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The Rise of 
Streaming TV
How Ads Are Powering
Streaming’s Future
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Defining Streaming TV

All television content 
streamed via the internet 
regardless of the device it is 
watched on (CTV and OTT)
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Who Is Magnite?

Harnessing the power of 3 market-leading platforms

Industry-leading 
ad server

Largest footprint & 
household reach

Most accurate 
forecasts Unique audiences

Advanced 
integrations

Full-scale
supply access

Tech built for CTVIndependent
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Device Manufacturers and Telcos FASTs, Distributors & AVOD

The largest source 
of premium 
streaming TV 
supply

Subject to change. Does not represent Magnite’s complete supply portfolio. Contact Magnite for more details.
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Work Lunch Work Commute
& Dinner

Evening
Prime Time

Late Night Streaming

CTV Prime Time 
Viewing Jumps 

Mobile Usage Desktop Usage CTV Late-night Viewing Desktop & 
Mobile 

Mobile Usage 

Morning
& Commute

6 am 9 am 12 pm 2 pm 5 pm 8 pm 11 pm

Source: Magnite Platform, Proprietary Data

One Platform
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Linear TV Catch-up/On demand Streaming Omnichannel
Streaming TV

The Changing Global Landscape:
CTV’s Evolution
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Streaming TV is watched by
more viewers than any other form
of television: 

→ US & Canada — 81%

→ EU5 — 78%

→ Nordics — 78%

→ Australia & NZ — 84%

Audience Trends
Across the Globe
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Streamers Are Preferring
to Watch with Ads 

Ad-supported environments
reach a greater audience share 

→ US — 86%

→ EU5 — 82%

→ Nordics — 77%

→ Australia & NZ — 78%

And MENA is set to follow suit.
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Streamers Are Not Cutting Back but
Are Making Subscription Changes 

of streamers are likely to cancel or downgrade a 
current paid TV subscription

would use a new free or reduced cost ad-based 
streaming service this year

48%

76%
Q: How likely or unlikely are you to cancel or downgrade any of the TV subscriptions (paid traditional TV or streaming services) that you currently pay for? T2B
Q: If a new streaming service you want to watch offers a free or reduced-cost version of its platform, which includes advertisements, would you be…? T2B
Base: Streaming TV only viewers
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SOURCE: IAB MENA CTV Landscape Report 2022

The Streaming Landscape Is Growing Globally 
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The Omnichannel Ecosystem: 
Streamers Are Consuming 
Content Across Screens 

Q: In a typical week, how frequently do you use each of these to watch TV shows and films at home? 
T2B; Base: Total Streamers 

92% TV screens

73% Smartphone/Tablet

69% Laptop/Desktop

Streamers’ weekly TV viewing habits 
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Desktop/Laptop Smartphone Other Connected Device

115 
Daily Minutes

spent watching
Video

The gap between 
cord-cutters and
pay TV is closing… 

By 2023:

11.7M 
UK Pay

TV Households 
2023

9.9M 
UK Pay

TV Households
by 2027

Content Consumption Is Changing

Source: Insider Intelligence | eMarketer, May 2023 

21
Mins

49
Mins

44
Mins
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75% 
of ad-supported streamers are 
more likely to make a purchase 
from a brand they engaged with 
across devices

→ Compared to 64% of 
traditional TV viewers

Cross-Device Consumption 
Supercharges Purchase Intent

Q: To what extent do you agree with the following statement? I am more likely to make a 
purchase from a brand that I have engaged with across multiple devices (TV, Mobile, Desktop, 
etc.). T2B



Confidential | © Magnite | 23 

Why Streaming TV?

Streaming is the most 
watched form of TV and 
more streamers are 
watching content with ads.

Viewers are engaged with 
streaming content for long 
periods of time and have 
greater recall with the ads they 
see compared to social video.

Streaming TV’s environment 
influences purchase decisions.

Most watched Deeper engagement Drives performance
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Robust creative review

Inventory discoverability & 
recommendations

Fast and agile capabilities 

Thinking for the Future
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Thank You
Find out more about Streaming TV

Contact: Jonas Olsen 
jolsen@magnite.com 

Or download Magnite’s
Streaming TV research below:

mailto:jolsen@magnite.com
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