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A scattered
landscape

of streaming
usage on CTV



Of course
we want it all!




We want to have multiple screens
to watch video content

Which devices are used every day or almost everyday to watch video content?

EU 11 us

76%  74% 64% 74% 41%  50%

TV Smartphones Laptop

72% 63% 37%

31%  46%

Tablet

24%



We all want
asmartTV set

Do you own a smart TV?

In Europe

=78% 817

own a smart TV set in the US




We want to be able to access to
all platforms on our TV set

Which type of video content do you watch at least one to three times a week on your TV set?

M EU11 ™ US

Linear TV

SVOD

Broadcast VOD

YouTube

AVOD/FAST

62%

70%

60%

53%

54%

59%



What are the drivers behind the
BVOD growth in Europe?

Watching BVOD at least one to three times a week on your TV set

47%

e %
37% 41 +10pts



Linear TV is the first choice for European when
turning the TV set on

What is your first destination when you turn your TV on?

53%
35%

55%

37%
29%

SVOD

8% 9%

BVOD

39% 12%

YouTube

7%
1%

AVOD/FAST



How do you want it?
With or without ads?



Ad tolerance is much -
higher in the US

To what extent are you annoyed by ads on each platform?
Respondents who rated ad annoyance at 4 or 5 on a 5 point scale

EU 11 us

Social Networks Broadcast VOD SVOD with ads Ad Supported VOD

57% 50% 49% 49% 45% 41%

38% 32% 37% 31% 36% 30%

63% 46% 55% 49%

47%



Do we want ads or not?
Confusion!

29%
' 54%

Prefer to pay to see programmes
without being cut off by commercials

and

are not bothered by ads if it gives access
to premium programmes for free or at a lower cost



Higher appeal in the US =
for Netflix & Disney+ with ads

Willing to subscribe for the Netflix or Disney+ offer with advertising

EUS us
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Yes

34% [ 44% 32% [ 45%

9% 20% 10% 21%



The paradox
of choice




Viewers are overwhelmed by
choice

(( | sometimes

feel lost in front of
the amount

of video content
available, and

| don't know what
to choose”

60"

agreein EU 11

64%

in the US (29% strongly)




Growth and fragmentation define the
transformation of the advertising market

1999-2028 ad spend evolution
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Guidance of choice
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The New Life
'e L iving .
Room

Join our New Life of the
Living Room live stream!

Tuesday, April 23rd at 10 am (GMT)

|__7|| Register now!

rtl-adalliance.com



