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CTV Impressions Rise 23% in Q1 as
Advertisers Fully Embrace the Channel,
According to Extreme Reach Report

Desktop impressions decrease, returning
to pre-pandemic level, while 30-second
ads reach unprecedented high in history
of company’s video ad benchmarks
reports

NEW YORK, NEW YORK, UNITED

STATES, May 25, 2022

/EINPresswire.com/ -- The world of Extreme Reach

digital video advertising is evolving at a

rapid pace, and the latest findings from

Extreme Reach (ER), the global leader in creative logistics, show a distinct shift in how advertisers
reached consumers during the first quarter of 2022, portending a potential year of transition
across the market and return to pre-pandemic levels across the media mix.

Key findings include:

-At 38% share of impressions, CTV led all other devices in impressions served in Q1, up 23% from
the previous quarter’s 31% share of impressions.

-Part of CTV's bounceback was the sheer number of advertisers utilizing the channel in Q1. ER
found that for 67% of its advertisers, CTV accounted for between 50 and 100% of the total ad
mix.

-An inverse correlation between the share of impressions going to CTV and those going to
mobile in-app, is seen in the data. Advertisers who focus heavily on CTV impressions are notably
low in mobile in-app and those who devote a smaller share to CTV are notably high in
impressions on mobile-app.

-Mobile in-app impressions have been steadily increasing since Q1 of 2021, rising from 22% to
26% in Q1 2022, a change of 18%.

-30-second ads have become the dominant choice for advertisers, accounting for 91% of all
impressions served in Q1. That's the largest share of impressions for 30-second ads ER has ever
recorded in the history of its benchmarks report that began in Q1 2016.

-Video completion rates for 30-second ads increased from 75% in Q4 2021 to 79% in Q1, a sign of
even stronger viewer engagement.


http://www.einpresswire.com
https://extremereach.com/creative-logistics/media-activation/video-ad-serving/

-The rebound for CTV came partially at the expense of desktop, which decreased 14% quarter-
over-quarter, and now, at 19%, accounts for the smallest share of video impressions served since
Q4 2019, potentially indicating that desktop video advertising is returning to pre-pandemic
levels.

-The total number of impressions served to premium publishers grew in Q1, increasing 17% over
the previous quarter, to 49%. Media aggregators, however, at 51%, led premium publishers for
the fourth consecutive quarter.

"Since 2018, CTV has led other devices in share of impressions,” said Mary Vestewig, VP of Digital
Account Management at Extreme Reach. “When we look at the media mix across ad serving
clients, regardless of volume of impressions, we see that for 67% of our advertisers, CTV
accounted for 50% to 100% of the total ad mix in Q1. This seems to indicate that we're seeing a
return to pre-pandemic levels across all devices. Of course the video ad market changes
constantly in response to shifts in consumer behavior, but as more streaming services adopt ad
supported models, we anticipate that CTV will only grow larger.”

ER has also revealed its full year video benchmarks for 2021, including:

-CTV accounted for 35% of impressions served for the year, followed by mobile in-app (24%),
desktop (22%), and mobile web (16%).

-Media aggregators accounted for 53% of impressions in 2021, while premium publishers
accounted for 47%. That's a 42% decline in impression volume for premium publishers
compared to full year 2019, which indicates that aggregators now have more access to premium
inventory, and advertisers have more choices for reaching their target audiences.

-30-second ads accounted for 87% of impressions served, and 15-second ads accounted for 12%
market share. 30-second ads had a 77% completion rate for the year, while 15s were completed
86% of the time.

The full trend report for ER’s quarterly and annual video advertising benchmarks, 2016 through
Q1 2022, is available for download here.

About Extreme Reach

Extreme Reach (ER) is the global leader in creative logistics. Its end-to-end technology platform
moves creative at the speed of media, simplifying the activation and optimization of
omnichannel campaigns for brands and agencies with unparalleled control, visibility and
insights.

One global creative-to-media supply chain answers the challenges of a complex marketing
landscape and an equally complicated infrastructure under the global advertising ecosystem.
The company's groundbreaking solution integrates all forms of linear TV and non-linear video
workflow seamlessly with talent payments and rights management. Now, brands and agencies
can optimize campaigns as fast as consumer consumption shifts across linear TV, CTV, OTT,
addressable TV, mobile, desktop, and video-on-demand.


https://marketing.extremereach.com/ER-Video-Benchmark-Trend-Data-through-Q1-2022.pdf

Extreme Reach connects brand content with consumers across media types and markets, fully
illuminating the marketing supply chain for a clear view of creative usage, waste, performance
and ROI.

With the acquisition of Adstream, Extreme Reach operates in 140 countries and 45 languages,
with 1,100 team members serving 93 of the top 100 global advertisers and enabling $150 billion
in video ad spend around the world. More than half a billion creative brand assets are managed
in ER's creative logistics platform.
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