUH�\RXU�FRQVXPHUōV�DWWHQWLRQ� 
$�0LFURVRIW�VWXG\�FRQƓUPHG�WKDW�SHRSOH�DUH�D�ORW�OLNH�JROGƓVK��
our attention span is about six seconds—and getting shorter 
E\�WKH�GD\�DV�ZHōUH�ERPEDUGHG�ZLWK�WKRXVDQGV�RI�EUDQG�
messages. To ensure your ad stands out and your brand is 
remembered:
• Leverage multiple digital mediums to reinforce  

your message.
• *HW�WKH�FDGHQFH�ULJKWŋGRQōW�ERPEDUG�\RXU�FRQVXPHU�� 

but invest enough to break through the clutter. 
• Expand your audience with lookalike targeting—the more 

SHRSOH�\RX�FDQ�UHDFK��WKH�EHWWHU�\RXU�UHVXOWV�ZLOO�EH�

04 What are best practices for retailers in CTV?
Your creative is one of the keys to a successful CTV campaign. Compelling video and the ability to adapt it based on 
performance is critical—but not at all complicated. To start, you just need an engaging :15 or :30 second video. And you 
probably already have it; if you’re investing in paid social, odds are that you can repurpose those assets into an effective 
CTV ad—no expensive, elaborate production required. 

CTV drives success by enabling retailers  
and brands to:

%X\�DXGLHQFH�ƓUVW

Get the data back—and act on it 

,QWHJUDWH�FORVHO\�ZLWK�VRFLDO�DQG�VHDUFK

Deliver personalization

2QFH�\RX�KDYH�\RXU�FUHDWLYH�DVVHWV�LQ�RUGHU�� 
here are a few ways to ensure a successful  
CTV campaign:
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2QH�RI�WKH�JUHDWHVW�EHQHƓWV of CTV LV�WKDW�LWōV�DJLOH��DOORZLQJ�
advertisers to quickly pivot and leverage real-time learning 
IRU�RSWLPL]DWLRQ��)RU�UHWDLOHUV�LQ�������DJLOLW\�DQG�WKH�DELOLW\�
to adapt to rapid changes and retail lockdowns were essential 
WR�VXFFHVV��2QH�EUDQG�WKDW�GLG�LW�LQFUHGLEO\�ZHOO�LV�'DYLGōV�
%ULGDO��WKH�FDWHJRU\�OHDGHU�IRU�FXOWLYDWLQJ�VW\OH�IRUZDUG�ORRNV�
DW�DQ\�EXGJHW��'DYLGōV�%ULGDO�KDV�D�VWURQJ�EULFN�DQG�PRUWDU�
IRRWSULQW�DFURVV�WKH�86�DQG�EH\RQG�ZLWK�D�KLVWRULFDOO\�KHDY\�
reliance on in-store appointments to drive purchase.

The realities of 2020 made it a trying year for brides-to-be. 
6RPH�SXW�SODQV�RQ�KROG�DQG�SRVWSRQHG�WKHLU�ZHGGLQJ�GD\��
ZKLOH�RWKHUV�VKLIWHG�WR�VPDOOHU�HYHQWV�RU�=RRP�DIIDLUV��$V�
EULGHV�TXLFNO\�DGDSWHG��VR�WRR�GLG�'DYLGōV�%ULGDO��%H\RQG�
WKH�REYLRXV�SK\VLFDO�LPSDFW�RI�&29,'�����WKH�EUDQG�TXLFNO\�
recognized the intense psychological impact as emotionally-
charged consumers grappled with a whole new kind of 
SUH�ZHGGLQJ�MLWWHUV�UHODWHG�WR�WKH�KHDOWK�DQG�VDIHW\�RI�
WKHPVHOYHV��IDPLO\�DQG�ORYHG�RQHV��7KH�'DYLGōV�%ULGDO�WHDP�

also recognized the increased consumption of streaming 
video and adapted their plans to capitalize on both the new 
behavior and the new mindset.

By using CTV as a dynamic vehicle to drive in-store 
appointments where the mindset and market were 
DSSURSULDWH�DQG�YLUWXDO�DSSRLQWPHQWV��ZKHUH�WKDW�ZDV�WKH�
PRVW�YLDEOH�SDWK�WR�FRQYHUVLRQ��'DYLGōV�%ULGDO�ZDV�DEOH�
to reach the right consumer with the right message. They 
created video versions that communicated the messages 
FRQVLVWHQW�ZLWK�WKH�WDUJHW�FRQVXPHUōV�PLQGVHWŋDQG�LW�ZRUNHG�

Their personalized approach to the creative combined with 
DXGLHQFH�ƓUVW��GDWD�GULYHQ�WDUJHWLQJ�GHOLYHUHG�LPSUHVVLYH�
results. In just one month of CTV support��WKH�FDPSDLJQ�
UHDFKHG�KXQGUHGV�RI�WKRXVDQGV�RI�XQLTXH�86�KRXVHKROGV��
drove thousands of site visits, hundreds of appointments 
and had a strong impact on eCommerce purchases. 

05 Great examples and what can be learned from them

 

The challenge was predicting the psychological state of customers and serving 
them a version of the video that best matched their point of view: safe shopping 
in-person for those who were lower risk and virtual appointments for high-risk 
FXVWRPHUV��,Q�SDUWQHUVKLS�ZLWK�-DQXDU\�'LJLWDO��ZH�ZHUH�DEOH�WR�GHYHORS�D�VRFLDOO\�
relevant strategy that delivered the appropriate message to customers and 
supported our business goals.”  

ŋ$VKOH\�)RVVLOH��'LUHFWRU�RI�'LJLWDO�0DUNHWLQJ��'DYLGōV�%ULGDO

6R�ZKDW�FDQ�ZH�WDNH�DZD\�IURP�WKLV�'DYLGōV�%ULGDO�H[DPSOH"

1 2 3The ability for a retailer 
to quickly adapt—and 
understand both the physical 
and emotional consumer 
mindset—is essential to 
driving business results.

Personalization and audience-
based targeting go hand-in-
hand to engage and activate 
the right consumers and drive 
them to action. 

With CTV, brands can measure  
UHVXOWV�IURP�WKH�ƓUVW�
consumer touchpoint to 
eComm conversion 
and driving in-store sales. 

2 3

“
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0\WK��    Reality

CTV Reality Reference Guide  

,�FDQōW�EX\�LW�SURJUDPPDWLFDOO\��

<RX�FDQ��)RU�DERXW����N��EHJLQ�WR�WHVW�	�OHDUQ�WR�XQGHUVWDQG� 
the impact of CTV for your business.

CTV has become as impactful as any other marketing channel at engaging customers 
in a digital forward environment. There is a common misconception that CTV has 
LQƓQLWH�EDUULHUV�WR�HQWU\��ZKHQ�LQ�UHDOLW\�LW�LV�MXVW�DV�HDV\�WR�JHW�VWDUWHG�ZLWK�&79�DV�
LW�LV�ZLWK�DQ\�RWKHU�SHUIRUPDQFH�PHGLD�FKDQQHO��VXFK�DV�SDLG�VHDUFK�RU�SDLG�VRFLDO��
7KH�WDUJHWLQJ�DQG�PHDVXUHPHQW�FDSDELOLWLHV��LQ�WDQGHP�ZLWK�QR�XSIURQW�LQYHVWPHQW�
JXDUDQWHHV��PHDQV�WKLV�FKDQQHO�LV�D�PXVW�IRU�DQ\�EUDQG�ORRNLQJ�WR�SXVK�WKHLU�GLJLWDO�
marketing strategy and adapt quickly to opportunities. CTV is the perfect test and 
learn environment.“ ŋ7LHUQH\�:LOVRQ��0DQDJLQJ�'LUHFWRU��-DQXDU\�'LJLWDO

,�FDQōW�DIIRUG�LW��

,�GRQōW�KDYH�WKH�EXGJHW�WR�
develop creative assets. 

 
,�FDQōW�FRPPLW�D�ELJ�EXGJHW� 
up front.

,�GRQōW�UXQ�WUDGLWLRQDO�OLQHDU� 
79��VR�,�FDQōW�UXQ�WKLV��
 

<RX�GRQōW�QHHG�D�ELJ�SURGXFWLRQ�EXGJHW��\RX�FDQ�YHU\�OLNHO\�
repurpose assets you are already using in social advertising. 

<RX�GRQōW�QHHG�WR��&79�RIIHUV�WKH�ŴH[LELOLW\�WR�SD\�DV�\RX�JR�

<HV�\RX�FDQ��<RX�GRQōW�QHHG�D�ELJ�EXGJHW�RU�H[SHQVLYH�SURGXFWLRQ�
WR�ƓQG�JUHDW�VXFFHVV�LQ�&79��

<HV�\RX�FDQ��$Q\�79�WKDW�LVQōW�OLQHDU�FDQ�EH�ERXJKW�SURJUDPPDWLFDOO\� 
ŋMXVW�OLNH�\RX�ZRXOG�EX\�DQ\�RWKHU�GLJLWDO�PHGLD�

7R�KHOS�\RX�VHSDUDWH�WKH�P\WKV�IURP�WKH�UHDOLWLHV��ZH�FUHDWHG�WKLV�5HDOLW\�5HIHUHQFH�*XLGH 
ŋEHFDXVH�RQFH�\RX�GLVSHO�WKH�P\WKV��\RXōOO�EH�UHDG\�WR�MXPS�LQWR�&79�IHHW�ƓUVW�

:KLOH�&79�PD\�VHHP�GDXQWLQJ��LWōV�DFWXDOO\�YHU\�VLPSOH�WR�GLS�\RXU�WRH�LQ���
2YHU�WKH�ODVW�WXUEXOHQW�\HDU��&79�KDV�KHOSHG�EUDQGV�DFURVV�VHFWRUVŋIURP�
UHWDLO�WR�OLIHVW\OH�WR�&3*ŋDFWLYDWH�DXGLHQFHV�IRU�VWURQJ�EXVLQHVV�UHVXOWV�

“
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Share this information with your  
teams to ensure understanding and 
alignment of how to best connect with 
your customers through CTV.

To learn how best to apply the agility  
of CTV in order to surpass your business 
JRDOV��FRQQHFW�ZLWK�WKH�-DQXDU\�'LJLWDO�
team at FWY#MDQXDU\GLJLWDO�FRP. 

:HōG�EH�KDSS\�WR�WDON�\RX�WKURXJK�EHVW�
practices and simple starting points for 
integrating CTV in your 2021 plans.

:KDWōV�1H[W"

We are January Digital, The Digital Leadership Company.™  

We lead businesses to grow and adapt through strategic consulting and digital media excellence. January Digital was 
founded with the mission to improve the lives of our people, our clients and the world around us. We use data, technology, 
digital strategy and media execution to solve the industry’s toughest business challenges. Our vertically integrated teams 
of experienced retailers, CPG leaders, technology builders and media innovators enable agile growth by combining our 
VLQJOH�VRXUFH�RI�GDWD�WUXWK�DQG�VWUDWHJLF�FRQVXOWLQJ�PLQGVHW�ZLWK�ŴDZOHVV�PHGLD�H[HFXWLRQ�
 
We work with leading global brands and digital disruptors such as The Honest Company, TUMI, The Sak, David’s Bridal 
and Peapod Digital Labs. Recognized as best-in-class more than 20 times in 2020 alone, our work has been celebrated by 
Digiday, Drum, Glossy and MediaPost, among others. January Digital is also proud to be named a Best Workplace by Inc. 
and Fortune and an Ad Age Best Place to Work for our commitment to employee whole health and community impact. 
January Digital’s rapid growth has been acknowledged as an Inc. Magazine fastest growing company—four years straight. 


