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As the viewer experience evolves, converged TV has taken a front seat across both digital 
video and traditional linear marketplaces, which have shifted further and further away from 
“appointment TV.” Advertisers, while traditionally known for keeping digital and TV budgets 
and planning in silos, are recognizing the need to bring all forms of premium video into one 
view.

While the appetite for converged TV is evident among buyers, traditional legacy practices 
have made it challenging to seamlessly bring these two worlds together – from platforms, 
publishers, devices, data and the technology partners that sit in between them.

In a recent global initiative from TVSquared, in conjunction with third-party research firms, 
Dynata and Advertiser Perceptions, buyers across four major media markets were surveyed 
about the challenges, barriers, transformation and opportunities aligned with converged TV 
advertising.

TVSquared’s report provides a global view of the current state of converged TV across key 
markets, representing survey insights from nearly 1,000 buyers. The report also analyzed 
billions of ad impressions across 20 converged TV campaigns active on TVSquared’s 
ADvantage platform. The platform analysis provides insights on incremental reach and how 
best to approach converged TV strategies.

Across all markets, including the U.S., UK, Germany and Australia, more than 
75% of respondents agreed that TV is now defined as linear and streaming 
platforms, marking a global shift in thinking. 

Similarly, all markets shared the same concerns about the accuracy of converged TV 
measurement and attribution as one of the greatest barriers for adoption. 
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The TV ecosystem is now rooted in cross-platform, 
and we must deliver a transactable currency that 
allows us to count and ascribe value in a similar 
way – across linear and streaming – to ensure TV 
budgets continue to grow. Reliable, transparent 
measurement across campaigns will ensure that 
marketers’ total TV investments and impression 
allocations are effective at achieving audience 
reach and outcomes across TV everywhere.

- Jo Kinsella, President, TVSquared



Even though converged TV is a reality – leveraged today 
by sellers and buyers – it is still in the process of being 
adopted at scale. This means a large majority of premium 
video budgets still reside with linear.

With thousands of clients actively measuring OTT/CTV 
campaigns, TVSquared recognizes that streaming has 
moved beyond the testing phase and into more 
widespread “experimental-level” adoption across all 
advertising categories, from digitally native DTCs to large-
scale traditional TV buyers (auto, CPG, QSR, retail, etc.). 

However, given that a majority of total video spend still 
remains in linear, there is a lot of room for growth in 
terms of achieving greater reach across the total TV 
audience by allocating more impressions or investing 
more heavily in streaming platforms.

TVSquared found that 
advertisers committing 
at least 10% of total TV 
ad impressions to 
OTT/CTV, are most likely 
to generate at least 15% 
incremental reach.

Top Factors for Converged TV Investments Across Markets: Transparency, Reach, Accuracy & Scale 

1. Transparency of metrics 
2. Ability to optimize for performance 
3. Ability to measure incremental reach beyond linear 

Australia

1. Ability to measure performance accurately at scale 
2. Transparency of metrics 
3. Ability to run addressable TV campaigns at scale 

Germany

1. Ability to holistically manage linear and streaming
2. Ability to measure performance accurately at scale 
3. Transparency of metrics 

U.K.

1. Transparency of metrics 
2. Ability to measure incremental reach beyond linear 
3. Standardized, cross-platform TV measurement and attribution 

U.S.

“TV” now encompasses linear and all forms of time-
shifted, cross-platform premium video viewing (OTT, 
CTV, BVOD, etc.). The current and future state of 
converged TV has a profound impact on seemingly 
every aspect of the advertising industry – from finding 
audiences across screens and adapting campaign 
strategies, to the need for real-time, data-driven 
practices and changing expectations around 
transparent measurement and standard currencies 
that underpin it all. 

With audiences dispersed across content and screens, 
converged TV strategies are the only way to ensure 
that advertisers can reach their total TV audience.
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The U.S.: Buy-Side Reality Puts Pressure on the 
Need for New Currencies & Approaches

While converged TV campaigns and strategies are being experimented with 
across many buyers, there is a heightened level of pressure from them to break 
free from legacy currencies and approaches that no longer meet the needs of 
today’s more targetable, cross-platform, audience-driven video universe.

To understand the reality of converged TV in the U.S., TVSquared commissioned 
Advertiser Perceptions to survey 300 buy-side marketers, inclusive of agencies 
and brands. The findings reveal trends that have played significant roles in the 
growth of converged TV and the challenges that need to be addressed to 
continue to drive adoption.
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More than 75% of respondents agreed that “TV” is now defined as linear and streaming and, as a 
result, legacy currencies and practices are impeding the innovation of what advertisers can do with 
converged TV.

More than 70% believe that all forms of TV should be sold on impressions, and traditional buying, 
especially the Upfronts, will be facing significant scrutiny as new currencies take hold. Specifically, 
80% of respondents indicated that the Upfronts need to be more data-driven, and 88% agreed that 
they need to be more flexible and easier to transact across linear and streaming.

Industry-wide initiatives, backed by major media companies and leading organizations such as the 
IAB and VAB, represent a shared passion across buyers and sellers for building a more open 
ecosystem, with a dedicated focus on measurement innovation in the age of new technology, 
greater data capabilities and multiple screens.
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Completely Agree Somewhat Agree Somewhat Disagree Completely Disagree

The sell-side is currently rethinking 
how the industry as a whole transacts, 
empowering the buy-side with the 
agility and flexibility to work with 
different sets of currencies.

of marketers agree 
that all forms of TV 
should be sold on 
impressions

Agreement Statements Across Buyers as it Relates to TV & Upfronts
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Upfronts need to be more flexible and easier to 
transact across both linear and streaming.

“TV” is now defined as linear and streaming.

Upfronts need to be more data-driven.

Achieving cross-platform TV measurement and 
attribution is a leading priority for my company/clients.

All forms of TV, including linear and streaming, 
should be sold on impressions.



Traditional TV currency no longer meets the needs of today’s 
marketers, which is backed by the fact that more than half of 
buyers surveyed cited “accuracy of cross-platform TV 
measurement and attribution” as the top challenge of converged 
TV advertising.

In addition to 43% citing “lack of accurate and scalable ad 
occurrence and viewership data” as a significant challenge, issues 
regarding cross-platform targeting capabilities, shortcomings 
around standardization and a lack of transparency rounded out 
the top reasons for friction within the converged TV space. 

57%

43%

38%

38%

38%

37%

31%

28%

Biggest Challenges of Converged TV Advertising

of marketers believe accuracy of 
cross-platform TV measurement and 
attribution is one of the biggest 
challenges of converged TV advertising

of marketers consider lack of standards 
for currencies, and across technology 
and buying platforms to be a significant 
challenge
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Accuracy of cross-platform TV measurement 
and attribution

Lack of accurate and scalable ad occurrence 
and viewership data

Difficulties targeting audiences across linear 
and CTV platform

Lack of standards for currencies, and across 
technology and buying platforms

Lack of transparency

Complex and fragmented supply chain

Growing concerns around data privacy and security

Lack of industry-standard identity 
resolution solutions



When deciding to invest in converged TV, holistic, cross-channel 
management, transparency and incremental reach are critical 
factors.

More than 90% of respondents said transparency of metrics 
across linear and streaming channels and publishers was 
important in order to devote ad spend to converged TV. 

Similarly, nearly 90% of buyers consider holistic management of 
linear and streaming campaigns to be an important factor when 
determining TV investments. While the need for transparency 
has long been an issue, the COVID-19 pandemic elevated its 
importance as marketers needed to understand how every 
media dollar spent was working and contributing toward ROI.

Among those surveyed, 94% also indicated that the ability to 
measure incremental reach of streaming/CTV beyond linear was 
a critical factor for investing in converged TV. With audiences 
dispersed across screens, converged TV strategies ensure that 
advertisers reach, engage and activate their total TV audience 
regardless of how and when they watch. 

Important Factors When Deciding to Invest
in Converged TV Advertising
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13%

11%

11%

12%

14%

11%

Very important Somewhat important Not very/Not at all important

consider  standardized cross-platform TV measurement and 
attribution an important factor when deciding to invest in 
converged TV

reason for investing in CTV 
is incremental reach*

*TVSquared survey, “CTV Accelerated: Keeping Up with the New Pace of Change,” June 2021 
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Transparency of metrics across linear 
and streaming/CTV channels and 

individual publishers

Ability to measure incremental reach of 
streaming/CTV beyond linear TV

Standardized cross-platform TV 
measurement and attribution

Ability to achieve scale and maintain 
precision with deterministic datasets

Ability to deliver audience-targeted 
TV campaigns

Ability to measure incremental reach 
across unique streaming/CTV platforms 

and publishers

Ability to optimize for performance across 
data-driven TV buys (linear TV and CTV)

Ability to holistically manage linear 
TV and streaming/CTV campaigns



For marketers, the migration to converged TV is happening at different 
paces, with many buyers moving beyond test-and-learn strategies and into 
experimental buys, where both streaming and linear are becoming fixed-
line items. Today, it is about how best to find the right mix in order to 
achieve maximum audience reach and outcomes, while also balancing the 
efficiency of cross-platform, cross-channel TV investments.

Most Important KPIs for Converged TV Advertising

53%

50%

43%

32%

Just as the definition of TV has changed, so too has the way in 
which advertisers approach traditional TV practices. Marketers 
are now treating linear and streaming in more similar ways than 
originally believed when it comes to campaign management for 
performance and optimization.

A third of buy-side respondents ranked attribution and outcomes 
(both online and offline activities directly linked to TV) as a top 
KPI for converged TV campaigns, marking a big difference for 
linear, which has traditionally been a tool used primarily for 
reach.

Reach and frequency (50%) still ranked high; both were equally as 
important for digital TV buys as linear. Incremental audience 
reach has and will continue to be one of the most important 
metrics for converged TV, with 43% ranking it as one of the top 
three most important KPIs.

Converged TV brings a host of opportunities that enable 
marketers to treat linear and streaming in similar ways. By 
leveraging deterministic datasets that tie reach, frequency and 
outcomes directly to audience IDs, marketers have greater 
insight into the holistic customer journey. 

The State of Converged TV: A Look at Global Trends & Adoption

In fact, less than a third of buyers considered “lack of industry-
standard identity resolution solutions” to be a challenge. And, 
in terms of data sources being used to improve converged TV 
campaigns, one in two respondents are leveraging first- and 
third-party data, while 36% use set-top-box data, followed by 
31% citing the use of OEM viewership panel data. More than 
40% use online data for attribution, followed by offline data for 
attribution (34%). 

of marketers ranked 
attribution and outcomes 
as one of the most 
important KPIs for 
converged TV

Brand awareness/
maximum exposure

Reach and frequency

Incremental audience reach

Attribution/outcomes (online 
and offline activities directly 

tied to TV)



The survey also found that advertisers are measuring linear and streaming 
campaigns in similar ways. More than 40% of buyers are measuring linear 
and streaming for performance/outcomes weekly, with about 10-15% doing 
it on a daily cadence. The frequency at which linear is now being managed 
shows a huge step forward for an industry that has long been known for lag 
times and little flexibility in delivering and accessing insights.

Additionally, the survey revealed that even for linear, 33% of marketers are 
optimizing campaigns for performance and 32% are optimizing creatives on 
a weekly cadence, which closely match OTT/CTV at 35% and 31%, 
respectively.

As TV becomes more flexible across channels, and as advertisers get more 
comfortable with balancing converged TV campaigns and leveraging 
apples-to-apples insights for linear and streaming, we should see an even 
greater majority of marketers managing TV holistically.

consider holistic management 
of linear and streaming to be 
an important factor when 
deciding to invest in 
converged TV

Linear and streaming look 
more similar than you may 
think – in both channels, 
more than 40% of advertisers 
are managing performance 
metrics across both media 
channels weekly, with 10-15% 
doing it daily.
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Converged TV Globally: Adoption, 
Challenges & Opportunities in Three Markets 

The emergence of converged TV strategies is not limited to the U.S. As CTV 
adoption steadily increases in other markets, including the UK, Germany and 
Australia, advertisers’ video mixes will become more diverse.

To understand the reality of converged TV in the UK, Germany and Australia, 
TVSquared commissioned Dynata to survey more than 600 buy-side marketers, 
inclusive of agencies and brands, in each of these three markets. The country-
specific findings reveal the driving forces behind converged TV adoption and the 
market frictions that need to be overcome to fully realize its potential. 

The State of Converged TV: A Look at Global Trends & Adoption



All surveyed regions shared a unified belief that the definition of TV has changed. Across Australia (91%), 
Germany (82%) and the UK (90%), the vast majority of respondents agreed that TV is now understood 
to be more than traditional linear and includes streaming platforms.

The growth of CTV in Europe and Australia is a strong indicator that this belief is becoming reality for 
advertisers. Across all three markets, more than a third of respondents said that between 16-to-25% of 
their current total TV budget is allocated to CTV, with about a quarter devoting 5-to-15%.

Survey results show that the majority of advertisers are running CTV campaigns across 3-to-5 
platforms. Responses also indicate that the number of CTV platforms will grow next year, with those 
advertising on 6-to-10 platforms increasing by 91% in Australia, 60% in the UK and 42% in Germany. 
As the adoption of CTV increases globally, so will the momentum of converged TV.

Number of Streaming Platforms Advertisers Used in 2021 vs. Their 2022 Outlook
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of UK buyers plan to 
advertise on more than 
6 CTV platforms in 2022
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of Australian buyers plan 
to advertise on more than 
6 CTV platforms in 2022

of German buyers plan to 
advertise on more than 6 
CTV platforms in 2022



With a fragmented TV viewing universe, and advertisers 
turning their media strategies upside down to find and 
reach audiences, the industry needs to introduce new levels 
of flexibility and consistency to accommodate buy-side 
needs.

Between 88% and 94% of respondents in the three regions 
surveyed agreed that TV needs to be more flexible and 
easier to transact across linear and streaming. 

Advertisers globally share a similar belief to the U.S., with 
more than 75% also in agreement that all forms of TV 
should be sold on impressions. 

This furthers the global sentiment toward developing new 
standards that can support a cross-platform TV ecosystem.

The limitations and rigidity of the traditional TV advertising industry, and its 
legacy approaches to currencies and measurement, are the impetus to the 
top barriers to entry for converged TV.

Close to half of all respondents from Australia, Germany and the UK 
identified “accuracy of cross-platform TV measurement and attribution” as 
the top barrier to entry for converged TV. As the converged TV world is rich 
with data and, ideally, cross-platform usage of that data, another top 
challenge across the regions was “growing concerns around privacy and 
security” (37%-45%).

Specific to Australia, almost 40% of respondents cited “lack of accurate and 
scalable occurrence and viewership data,” while more than 40% in Germany 
and the UK rounded out their top three challenges with “difficulty targeting 
audiences across linear and CTV platforms.”

of European and Australian respondents 
agree that addressable advertising is one of 
the greatest benefits of advanced TV

More than
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More than 80% of respondents said that achieving cross-platform TV 
measurement and attribution was a top priority. As part of that 
overarching goal, approximately 40% highlighted the importance of 
measurement consistency as well. Other priorities largely mirrored 
each other across regions, with about a quarter of respondents citing 
areas such as identity, reach and targeting.

Regardless of the market, the transformation of TV is happening 
globally. The factors and types of data sources may vary, but the main 
objectives and key priorities remain largely the same.

Australia Germany UK

Achieving cross-
platform TV 
measurement and 
attribution 

85% 81% 89%

Solving for identity 
and privacy 26% 24% 26%

Accurately 
measuring 
incremental reach 

21% 23% 24%

Making it easier to 
find, reach and 
target audiences 
across platforms 

27% 24% 26%

Although the data sources vary by market, among advertisers running 
converged TV campaigns today, most are leveraging a diverse mix of 
online and offline attribution data, first-party customer data and 
viewership data, including, set-top-box, ACR and OEM panel data. 
Online attribution was the most widely used dataset for converged TV 
strategies across all three markets, followed by first-party data. (See the 
following page for the data breakdown by market.)

When asked to identify the most important metrics or KPIs for 
converged TV, answers varied in order by market, but overall showed 
similarities. Both linear and streaming appear to be measured and 
optimized largely for reach and frequency, with incremental reach also 
proving to be a primary metric.

Top Priorities for Driving Adoption of 
Converged TV Strategies

of European and Australian 
respondents believe that achieving 
cross-platform TV measurement and 
attribution is a top priority

More than
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Data Sources Being Leveraged for Converged TV 
Strategies by Market

Australia Germany UK

1. Optimizing 
Reach 

2. Brand 
Awareness &
Maximum 
Exposure 

3. Incremental 
Audience Reach 

4. Optimizing 
Frequency 

5. Customer 
Acquisition 

1. Optimizing 
Frequency 

2. Optimizing Reach 

3. Customer 
Acquisition 

4. Incremental 
Audience Reach 

5. Customer 
Retention &
Brand Loyalty 

1. Optimizing 
Reach 

2. Optimizing 
Frequency 

3. Incremental 
Audience 
Reach 

4. Customer 
Retention & 
Brand Loyalty 

5. Customer 
Acquisition 
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45% of Australian and 49% of UK buyers consider optimizing 
reach a primary metric, while the largest majority (54%) of 
buyers in Germany cited optimizing frequency.

of European and Australian respondents cited 
online data for attribution as a primary data 
source for converged TV strategies

More than

When measuring linear and CTV campaigns, buyers across markets 
recognized the following KPIs as the most important metrics:
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Online Data – Attribution

First-Party Customer Data

Offline Data – Attribution

OEM Viewership Panel Data

Set-Top-Box Data

ACR Data

Third-Party Audience Segmentation Data

None of the Above/Not Involved in 
Converged TV Strategies
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Incremental Reach: Linear & Streaming 

Advertisers recognize the need for omni-channel planning/buying, which is only 
possible with a holistic look across the total TV ad investment, a priority recognized 
globally in TVSquared’s converged TV survey. Converged TV measurement provides 
the necessary metrics that enable buyers and sellers to quantify the incremental 
reach of streaming and linear channels, proving the value of media, while also 
demonstrating accurate reach to inform audience activation and future planning 
and buying. 

TVSquared has experienced heavy adoption of incremental reach across all types of 
advertisers and all sides of the TV ecosystem. The following analysis includes 
insights across 20 converged TV campaigns, including retail, insurance, QSR, 
finance and education.

The State of Converged TV: A Look at Global Trends & Adoption



In a study of 20 converged TV ad campaigns running through 
the ADvantage platform, which analyzed ad impressions across 
linear and streaming platforms, TVSquared found that, on 
average, the audience overlap of linear and streaming 
campaigns was approximately 30%. This means, on average, 
70% of the audiences reached via streaming services could not 
be reached by linear-only campaigns.

Brands that are not yet adding streaming buys to their media schedules are 
losing audiences and missing out on the opportunity to further extend reach.

Advertisers are finding audiences on 
streaming that cannot be found on linear, with 
an average incremental reach of 15%.

As consumers migrate from traditional linear to streaming services, legacy 
content development and distribution models are being reinvented. As this 
happens, advertisers, who subsidize the distribution of content, are “losing” 
audiences and need to adjust strategies to find cord-cutters, cord-shavers and 
cord-nevers.

As represented in TVSquared’s global survey of hundreds of buy-side marketers, 
planning, buying and executing converged TV campaigns require a consistent 
set of metrics and harmonized datasets across platforms. When measured 
accurately, they can provide valuable insights into the performance and 
incremental reach opportunities across linear and streaming platforms.

of the audiences reached via 
OTT/CTV services could not be 
reached by linear-only campaigns
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Advertising on OTT/CTV platforms generates, on average, 
15% incremental reach. The average unique reach, which represents 
the OTT households that are unique to linear, is 68%, a finding that is 
in line with other recent use cases across various ad categories.0%
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TVSquared’s analysis reveals a wide range of incremental reach results, from 
negligible (2%) to very significant (80%). The study also shows a diverse range of 
spend allocation across linear and streaming, which directly correlates to the 
incremental reach achieved by advertisers.

While converged TV campaigns, encompassing both linear and OTT/CTV spend, 
are now more fixed-line items for many marketers, the migration is happening 
at different paces, with a majority of advertisers still experimenting with 
streaming campaigns.

TVSquared’s converged TV analysis across spend and incremental reach shows 
that, for advertisers with big linear budgets and small OTT/CTV investments, the 
impact on reach is minimal. More specifically, it finds a strong relationship 
between the ratio of OTT/CTV to linear impressions and incremental reach. 

Brands committing less than 1% of their media to OTT/CTV never generated 
more than 5% in incremental reach, while brands committing 10% or more were 
certain to generate at least 15% more reach. This seems to hold true for brands 
with big and small linear budgets.

Brands should be committing at 
least 10% of TV ad impressions to 
OTT/CTV to generate at least a 
15% gain in reach. 

The State of Converged TV: A Look at Global Trends & Adoption
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Converged TV is all about mastering the 
balancing act – while both linear and 
streaming are efficient at building reach 
at the very start of campaigns, 
over time, linear begins to level off.

TVSquared’s analysis shows that, on average, as a campaign extends 
beyond six weeks, linear reaches its saturation point, while OTT has 
room to build reach over a longer time period. As a result of 
reaching its saturation point, frequency also proves to be higher for 
linear than OTT, showing an average of nine compared to four with 
OTT.

Frequency capping may be possible with OTT, while regular 
monitoring of linear frequency can inform future optimizations and 
activations for greater audience targeting. A great deal of flexibility 
remains with how both linear and OTT can be used to meet brand 
objectives.

As traditional TV advertisers look to invest more heavily in 
streaming, and as digital-natives look to invest in linear, there will be 
varying degrees of incremental reach as it relates to one channel vs. 
another. 

One thing that remains consistent, regardless of how different types 
of advertisers approach converged TV, is that audiences are and will 
continue to consume content however, whenever and wherever 
they choose.

TVSquared’s recent converged TV survey cited accurate 
measurement across platforms as a top barrier for driving 
converged TV adoption. 

In order to accurately measure the incremental reach across linear and 
streaming, advertisers need one set of metrics that can be compared, 
apple-to-apples, across TV platforms and channels. 

This type of cross-platform measurement is not currently being done 
by legacy/traditional TV measurement companies because they lack 
one of the following:

• Access to actual viewing data, collected from millions of households.

• Integrations with OTT/CTV platforms to collect household exposure 
data or the technology and processes to connect these disparate 
datasets together in a privacy-compliant way.

The State of Converged TV: A Look at Global Trends & Adoption

Of the converged TV 
campaigns analyzed, linear 
showed a significantly higher 
frequency (9) compared to 
OTT (4). Frequency is not 
necessarily a widespread issue 
for streaming campaigns.



The current state of converged TV shows that there 
is still a ton of opportunity to leverage streaming to 
build additional reach, but that linear is and will 
remain a key part of the media mix. 

The biggest factors in driving forward the adoption 
of converged TV rely heavily on accurate 
measurement and attribution across platforms, and 
arming marketers with the right set of metrics that 
prove the value and reach of both linear and 
streaming. Another key factor will be the changes in 
currency as the industry comes together in support 
of measurement innovation.

Globally, TV is transforming into a cross-platform, cross-channel 
ecosystem, with roughly 75% of marketers across the U.S., UK, 
Germany and Australia in agreement that TV is now defined as 
linear and streaming platforms.

The State of Converged TV: A Look at Global Trends & Adoption

The current state of converged TV shows that there is a lot of 
upside to investing in streaming as part of a media mix, and that it 
is highly effective at extending reach. To achieve a reasonable 
amount of incremental reach, advertisers need to allocate at least 
10% of their total TV impressions to streaming.

Balancing converged TV strategies requires a single source of truth and 
consistent metrics across both linear and streaming campaigns – only 
then can advertisers accurately achieve identity-enabled TV measurement 
and attribution and understand the incremental reach across channels. 

The industry has reached a point where the traditional currency no 
longer meets the needs of the market, with more than 70% of global 
TV buyers in support of all forms of TV moving toward an 
impression-based model. 

Frequency is not proving to be a wide concern across OTT, with 
an average frequency of four. Linear shows a different story, with 
an average of 9, indicating an opportunity to allocate more 
impressions to OTT, while focusing on greater optimization and 
improved audience targeting for data-driven linear buys.

At the end of the day, TV now encompasses both 
linear and streaming, and reliable, transparent 
insights are the keys for ensuring that total TV 
media investment and allocation is both effective 
and efficient in achieving audience reach and 
business outcomes.



TVSquared is the largest independent global measurement and attribution platform for converged TV.

Our infinitely scalable ADvantage platform measures the effectiveness of linear, addressable and 
OTT/CTV. We power always-on insights for thousands of advertisers across 75+ countries, including 

reach and frequency, unique reach, outcomes and audience. Integrated across premium publishers, 
DSPs and identity and audience partners, ADvantage processes billions of ad impressions, connecting 
viewership and ad occurrence data at scale. We deliver the richest picture of TV ad measurement and 

attribution, inclusive of 150M households globally and more than 65 CTV platforms. Trusted by the 
entire TV ecosystem as the single source of truth, TVSquared measures TV how people watch it 

– across platforms and screens.

Learn more at www.tvsquared.com.

Measure TV How People Watch It


