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The Happy Days
Are Over
but you can watch them on your
streaming device.
Article by Adrienne King
and Drew Allen
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Since 2010, the number of cord
cutters in the United States has

DE-RISK VS. STRATEGIZE
Most “expert” media articles
today focus primarily on how to
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THE TV KILLER
OTT advertising refers to tele-

tent and, therefore, not as likely to
channel surf.
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THE GROWTH OF CTV
In the OTT universe, CTV is
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agency doesn’t truly understand

targeting. Good news for advertis-
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In the over-the-top universe,
connected TV is king.

compared to last year, and it now

ble. On the other hand, 30-second

(and expect answers) to discover

represents 50% of the total market.
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WHEN STREAMING BECOMES
MAINSTREAM
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in the future, remember that it’s
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becoming more commonplace for

In fact, the second quarter of 2019

a brand’s media plan to get overex-

reflects a near opposite paradigm.

tended. Don’t confuse reach with

Mobile video ads are at their lowest

dilution. We offer these three key
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pieces of tangible advice for mar-
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keters. First, ask harder questions
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