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Q4 2020 Digital Video Trends: Programmatic and Political Ad Spending 
Bolster Connected TV 

This is the latest installment in an ongoing series of quarterly video overviews focusing on monetization, audience, and 
content. On the radar for Q4: connected TV (CTV) and YouTube ad spending updates. 

Where are CTV ad dollars being spent? 

YouTube’s net CTV ad revenues will account for 18.5% of US 
CTV ad spending in 2020. Hulu and Roku will account for 
24.2% and 9.1%, respectively. 

Which upfront TV reforms do advertisers want? 

About one-fourth of marketers said their top upfront reform 
was improving outcome measurement, per Advertiser 
Perceptions. Nearly one-fifth cited having accurate 
audience estimates. 

What were the biggest streaming developments 
this quarter? 

Mobile-centric service Quibi shut down, and HBO Max 
became available on Amazon Fire TV and Roku. 

How many US households have pay TV? 

More than two-thirds (68.3%) of US households have 
access to satellite or cable TV, according to Nielsen. And 
13.4% of households watch linear TV through over-the-air 
antennas that provide access to broadcast stations for free. 

WHAT’S IN THIS REPORT? This report covers key events 
in the digital video industry based on data, trends, and 
business activity in Q4 2020. It includes updated forecasts 
for CTV and YouTube ad spending. 

billions, % change, and % of total connected TV
display ad spending

US Connected TV Programmatic Display Ad
Spending, 2019-2022

2019

3.32

76.6%

52.1%

2020

4.53

36.3%

55.8%

2021

6.93

52.9%

61.0%

2022

8.88

28.3%

63.0%

Connected TV programmatic display ad spending
% change % of total connected TV display ad spending

Note: digital display ads transacted or fulfilled via automation, including everything from
publisher-erected APIs to more standardized RTB technology; includes native ads and ads
on social networks like Facebook and Twitter; includes advertising that appears on
connected TV (CTV) devices; data after 2016 excludes connected TV devices; excludes
network-sold inventory from traditional linear TV and addressable TV advertising
Source: eMarketer, Oct 2020

261752 eMarketer  |  InsiderIntelligence.com

KEY STAT: We forecast that 55.8% of US CTV ad dollars 
will transact programmatically this year, up from 52.1% 
in 2019. 
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To refer to the last report in this series, read, “Q3 2020 Digital 
Video Trends: COVID-19 Shakes Up the TV Upfronts.” 

Monetization 

Highlights of Q4 2020: 

 ■ CTV ad spending continued to increase throughout this 
uncertain year. 

 ■ Media conglomerates restructured their companies 
around streaming. 

What to look for in Q1 2021: 

 ■ Our new forecast for subscription OTT revenues. 

The pandemic made viewers more reliant on streaming 
services, which stabilized CTV ad spending, allowed 
streamers to raise prices, and led media companies to 
reorganize themselves. 

Advertising 
In our inaugural CTV ad spending forecast last year, we said 
that CTV ad spending would grow 28.0% to $8.88 billion 
in 2020. Because of pandemic-driven reductions in spend, 
we lowered our estimate in October to 27.1% growth to 
$8.11 billion. 

Despite being a lower growth rate, this is a much greater 
uptick than other digital channels. For context, total US 
digital ad spending will rise just 7.5% this year. 

CTV’s future is bright. We forecast that US CTV ad spending 
will reach $18.29 billion by 2024, more than double the 
amount spent this year. 

billions, % change, and % of total media ad spending
US Connected TV Ad Spending, 2019-2024

2019

$6.38

46.5%

2.6%

2020

$8.11

27.1%

3.5%

2021

$11.36

40.1%

4.2%

2022

$14.11

24.2%

4.8%

2023

$16.34

15.8%

5.1%

2024

$18.29

11.9%
5.4%

Connected TV ad spending
% change % of total media ad spending

Note: digital advertising that appears on connected TV (CTV) devices;
includes display ads that appear on home screens and in-stream video ads
that appear on CTVs from platforms like Hulu, Roku, and YouTube; excludes
network-sold inventory from traditional linear TV and addressable TV
advertising
Source: eMarketer, Oct 2020
259830 www.eMarketer.com

Our CTV ad spending forecast includes any digital advertising 
that appears on CTV devices. This includes display ads on home 
screens and in-stream video ads on CTVs. It excludes network-
sold inventory from traditional linear TV and addressable 
TV advertising. 

We include YouTube viewing on TV sets in our CTV forecast. 
In November, YouTube made two notable changes to its 
advertising strategy. It started running ads in videos that 
don’t qualify for its revenue-sharing partner program, a 
move that expands YouTube’s inventory. And it will also 
take a more generous cut of the ad revenues that run on 
nonpartner channels than it does on partner channels, 
where publishers generally receive 55% of the ad revenues 
associated with their YouTube videos. This means that ad 
inventory will be lower quality than what appears on YouTube 
Partner Program channels. On the bright side, it will likely be 
cheaper. YouTube also created audio ad products. People 
commonly use YouTube to listen to music and podcasts, and 
this ad product is meant to entice more audio advertisers 
to spend money with YouTube. Here is a list of YouTube 
ad formats. 
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To learn more about YouTube ad spending, read our November 
2020 report, “US YouTube Advertising 2020: How YouTube 
Viewing Is Shifting to CTV—and What It Means for 
TV Advertisers.” 

For the first time, we broke out CTV ad revenues for 
YouTube, Roku, and Hulu. On a gross basis, YouTube will 
be the largest US CTV ad seller this year with $2.89 billion 
in gross CTV ad revenues. On a net basis, YouTube will 
make $1.50 billion. (The gap between our gross and net 
ad revenue estimates reflect YouTube’s content acquisition 
costs. Traditional TV networks, multichannel networks, 
influencers, digital publishers, and others can release their 
videos on YouTube, then take a cut of the resulting ad 
revenues.) YouTube’s net CTV ad revenues will account for 
18.5% of total US CTV ad spending this year. 

Hulu’s net CTV ad revenues will total $1.96 billion and reach 
$3.10 billion in 2022. It will account for just under one-fourth 
(24.2%) of US CTV ad spending this year, and its share 
of net US CTV ad spending will remain larger than that of 
either YouTube or Roku through 2022. However, we expect 
Hulu’s share to decline, while YouTube and Roku will capture 
larger slices over the next few years. 

% of total connected TV ad spending

US Connected TV Ad Spending Share, by Company,
2019-2024

YouTube Hulu Roku Other

Note: digital advertising that appears on connected TV (CTV) devices;
includes display ads that appear on home screens and in-stream video ads
that appear on CTVs from platforms like Hulu, Roku, and YouTube; excludes
network-sold inventory from traditional linear TV and addressable TV
advertising; net ad revenues after companies pay traffic acquisition costs
(TAC) to partner sites
Source: eMarketer, Oct 2020
259801 www.eMarketer.com

2022202120202019

17.8%

24.6%

8.3%

49.3%

18.5%

24.2%

9.1%

48.2%

19.6%

22.9%

10.1%

47.4%

20.0%

22.0%

11.1%

46.9%

Roku’s net CTV ad revenues will increase from $735.4 million  
this year to $1.56 billion in 2022. Just 9.1% of CTV ad 
spending will go to Roku this year. 

We forecast that 55.8% of US CTV ad dollars will transact 
programmatically, up from 52.1% in 2019. By 2022, that 
figure will reach 63.0%. Our programmatic CTV numbers 
are influenced by YouTube’s heavy reliance on automation. 
In other words, without YouTube, the programmatic CTV 
advertising share would decrease a fair amount. 

billions, % change, and % of total connected TV
display ad spending

US Connected TV Programmatic Display Ad
Spending, 2019-2022
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76.6%

52.1%
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55.8%
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6.93

52.9%

61.0%

2022

8.88

28.3%

63.0%

Connected TV programmatic display ad spending
% change % of total connected TV display ad spending

Note: digital display ads transacted or fulfilled via automation, including everything from
publisher-erected APIs to more standardized RTB technology; includes native ads and ads
on social networks like Facebook and Twitter; includes advertising that appears on
connected TV (CTV) devices; data after 2016 excludes connected TV devices; excludes
network-sold inventory from traditional linear TV and addressable TV advertising
Source: eMarketer, Oct 2020

261752 eMarketer  |  InsiderIntelligence.com

For more on CTV, read our November 2020 report, “US 
Connected TV Advertising 2020: A Surging Channel in an 
Uncertain Year.” 

Leading up to the US elections, political advertisers were 
purchasing CTV inventory programmatically. At demand-side  
platform (DSP) Centro, CTV accounted for 25% of the 
programmatic political ad dollars that went through its 
system between January 1 and October 5, 2020. In 2018, 
just 5% of Centro’s programmatic political ad spending 
happened via CTV. Bloomberg reported that demand for 
political advertising on YouTube was so strong that in the 
weeks leading up to the election, YouTube struggled to place 
all the political ads purchased through its platform. 
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CTV advertising also became a bigger part of upfront 
negotiations. Streaming inventory accounted for 25% to 
30% of advertisers’ upfront budgets this year, according 
to ad buyers who spoke with Digiday. Last year, streaming 
accounted for about 20%. 

While digital upfront spending was up, TV upfront spending 
declined significantly. This season’s upfront TV ad spending 
could be down between 15% and 20%, according to Variety. 
The unpredictability of sports programming, prolonged 
content production shutdowns, and uncertainty over making 
long-term marketing investments made upfront TV buying 
less appealing to advertisers this year. 

Advertisers are becoming more focal about reformatting 
the upfront buying process. The most common reforms are 
centered around measurement. In a July 2020 Advertiser 
Perceptions poll cited by MediaPost, 26% of US agency and 
marketing professionals said that their top upfront reform 
was improving outcome measurement. The second most 
common response dealt with accurate audience estimates. 
Just 5% of respondents said that having a calendar year 
upfront was their top reform. 

% of respondents

US Agency/Marketing Professionals' Main
Preference for Reforming the Upfront Ad
Marketplace, July 2020

Outcome measurement* 26%

Accurate audience estimates 18%

Attribution models 15%

Measurement transparency 14%

Audience guarantees 13%

Overhaul cancellation options**10%

Calendar year upfront5%

Note: n=301; numbers may not add up to 100% due to rounding; *data-driven and/or
performance-based; **pushing back and/or having rolling dates for exercising options
Source: Advertiser Perceptions, "Upfront/Newfront Impact Report 2020" as cited by
MediaPost, Sep 30, 2020

260306 eMarketer  |  InsiderIntelligence.com

TV advertisers seeking more precise measurements are 
keeping a close eye on how Nielsen is refining its ratings. In 
November, Nielsen announced that in addition to the panel 
data it traditionally relied on, its TV ratings will incorporate 
viewing data from set-top boxes and automatic content 
recognition from smart TVs, which will help it measure 
addressable campaigns. In December, Nielsen stated that it 
plans to incorporate a new metric, expected to be completed 
by the 2024 TV season, that combines TV and digital 
video viewing. 

Changes in TV measurement are significant because TV 
audiences remain so large. More than two-thirds (68.3%) 
of US households have access to satellite or cable TV, per 
Nielsen. In addition, 13.4% of households without pay TV still 
watch linear TV through over-the-air antennas that provide 
access to broadcast stations for free. 

% of total TV households

US TV Households, by Distribution Platform, 
Sep 2016-Sep 2020

Sep 2016 Sep 2017 Sep 2018 Sep 2019 Sep 2020

Cable/satellite Over-the-air

Broadband only vMVPD

Note: numbers may not add up to 100% due to rounding
Source: Nielsen, Oct 27, 2020
260307 www.eMarketer.com

68.3%

13.4%

10.4%

7.8%

71.6%

13.5%

9.3%
5.7%

84.0%

12.2%

3.8% 3.7%

76.4%

12.9%

7.0%

1.7%

80.4%

12.7%

5.2%

So, even when considering all the problems of traditional TV 
and its downward trajectory, there are still more households 
who pay for linear TV than those who don’t. 

Subscriptions 
The Walt Disney Co. used to bank on its profitable theme 
parks and blockbuster movies, but the pandemic turned 
former strengths into albatrosses. This has made streaming 
more important. In October, Disney announced that it  
was reorganizing its film and TV divisions to focus on 
streaming. A month later, it announced that Disney+ 
obtained 73.7 million subscribers during its first year. 

Other large media companies like ViacomCBS and 
WarnerMedia recently stated that they would reorganize 
themselves to prioritize streaming. These changes would 
have eventually happened anyway, but the pandemic 
hastened them. 
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There is room for numerous services to thrive; however, the 
TV companies tethered to streaming must contend with 
Netflix. In Q3, Netflix had a tepid quarter, adding just  
2.2 million subscribers worldwide. Subscriber growth in the 
US and Canada was flat in Q3, but Netflix was coming off 
two strong quarters when it had already added about as 
many subscribers as it did throughout all of 2019. Its H1 
growth rates were unsustainable. Through three quarters 
in 2020, Netflix added 28.1 million subscribers. During that 
same period, it added 5.4 million subscribers in the US and 
Canada, which is impressive given that these are already 
saturated markets. 

Netflix Streaming Subscriptions and Revenues
Worldwide, by Region, Q2 2019 & Q2 2020

Q2 2019 Q2 2020

United States 
and Canada

Europe, Middle
East, and Africa

Latin America

Asia-Pacific

Worldwide

Revenues
(billions)

$2.50

$1.32

$0.68

$0.35

$4.92

Paid
memberships

at the end
of period
(millions)

66.5

44.2

27.9

12.9

151.6

Revenues
(billions)

$2.84

$1.89

$0.79

$0.57

$6.15

Paid
memberships

at the end
of period
(millions)

72.9

61.5

36.1

22.5

192.9

Note: paid subscribers only; numbers may not add up to total due to
rounding
Source: Netflix, July 16, 2020
257260 www.eMarketer.com

As more companies launch competing products, Netflix 
appears confident that its users will stick around. In October, 
it raised its US standard plan price by $1 a month and its 
premium plan by $2 a month. Over the past decade, Netflix 
incrementally raised its standard plan price from $8 to $14. 
No single price increase has been larger than $2 a month, 
according to Bloomberg’s analysis. 

US Netflix Price, 2010-2020

2010

$7.99

2014

$8.99

2015

$9.99

2017

$10.99

2019

$12.99

2020

$13.99

Note: price of standard plan
Source: Netflix as cited in Bloomberg, Oct 20, 2020

261751 eMarketer  |  InsiderIntelligence.com

Netflix continues to tinker with new features to attract users. 
In August, it made some of its programs available for free 
to nonsubscribers. In October, it ended its free trial, tested 
a promotion that gave everyone in a particular country free 
access for a weekend, and started using its homepage to 
display upcoming shows that would debut in the next year. 
Netflix also tested an audio-only feature that effectively 
turns shows into podcasts and experimented with utilizing a 
linear channel. 

For more on digital video subscriptions, read our February 2020 
report, “US Subscription Video Landscape 2020: Newcomers 
Challenge Netflix’s Throne.” 

Audience 

Highlights of Q4 2020: 

 ■ Ballyhooed streamers struggle with distribution issues. 

 ■ The mobile streaming service Quibi shuttered. 

What to look for in Q1 2021: 

 ■ Our updated forecasts for time spent with media. 

For a streaming service to succeed, wide distribution is 
needed. Not being on a particular device or operating 
system can quell product launches. Quibi found this out the 
hard way. 
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Quibi raised $1.75 billion but folded in six months. The 
product was audacious to begin with. The market for getting 
people to pay for highly produced short-form videos was 
suspect. Mobile-centric streaming services like go90, Vessel, 
Milk Video, and Watchable had already failed. Then the 
pandemic happened, which made the service’s main value 
proposition—bite-sized episodes that could be watched on 
the go—even less sensible. 

The problem was that TV sets are the most-preferred device 
for streaming video. Conviva estimated that in Q3, viewers 
in the US and Canada spent 58% of their time streaming on 
CTVs versus 14% on smart TVs and 8% on mobile. 

% of total

Share of Time Spent Viewing OTT Streaming Video
in North America, by Device, Q3 2020

Connected TV
58%

Smart TVs
14%

Gaming 
consoles
10%

Mobile 
phone

8%

Desktop/laptop
6%

Tablet
4%

Note: represents activity tracked by Conviva, broader industry metrics may vary
Source: Conviva, "State of Streaming Q3 2020," Oct 27, 2020

260794 eMarketer  |  InsiderIntelligence.com

Quibi made an effort to appear on CTVs, but it was too 
late. A day after Quibi announced its launch on Android TV, 
reports surfaced that the company was shutting down. It 
tried doing something original, which was refreshing. And 
it’s unfortunate that people lost their jobs, and quirky shows 
like “Dummy” and “Memory Hole” no longer have a home. 
But Quibi’s quick demise is remarkable because so many 
predicted it, yet large sums were spent quickly and poorly to 
sustain it.  

Quibi’s isn’t alone in struggling with distribution. It took a few 
months for NBCUniversal’s Peacock to become available 
on Roku, and it still isn’t on Amazon Fire TV. HBO Max 
announced that it would become available on Amazon Fire 
TV in November and on Roku in December. Ordinary viewers 
who don’t follow the digital video business regularly might 
get confused whenever they hear about a streaming service 
but cannot access it on their CTV device. Disney+ amassed 

so many viewers so quickly partly because it was available 
on all devices immediately. Disney made distribution look 
easy while other streaming entrants made it look daunting. 

The business interests of CTV device operators make 
distribution complicated. As certain CTV systems become 
more popular, they gain more bargaining power over 
the publishers they work with. The dynamics resemble 
negotiations that TV networks have with cable and satellite 
companies. With streaming video, the roles are reversed. 
Cable companies pay TV networks to carry their stations. 
CTV operators like Roku and Fire TV ask publishers to share 
their ad inventory and subscription fees for the right to 
appear on their platforms. Because streaming is becoming 
so popular, these disputes have significant ramifications for 
the companies involved.  

For more on digital video audiences, read our October 2020 
report, “US Digital Video 2020: Pandemic Boosts Streaming 
Video Viewing.”  

Content 

Highlights of Q4 2020: 

 ■ A few streaming services canceled prestige shows rather 
than wait for production to resume. 

 ■ Apple TV+ began licensing more content. 

What to look for in Q1 2021: 

 ■ If content studios end their production shutdowns. 

Fans of Netflix’s Emmy award-winning show “GLOW” were 
looking forward to its fourth and final season, but COVID-19 
had other plans. When production shut down, rather than 
wait to finish shooting a delayed season, Netflix decided to 
cancel the show. It then proceeded to cancel its sci-fi series 
“Away,” which was the most watched show on the platform 
the week it debuted. 

Netflix isn’t alone in abruptly ending shows: Peacock 
decided not to renew its once hyped-up original series 
“Brave New World” for a second season this past summer. 

These cancellations show how fraught it is to produce 
TV shows during the pandemic. Unless a show is a major 
hit that can attract and retain subscribers, the costs 
usually outweigh the benefits, even if the programming is 
critically acclaimed. 
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Because content is difficult to produce in a pandemic, 
licensed shows have become more valuable. Apple TV+’s 
library is nearly entirely comprised of new original shows. For 
months, reports surfaced saying that it would be open to 
licensing older shows. So far, licensing has been slow going, 
but in October, Apple TV+ obtained the streaming rights to 
the “Peanuts” holiday specials. 

The mix of licensed and original programs varies among 
streaming services. Some are simultaneously licensing out 
nonexclusive streaming rights of their own programs while 
keeping those same programs on their own platforms. 

ViacomCBS owns Comedy Central, the network that 
originally aired “Key & Peele.” In addition to its availability on 
ViacomCBS’ subscription video-on-demand (SVOD) service 
CBS All Access (soon to be renamed Paramount+), “Key & 
Peele” is also on HBO Max and Hulu. ViacomCBS is licensing 
some of its shows to other streamers while also featuring 
them on its own service. 

Meanwhile, Netflix is licensing its original show “Narcos” to 
Pluto TV, ViacomCBS’ free ad-supported video-on-demand 
(AVOD) product. Netflix is usually on the other end of these 
deals—paying to receive a show rather than the other way 
around. But this isn’t the first time Netflix licensed a show to 
another service. In 2018, it gave Comedy Central the rights 
to broadcast “Bojack Horseman” on linear TV. 

Another example of a company carrying a competitor’s 
streaming content came when The Roku Channel became 
available on Fire TV in October. As more companies invest 
in streaming, the way shows get licensed to and from 
streaming services—and how apps become available on 
certain devices—keeps getting increasingly complicated. 
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