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Introduction

Direct-to-consumer (DTC) brands were in the spotlight long 
before COVID-19. These data-driven digital natives initially 
established themselves through targeted online marketing 
efforts, but have learned to embrace TV and the opportunities 
available across traditional and streaming platforms. In the last 
year, they began to increasingly turn to cross-platform TV 
advertising—quickly becoming one of the fastest growing groups 
of advertisers to test different media mixes on OTT and linear. 
They understood TV’s unparalleled reach capabilities all too well, 
but their migration toward TV wasn’t just about engaging with 
massive audiences. It was about taking advantage of the fact that 
TV has become measurable, targetable and optimizable across 
screens and platforms, in real time (like digital).

Now, even amidst a global pandemic, DTCs aren’t just advertising 
on TV; they’re thriving on it. The fact that many people worldwide 
have been spending the majority of their time at home has 
caused consumers to rely on DTC brands now more than ever, 
which includes shopping online for items that were previously 
bought in-store, including CPG and personal care products.

In addition to these evolving buying habits, additional time at 
home has also led to increased TV viewership across platforms 
and lower inventory costs (which has made the path to entry 
more accessible, particularly for younger DTC brands). With these 
trends in mind, TVSquared analyzed billions of impressions across 
several key DTC verticals, examining performance and impression 
delivery on linear and OTT inventory—including insights by 
programming genre, time of day, day of week and more. This 
analysis included DTC brands from across the globe that aired on 
TV platforms from January-September 2020, spanning categories 
such as apparel, household appliances, food delivery and 
cosmetics, among others.

All insights are represented against the overall average for 
performance and impressions delivery. It’s also important to 
note that every DTC advertiser is unique; what works for one 
might not work for another. While this report can be used as a 
guide for comparable brands, nothing replaces continuous 
measurement and optimization to find the right TV inventory for 
a specific advertiser’s needs. 

Why DTCs Are 
Thriving Amid 

COVID-19

Heightened 
reliance on 
eCommerce 
purchases

Increased TV 
viewership, across 
linear and OTT 
platforms

Lower TV 
inventory prices

Based on a recent analysis from the VAB, 60 new DTC advertisers 
entered the national TV marketplace in the 1st half of 2020, many of 
which launched in the heart of the pandemic during 2Q ’20.
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DTCs are Thriving in the Era of 
Cross-Screen TV Advertising



Programming Genres:
Broadcast Talk Shows Score Big for TV Outcomes

Whether audiences are seeking the latest news and information, a 
laugh or intrigue, TV offers a plethora of options across screens and 
devices. Over the past several months, during what has been a 
largely homebound economy, TV’s role as a medium that inspires 
trust, comfort and escapism has never been more important. DTCs, 
like all advertisers, need to understand which programming 
genres their current and potential customers are engaged with 
most, in order to connect with them and drive ROI in a meaningful 
way.

Knowing that many viewers would be turning to their favorite 
national and local news programs for the latest on the ongoing 
COVID-19 crisis, News has easily been the most heavily invested 
programming genre among DTC advertisers. But, traditional 
ratings aren’t necessarily aligned with driving the most outcomes. 
News isn’t the genre demonstrating the highest levels of response 
this year. That honor goes to Broadcast Talk Shows—a genre 
known for balancing the latest news along with engaging guests, 
comedy and a degree of escapism, it’s also a “win” for DTCs.
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Programming Genres
Most Common for 
Running Spots

+149%

Highest Response Rates

Broadcast Talk 
Shows

+81%
Comedy

+53%
Movies

-75%
Lowest Response Rates

Home 
Improvement

-71%
True 
Crime

Drama
-52%

NEWS

+43%
Most Cost-Effective CPRs

Comedy
+37%
Sports

+36%
Reality

-240%

Least Cost-Effective CPRs

Romance
-208%
Drama Adventure

-24%

On average, DTC advertisers are tracking four KPIs. 

The most popular KPIs are as follows:
1. Sales (aka Conversion, Purchase or Checkout)
2. App Install
3. Registrations
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Least Common for 
Running Spots

SOAP OPERAS

Source: TVSquared Platform (All insights are represented against the overall average for performance and impressions delivery)



National Linear Insights:
Fridays Thrive and the 15-Second Spots Reign Supreme

The “heirs” to DR advertisers, DTCs have jumped headfirst into 
national TV. Since most have national distribution, these buys are 
often their first foray into TV — a stark contrast from traditional 
advertisers that typically begin in local and expand from there.

Analysis found that Friday, the lead into the weekend, was not only 
the top-performing day of week, but it was also the most efficient in 
terms of CPR. Thursday and Sunday were close behind, highlighting 
the best practice of diversifying day of week schedules. While the 
30-second spot had the strongest performance in TVSquared’s 2019 
analysis, the 15-second spot took the “top spot” this year. 
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National Linear Insights

THURSDAY

Day of Week

Most Common Day 
for Running Spots:

FRIDAY
Highest Response:

(+32%)

SATURDAY
Lowest Response:

(-9%)

FRIDAY

Most Cost-Effective 
CPRs:

(+28%)

MONDAY

Least Cost-Effective 
CPRs:

(-15%)

Dayparts

AFTERNOON
Highest Response:

(+30%)

EARLY
MORNING

Lowest Response:

(-40%)

LATE 
NIGHT

Most Cost-Effective 
CPRs:

(+35%)

EARLY 
MORNING

Least Cost-Effective 
CPRs:

(-63%)

Creative 
Lengths

15- AND 
30-SECOND 

SPOTS

Most Common 
Lengths:

are evenly 
matched

15-SECOND 
SPOTS

Most Cost-Effective 
CPRs:

(+29%)

120-SECOND
SPOTS

Least Cost-Effective 
CPRs:

(-245%)

7Source: TVSquared Platform (All insights are represented against the overall average for performance and impressions delivery)



Spotlight on Local TV:
Diversified Performance & Efficiency by Daypart 

An increasing number of DTCs are incorporating local TV buys into 
their media mixes. Focusing both on major markets and newly 
expanded ones, this trend predates COVID-19, emerging in late 
2019. DTCs are finding local valuable for reach extension and acting 
as a natural complement to larger national campaigns.

Prime Access, the hour before traditional Prime, held a 
comfortable lead for driving performance. Considering local news 
tends to run at that time, that finding is not all that surprising. 
Overnight proved to be the most efficient daypart in terms of CPR, 
while Early Morning lost for both performance and efficiency. Just 
as diversifying day of week schedules, doing the same with 
dayparts, especially for test-and-learn phases, is another best 
practice.
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Spotlight on Local TV

SUNDAY

Day of Week

Most Common Day 
for Running Spots:

SUNDAY
Highest Response:

(+45%)

MONDAY
Lowest Response:

(-15%)

SUNDAY

Most Cost-Effective
CPRs:

(+25%)

TUESDAY

Least Cost-Effective
CPRs:

(-12%)

Dayparts

PRIME 
ACCESS

Highest Response:

(+47%)

EARLY
MORNING

Lowest Response:

(-38%)

OVERNIGHT

Most Cost-Effective
CPRs:

(+60%)

EARLY 
MORNING

Least Cost-Effective 
CPRs:

(-20%)

Creative 
Lengths

30-SECOND 
SPOTS

Most Common 
Lengths:

15-SECOND 
SPOTS

Most Cost-Effective
CPRs:

(+26%)

30-SECOND
SPOTS

Least Cost-Effective
CPRs:

(-34%)

9Source: TVSquared Platform (All insights are represented against the overall average for performance and impressions delivery)



OTT Insights:
DTCs Embrace the Power of OTT Platforms

The explosion of OTT streaming services has been essential to TV’s 
evolution, further empowering audiences to watch their favorite TV 
shows exactly where, when and how they want. Throughout 2020, 
OTT has also become an emerging area for DTCs. Many of these 
advertisers are embracing experimentation, employing test-and-
learn strategies in order to see which streaming buys work “best” 
for their specific brands (and which don’t). With the right targeting 
strategy, OTT can be an excellent driver of performance. It can also 
be an important channel for reach extension, where you can 
engage with audiences that you could not reach through linear 
platforms alone. Understanding impression delivery and the most 
efficient and effective platforms for driving outcomes can shape 
the optimal TV media mix for DTC advertisers.
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OTT Time of Day Insights
Impression delivery and performance by time of day for DTC advertisers reveals the 
most (and least) effective and efficient hours.

9 AM
+100%

Highest 
Impressions

MIDNIGHT
-96%

Lowest 
Impressions

4 PM
+9%

Most Cost-
Effective: CPM

8 PM
-29%

Least Cost-
Effective: CPM

4 PM
+15%

Most Cost-
Effective: CPR

8 PM
-196%

Least Cost-
Effective: CPR

11Source: TVSquared Platform (All insights are represented against the overall average for performance and impressions delivery)



OTT Day of Week Insights
When analyzing impression delivery and performance for the days of week, we noticed 
some fascinating peaks in impressions mid-week, while there was a noticeable drop off 
in response rates toward the end of the week.

Impressions by Day of Week

Wednesday Thursday Sunday Tuesday Friday Monday Saturday

+19%

+11%

-2% -3% -6% -8% -11%

Response Rates by Day of Week

Monday Sunday Tuesday Wednesday Thursday Saturday Friday

+7%
+4%

+2%
-1% -2% -3% -4%

Most Cost-Effective: CPR

WEDNESDAY
(+7%)

Least Cost-Effective: CPR

FRIDAY
(-7%)

12Source: TVSquared Platform (All insights are represented against the overall average for performance and impressions delivery)



The Evolution of DTC Brands’ 
Multiscreen TV Approach:

A Q&A with Jason Wiese, SVP, 
Director of Strategic Insights 

at the VAB

13



JASON WIESE
SVP, Director of Strategic Insights at the VAB

DTC advertisers have been well-
positioned to thrive during this 
unprecedented year, with many people 
working from home and relying on 
online purchases more than ever. What 
has been the most interesting (or 
unexpected) DTC trend to you during 
this time?

Pandemic-related growth has generally 
not been centralized among the 
millennial and Gen Z population but is 
spread across audience segments with 
adult 35+ and adult 50+ demographics, 
driving particularly strong growth among 
DTC brands.

We discovered that while increases were 
seen among all adult demographics 
during the first six months of the 
pandemic, average unique website visitor 
growth for major DTC brands was 72% 
higher against adults 50+ than adults 18-
49, compared to the six months prior to 
the pandemic.

Back in April, during the height of 
mandated lockdowns, VAB conducted a
survey to understand how consumer 
behaviors were changing during the 
pandemic. One of our key findings was 
that people of all ages spent much of 
their newfound ‘free time’ utilizing new 
platforms and discovering the full 
functionality of their devices, whether it 
was their connected TV, smartphone or 
computer.

This free time allowed adults, particularly 
older adults, to develop a greater comfort 
level with new digital platforms and 
technologies which led them to discover 
and buy DTC brands online not only for 
the sake of convenience, but out of 
necessity as well.

Traditional advertisers are increasingly 
incorporating DTC elements. What can 
these brands learn from advertisers that 
have been DTC since their inception?

First, it is important to understand that DTC 
brands’ top KPIs are focused primarily on 
growth metrics like sales, customer 
acquisition, first vs. repeat customers, 
conversion rates and website traffic. 
Performance is their media currency and, 
with their own internal analytics at their 
disposal, media channels are scrutinized 
and optimized on a real-time basis.

From a media evaluation perspective, it is 
not about metrics like GRPs or ratings, it is 
about performance against business KPIs. 
Savvy DTC brands make their media 
decisions based solely on performance and 
they react, optimize and adapt their media 
buys quickly to maximize success against 
their set KPIs.

Data and analytics also allow DTC brands to 
be more aggressive with their media 
strategies compared to other brands – they 
tend to start advertising earlier in their life 
stage, with greater continuity and they will 
increase spending to drive performance.
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At this point, what do you expect DTC 
advertisers' TV strategies to be in 2021?

VAB has been closely monitoring the 
media investment strategies of DTC 
brands since 2014. Over this time, we have 
witnessed an explosion in spending 
across multiscreen TV platforms, with 
new DTC advertisers entering the TV 
marketplace as they aim to challenge 
category leaders for market share.

The current pandemic environment has 
created an opportunity for more DTC 
brands to grab share from category 
incumbents since their nimbleness and 
agility enables them to better adapt to 
the challenges of today.

As a result, DTC brands are launching 
multiscreen TV campaigns earlier in their 
life stage to capitalize on this opportunity. 
Traditionally, a DTC brand would build up 
their customer base through social media 
for several years before moving into 
additional platforms, but we have recently 
seen many DTC brands accelerate their 
journey and enter the premium video 
marketplace much earlier.

Based on a recent analysis, 60 new DTC 
advertisers entered the national TV 
marketplace in the 1st half of 2020, many 
of which launched in the heart of the 
pandemic during 2Q ’20. Moving into 
2021, we anticipate more brands entering 
the cross-screen TV marketplace, 
especially younger ones, to take 
advantage of both data-driven targeting 
solutions and the broad scale provided by 
linear TV.

Brands are already embracing the digital-
like targeting and measurement offered 
by multiscreen TV platforms, which have 
become critical components of their 
success with solutions such as data-
driven linear, focusing on audience-based 
buying to drive growth.

What are your best pieces of advice for 
DTC brands that are new to TV 
advertising or ones that are used to linear 
TV but haven't yet experimented with 
OTT?

For advertisers exploring multiscreen TV 
advertising for the first time, it’s important 
they understand all the opportunities 
available to them – in addition to broad 
scale delivered through linear TV they can 
also explore advanced data and targeting 
solutions through connected TV, 
addressable TV, MVPD/network apps, full 
episode players and set-top box VOD. As we 
have uncovered through our research over 
the last six years, DTC brand success stories 
with multiscreen TV can be found at every 
budget level.

As for OTT, although SVOD may get a lot of 
the headlines, there are an abundance of 
opportunities for advertisers through ad-
supported services. Streaming was 
experiencing steady growth before the 
pandemic, but has since become a 
habitual, daily activity for many. As people 
streamed more, they also began 
discovering more services. In fact, 
according to our research, more people 
watched an ad-supported streaming 
service than added a paid subscription 
service during the beginning of the 
pandemic.

The growth of ad-supported OTT provides a 
valuable reach extension for linear TV 
campaigns, which is important for 
advertisers due to increased viewer 
fragmentation. Within this reach extension, 
OTT also delivers new audiences since it 
reaches cord-cutters and cord-nevers. Also, 
through its targeting and measurement 
abilities, OTT provides the ability for brands 
to ‘test-and-learn’ and then apply those 
learnings to their linear TV campaigns.
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Measure TV How People Watch It

TVSquared is the global leader in cross-platform 
TV ad measurement. Our scalable, always-on 
ADvantage platform empowers thousands of 
advertisers with insights to inform TV media mixes 
and drive business growth, including reach and 
frequency, unique reach, outcomes and audience. 
We operate in more than 75 countries and work 
with brands, agencies, publishers, MVPDs and 
DSPs to measure TV how people watch it – across 
all screens and platforms.

www.tvsquared.com


