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How We Watch

The Market
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The Mission
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Sources and methodology

For more information visit: https://lgads.tv/resources/

Survey field period: October 2023Survey field period:December 2023 Survey field period: March 2023 

https://lgads.tv/resources/


The 
Market



Media Consumption Trends (US)

Source: eMarketer



Ad-supported CTV

6

80%

use ad-supported
models of CTV

prefer ad-supported 
models of CTV

63%



7

ctv 
subscription 
cycling

Q: Do you currently have access to an internet-connected TV, either directly through a smart TV or via an HDMI device (such as AppleTV, Roku, Amazon FireTV, Chromecast, etc.)?

are willing to cancel a subscription
streaming service after watching 
desired content 

59%



This shift to ad-supported will 
continue…

29%

35%

Will remove 
subscription CTV 
services from the 
household in the next 
12 months

Will add more free ad-
supported CTV 
services in the next 12 
months



The
Moment



almost
six minutes
deciding…

Q: What is the average amount of time you typically spend between turning on the TV and actually starting to watch content?

5mins 42secs

average time spent between 
turning on the TV and
watching content



Recommendation Sources for New Content

Recommendation 
from family/friends 

Homepage of your 
TV screen

Homepage of a 
specific app

TV commercials

Social media ads

46%

39%

39%

21%

21%

39%

39%
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media
multi-tasking

multitask with a 
mobile device or 
laptop while 
watching TV

96%

Q: In the last 12 months, what actions have you taken after seeing an ad on a streaming service?
Q: How often do you multitask with a mobile device or laptop while watching TV?
Q: When you are multitasking using other devices while watching TV, what are you typically doing?



Second
Screen
Activities

48% 
Social Media

46%
Games

42%
Shopping

Q: In the last 12 months, what actions have you taken after seeing an ad on a streaming service?
Q: How often do you multitask with a mobile device or laptop while watching TV?
Q: When you are multitasking using other devices while watching TV, what are you typically doing?

media
multi-tasking



The 
Mission



shoppable
tv

multitask with a 
mobile device or 
laptop while 
watching TV

96%



Scan a QR code to checkout on 
mobile device

Send a text for more information 
or discount code

Use voice to add to cart via smart 
home speaker or through TV

Save products to a wishlist
directly on TV

Quick checkout on the TV with 
saved shipping/payment details

What are Shoppable TV Ads?

Top methods of purchasing products 
or services via TV ads
(aided choices, ranked in order of preference)
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Source: Shoppable TV Study, 2024



Most CTV users envision and desire a future 
with a more shoppable TV experience

wish they could see 

store / brand inventory

on their TV

wish all TV ads had a 

quick option to buy 

the product

63%53%

Source: Shoppable TV Study, 2024

Although not commonplace yet, 

consumers have also shown 

interest in other smart screens 

for shopping

14%
Washer/Dryer

18%
Refrigerator

11%
Car Dashboard
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Methods of Product/Service 
Purchase After Seeing TV Ad 

(last 3 months)

3 in 10 CTV users have 
actually purchased 

directly on their TV
(last 3 months)

Source: Shoppable TV Study, 2024
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51%
of CTV users wish

they could shop 
online using their TV

45%

31% 31% 29%

14%



TV / Film

Source: Shoppable TV Study, 2024; LG Ad Solutions ACR data   *Note: Data sourced from 2022 to account for the Writers’ & Actor’s Strikes



Restaurants

Source: Shoppable TV Study, 2024; LG Ad Solutions ACR data



Retail

Source: Shoppable TV Study, 2024; LG Ad Solutions ACR data



political
ctv

multitask with a 
mobile device or 
laptop while 
watching TV

96%



*Among those with a preference 
Source: LG Ad Solutions Political Survey 2023

‘Likely Voters’ prefer 
Streaming to Linear TV
Political campaigns that don’t consider streaming are missing 

out on valuable opportunities to connect with Likely Voters

65%
prefer Streaming TV to Linear TV*

*Among those with a preference 
Source: LG Ad Solutions Political Survey 2023



82%
use ad-supported
streaming services 
with ads

Source: LG Ad Solutions Political Survey 2023

‘Likely Voters’ are streaming with 
ads and are receptive to political 
ads outside of political content



QR Codes
Generate QR codes 
to encourage 
political action 

(i.e connecting voters to 
a candidate’s website or 
driving donations)

Enhanced Ads

Political Ads can drive valuable 
action for Likely Voters

Actions Taken after Seeing a Political Ad

Source: LG Ad Solutions Political Survey 2023

Go Beyond the 
Traditional Spot

Discussed it with 
friends or family

Researched what was 
discussed

Registered to vote

Donated to a political 
cause

Communicated with a 
political representative

43%

41%

17%

14%

13%





Key Takeaways

The Market: Preference for ad-supported CTV is high (80% use, 63% prefer, 70% like ad 

subsidised)

The Moment: It takes almost 6 mins to decide what to watch (native advertising 

opportunity)

The Mission: 2024 will be the year of both shoppable and political CTV (51% want to 

shop on their TV and ‘likely voters’ are open to streaming ads for political)
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