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CONNECTING THE DOTS
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A G E N D A

Consumer trends… 
connecting the dots

Where do we 

go from here?

How does this impact 

how we think about 

reaching and 

influencing 

consumers?
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It was the best of times,

it was the worst of times…

C H A R L E S  D I C K E N S
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29% 28%

18%

8% 8%
6%

4% 4%
1%

Smart TV Amazon Fire TV Roku Gaming Console Amazon Echo
Family

DVR/SetTopBox Chromecast Google Home Apple TV Internet Blu-ray
Player

”CROSS PLATFORM” IS NOT JUST CROSS PLATFORM ANYMORE…

Source: Comscore Connected Home™, January 2020 – January 2023, U.S.

T O P  T E N  C T V  D E V I C E S :  %  O F  T O T A L  C T V  H O U S E H O L D S
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M E D I A C O N S U M P T I O N  I S  G E T T I N G  S M U S H E D  T O G E T H E R

Source: Comscore Video Metrix Multi-Platform, This is Us, Total Video, Total Audience, U.S.

Shareablee Metrics & Trends, This is Us, Facebook, Instagram & Twitter, U.S.

Comscore TV, National, NBC, 2019-2022, U.S.

S E R I E S  F I N A L E

L I N E AR  T V:  AV E R AG E  AU D I E N C E    D I G I TAL :  R E AC H    S O C I AL  M E D I A:  T O TAL  AC T I O N S ,  C R O S S - P L AT F O R M
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T O T A L  S O C I A L  E N G A G E M E N T  – U S  B R A N D S  &  I N F L U E N C E R S  ( F B ,  T T ,  T W ,  I G )

W H I L E  C O N T E N T  C O N T I N U E S  T O  C O N V E R G E

Source: Comscore Social, US- All.
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Source: Comscore TV, Video Metrix, Box Office Essentials, Media Metrix®, CTVi, 

All time periods January 2022- January 2023

O N L I N E

V I D E O

L I N E A R  

T V

M O V I E S

S O C I A L

G A M I N G

S I T E S /

A P P S

125B
Hours

H O U R S  S P E N T  

J A N  2 0 2 2  – J A N  2 0 2 3

C T V

1.4B
Hours in Movie 

Theaters

67B
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46B
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205B
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205B LINEAR TV

131B CONNECTED TV

125B ONLINE VIDEO

121B
ENTERTAINMENT SITES 

& APPS

82B EMAIL & ONLINE SERVICES

62B SOCIAL

57B OTHER WEBSITES & APPS

46B GAMING SITES & APPS

19B NEWS SITES & APPS

19B RETAIL SITES & APPS

1.7B MOVIES

HOURS 
SPENT 
J A N  2 0 2 2 -
J A N  2 0 2 3

Comscore Media Metrix, CTV Intelligence, Comscore TV, Jan 2022 – Jan 2023



10 Source: CTV Intelligence™, Comscore TV, Video Metrix Multi-Platform, Dec 2021-Dec 2022, US.

Total video across linear, 

CTV & digital grew 

5%
year-over-year in the U.S.
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A C T I O N S  

2 0 2 1 - 2 0 2 2

A C T I O N S  

2 0 2 1 - 2 0 2 2

L I K E S  

2 0 2 1 - 2 0 2 2

S H O R T  F O R M  V I D E O  A L S O  C O N T I N U E S  T O  R I S E

Source: Shareablee Metrics & Trends, US*All, Instagram and TikTok January 1 – December 31, 2021 and 2022

Shareablee Content Pulse, US* All, YouTube, Content mentioning “#shorts”, January 1 – December 31, 2021 and 2022 

Engagement on Reels, TikTok, and Shorts are all growing for US Brands & Publishers

Instagram Reels TikTok YouTube Shorts
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T R E N D S  W E  S E E :  
U . S .  S H O R T  F O R M  V I D E O  E N G A G E M E N T  U P  9 2 %  O V E R  2 0 2 1

Source: Shareablee Syndicated Platform | US*All | 2022

2020 2021 2022

17.7B

33.2B
36.1B

R E E L S  A C T I O N S     C A R O U S E L  A C T I O N S
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W H E R E  A R E  P E O P L E  S P E N D I N G  T H E I R  T I M E  O N L I N E ?

Source: Comscore Media Metrix Multi-Platform United States 18+ Total Digital Population

T I M E  S P E N T  O N L I N E  B Y  C O N T E N T  C A T E G O R Y
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W H E R E  A R E  P E O P L E  E N G A G I N G  O N  S O C I A L ?

Comscore Social, Data Explorer, Influencers – All and US* All, Facebook, Twitter, Instagram, 
March 1-31, 2019-2023
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S P O R T S  I S  T H E  S E C O N D  M O S T  V I E W E D  G E N R E  O N  T V,  A N D  S AW  T H E  
L A R G E S T  Y O Y  I N C R E A S E  V E R S U S  2 0 2 1

Comscore TV, National, Sports Category, 2022, US.

%  O F  T O T A L  H O U R S  V I E W E D

A L L  N E T W O R K S  2 0 2 2 :  B Y  G E N R E  ( L I V E )

Genre % Change v. 2021

Sports +0.9%

Drama +0.8%

News +0.5%

Talk +0.5%

Comedy +0.3%

L A R G E S T  Y O Y  C H A N G E :

B Y  G E N R E

Genre % Change v. 2021

Movies -1.8%

Kids -0.6%

Animation -0.3%

Home & 

Garden
-0.2%

Reality -0.1%

Other
12%

Comedy
6%

Reality
10%

Drama
12%

Movies
13%

Sports
16%

News
19%

“Other” includes genres such as Animation, Home & Garden, Educational, 

Variety, Politics, Soap Operas etc.. All categories in “other” = <2% Share 
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G E N  Z  A U D I E N C E  P E R S O N A

Source: Comscore, Plan Metrix, Audience Profile, Multi-Platform, 

Base Audience: Gen Z (1997++2012), Feb 2023   

54% have HHI income of $75K+ 

Over 1 in 5 have a Bachelors Degree

27% have volunteered in last 6 months 

46% donated goods to non-profit org in last 6 

months

93% seek new ways to lead  healthier lifestyle

39% care what others think of them 

69% use the internet to shop to get the best price

44% mention they shop online to try new things

30% mention they clicked on social ad

66% take part in environmentally friendly actions 

(i.e. recycling, using environmentally safe 

products, partaking in energy saving methods, etc) 

79% use OTT in their household

61% say that internet is a source of entertainment

48% mention they prefer watching shows on live TV

1 in 5 mention price is the most important 

consideration when making a purchase

1 in 5 mention they will pay more for a product 

made by a company they trust 

38% stick to a brand when they find one they like

86% are interested in various topics related to 

video gaming 



17 Source: Comscore, Plan Metrix, Audience Profile, Multi-Platform, Base Audience: Gen Z (1997++2012), Feb 2023
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WATCHED 
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IN  A TYPICAL 
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A N D  N O  ( A U D I E N C E )  I S  A N Y  O N E  T H I N G . . .

Source: Comscore Personas, February 2023

BUSINESS

TRAVELERS

LIFESTYLE

OBSESSIVES

PRO HOME 

COOKS

MOVIES

INSURANCE

LEISURE & TRAVEL

15x

12x

11x

Audience Affinities:
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A G E N D A

Consumer trends… 
connecting the dots

How does this impact 

how we think about 

reaching and 

influencing 

consumers?
Where do we 

go from here?
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M O R E  C O N T E N T  I S  C R E AT E D  A N D  C O N S U M E D  T H A N  E V E R  B E F O R E ,  
T O  L A R G E R  A U D I E N C E S

Source: Comscore Media Metrix Multi-Platform, Jan 2020 – Jan 2023

*Comscore CTVi, Jan 2020-Jan 2023

Comscore TV, Jan 2020-Jan 2023

U N I Q U E  V I S I T O R S  A C R O S S  S O C I A L  M E D I A  A N D  T O T A L  I N T E R N E T

TOTAL

INTERNET

263M
UVs

J A N U A R Y  2 0 2 0 J A N U A R Y  2 0 2 3

SOCIAL

MEDIA

230M
UVs

LINEAR 

TV

107M
HH

CTV

69M
HH

TOTAL

INTERNET

277M
UVs

SOCIAL

MEDIA

257M
UVs

LINEAR TV

97M
HH

CTV 

90M
HH*

+5%

+11%

-9%

+32%
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PA S T  4 5  D AY S ,  I N C R E M E N TA L L I F T  I S  N E G L I G E A B L E

Source: Comscore Campaign Ratings, 2023. .

D A I L Y  I N C R E M E N T A L  R E A C H  F O R  D A Y S  8 - 4 8  ( 2 - 6  W E E K S  V I E W ) ,  B Y  P L A T F O R M
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1 8 - 3 4 V S  3 5 +  I N C R E M E N TA L I T Y  O V E R  T H E  C O U R S E  O F  A C A M PA I G N
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Source: Comscore Campaign Ratings, 2023. .
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W H E N  I N C R E A S I N G  R E A C H  V S  T V,  
D I G I TA L A N D  C T V  L I F T  P U N C H  A B O V E  T H E I R  W E I G H T

Source: Comscore Campaign Ratings, 2023. .
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1 vs 0 2 vs 2- 3 vs 3- 4 vs 4-

Recommendation intent

0

10

20

30

1 vs 0 2 vs 2- 3 vs 3- 4 vs 4-

Purchase intent

1 vs 0 2 vs 2- 3 vs 3- 4 vs 4-

Ad recall

A D D I N G  S C R E E N S  I M P R O V E S  B R A N D  L I F T.  
B U T  VA R I A B I L I T Y  O F  R E S U LT S  A L S O  I N C R E A S E S .

Predicted average % point lift (Helmert contrasts)

0

10

20

30

1 vs 0 2 vs 2- 3 vs 3- 4 vs 4-

Aided Awareness

1 vs 0 2 vs 2- 3 vs 3- 4 vs 4-

Favorability

Source: Comscore Brand Lift Study, 2023. 

Platform mix includes TV, CTV, and Digital. Results are significant at the 0.2 level

On the x-axis, 2- indicates the average of 0 and 1 platform; 3- indicates the average of 0, 1,  and 2 platforms, and so on.

1 vs <1    2 vs <2   3 vs < 3    4 vs <4 1 vs <1    2 vs <2    3 vs < 3    4 vs <4 1 vs <1    2 vs <2   3 vs < 3    4 vs <4

1 vs <1    2 vs <2    3 vs < 3    4 vs <4 1 vs <1    2 vs <2   3 vs < 3    4 vs <4
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T H I S  T I M E ,  W I T H O U T  S O C I A L M E D I A

Source: Comscore Brand Lift Study, 2023. 

Platform mix includes TV, CTV, and Digital. Results are significant at the 0.2 level

On the x-axis, 2- indicates the average of 0 and 1 platform; 3- indicates the average of 0, 1,  and 2 platforms.
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Source: Comscore Brand Lift Study, 2023. 

Example 1: % point lift of Aided Awareness, by platform mix
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Source: Comscore Brand Lift Study, 2023. 

Example 2: % point lift of Ad Recall, by platform mix
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18 to 34 Total Pop

T V

6.0 2.4

T V  +  D I G I TA L

15.8 4.1

T V  +  D I G I TA L +  O T T

17.4 6.3

…  O P T I M A L P L AT F O R M  M I X  D E P E N D S  O N  T H E  TA R G E T  A U D I E N C E

Source: Comscore Brand Lift Study, 2023. 

Table below shows how average Aided Awareness lift increases when adding platforms. 
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O P T I M I Z I N G  T H E  P L AT F O R M  M I X  D E P E N D S  O N  T H E  O B J E C T I V E S  O F  T H E  C A M PA I G N
T V F E AT U R E S  S O L I D LY I N  O P T I M I Z E D  C O N F I G U R AT I O N S

Source: Comscore Brand Lift Study, 2023. 

P L A T F O R M  M I X  T H A T  M A X I M I Z E S  L I F T ,  B Y  T Y P E  O F  L I F T

DIGITAL SOCIAL TV CTV
AVERAGE % 

POINT LIFT

Aided Awareness

Ad Recall

Favorability

Recommendation intent
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F O R  P U R C H AS E  I N T E N T ,  S E V E R A L P L AT F O R M  
M I X E S  N E A R LY  M A X I M I Z E D  L I F T

Source: Comscore Brand Lift Study, 2023. 

P L A T F O R M  M I X  T H A T  M A X I M I Z E S  L I F T ,  B Y  T Y P E  O F  L I F T

TV + Social

OTT + Social

OTT + TV + Social

Digital + TV + Social

Digital + OTT + Social

DIGITAL SOCIAL TV CTV
AVERAGE % 

POINT LIFT
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How does this impact 

how we think about 

reaching and 

influencing 

consumers?
Consumer Trends… 
connecting the dots

Where do we 

go from here?

A G E N D A
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