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ASSESSING
MEASUREMENT
CONFIDENCE IN
CONNECTED TV
ADVERTISING

As connected TV budgets rise in India, marketers are
embracing CTV as a safer, more measurable

alternative to mobile. But beneath the growing
confidence lies a more nuanced reality: CTV may not

be easier to measure, it may simply be judged by
different rules.

Connected TV has emerged as one of the most
talked-about channels in India’s media planning
conversations. With smart TV adoption accelerating and
mobile attribution becoming increasingly opaque, CTV has
shifted from a test-and-learn line item to a deliberate
allocation within video budgets. By the end of 2025, India
had crossed 35 million smart TV
households, and CTV
advertising was among the
fastest-growing segments of
digital video.

Much of this momentum
is driven by perception. In
contrast to mobile—where
signal loss, privacy controls
and attribution disputes
dominate conversations—CTV
is seen as calmer, cleaner and
more predictable. It promises
addressability without cookies,
premium environments without
brand safety anxiety, and measurement frameworks that
feel easier to explain in boardrooms.

Yet as spend scales up, marketers are beginning to
interrogate an important assumption: is CTV genuinely
more measurable, or does it simply feel that way because
expectations are lower and claims are softer?

Most brands and agencies are careful not to position
CTV as a pure performance channel. While the medium is
connected by design, television consumption remains
largely passive. Viewers rarely act immediately, making
lower-funnel outcomes harder to track deterministically.
As a result, CTV today sits closer to upper- and mid-funnel
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jyaada cacaa- vaalao caOnalaaoM maoM sao ek banakr ]Bara hO.smaaT- TIvaI Apnaanao
kI rFtar baZ,nao AaOr maaobaa[la eiT/byaUSana ko saaf na haonao ko saaqa saITIvaI
[-sT eMD lana- laa[na Aa[Tma sao vaIiDyaao bajaT maoM saaoca samaJakr ikyao jaanao
vaalao AavaMTna maoM badla gayaa hO.2025 ko AaiKr tk Baart maoM 35
imailayana smaaT- TIvaI vaalao Gar hao gayao qao AaOr saITIvaI iva&apna iDijaTla

vaIiDyaao ko sabasao tojaI sao baZ,nao vaalao
KMD maoM sao ek qaa.

[sa tojaI ka jyaadatr ihssaa
saaoca sao calata hO.maaobaa[la ko ]laT –
jahaM isaganala laa^sa¸ pa[vaosaI kMT//aola
AaOr eiT/byaUSana ko JagaD,o baatcaIt pr
havaI rhto hOM–saITIvaI kao jyaada SaaMt¸
saaf AaOr jyaada AMdajaa lagaanao laayak
maanaa jaata hO.yah kukIja ko ibanaa
eD/osaoibailaTI¸ ba`aMD saurxaa kI icaMta ko
ibanaa p`Iimayama maahaOla AaOr eosao maapna
Íomavak- ka vaada krta hO ijanhoM baaoD-
$ma maoM samaJaanaa Aasaana lagata hO.

ifr BaI jaOsao jaOsao Kca- baZ, rho hOM̧  maako-Tr ek ja$rI baat pr
savaala ]zanao lagao hOM: @yaa saITIvaI saca maoM jyaada maojarobala hO yaa eosaa isaf-
[sailae lagata hO @yaaoMik ]mmaIdoM kma hOM AaOr davao narma hOMÆ

AiQaktr ba`aMD AaOr ejaoMisaMyaaM saITIvaI kao isaf- ek p`dSa-na
caOnala ko taOr pr poSa na krnao mao M saavaQaanaI barttI hOM.halaaMik yah
maaQyama iDjaayana sao jauD,a huAa hO¸ laoikna TolaIivajana ka [stomaala
jyaadatr pOisava rhta hO.dSa-k Saayad hI kBaI turMt e@Sana laoto
hO M¸ ijasasao laaoAr fnala natIjaao M kao tya trIko sao T/ Ok krnaa
mauiSkla hao jaata hO.natIjaatna Aaja saITIvaI Dayaro@T irspa^nsa ko
maukabalao Apr AaOr imaD fnala [MpO@T ko jyaada krIba hO¸ Balao hI
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impact than direct response, even when performance
language is used.

Where CTV clearly scores higher is relative to linear
television. Reach, frequency, viewability and video
completion rates are far more transparent, and advertisers
increasingly layer third-party verification, brand lift and
incrementality studies onto their CTV buys. Compared to
traditional TV, this represents a meaningful step forward.
The confidence, however, weakens when campaigns attempt
to link exposure on the big screen to actions on personal
devices.

Agency executives note that CTV measurement still
operates largely within walled gardens. Exposure metrics
work well inside individual platforms, but stitching that
exposure to downstream behaviour across devices quickly
introduces modelling, assumptions and proxies.
Deterministic attribution is usually limited to logged-in
environments, and even then, match rates can vary sharply
by platform and operating system.

Fragmentation further complicates the picture.
India’s CTV ecosystem spans multiple smart TV
manufacturers, operating systems and streaming apps, each
with its own measurement methodology. Cross-platform
reach and frequency often look neat in isolation but become
difficult to reconcile at scale. Standardised metrics, clean
room usage and common identifiers remain works in
progress.

What makes CTV feel more trustworthy, then, is not
superior attribution but the nature of its promises. Unlike
mobile advertising, which has historically been sold on
precision and constant optimisation, CTV operates on
longer time horizons. Success is defined through attention,
exposure quality and assisted impact rather than immediate
conversion. That reframing reduces friction between
expectation and outcome.

In a post-privacy environment, this matters. As mobile
measurement grows noisier and more contested, CTV offers
psychological relief. The conversations are simpler. The
metrics are familiar. The limitations are openly
acknowledged.

None of this diminishes CTV’s value. Big screens
command attention, streaming environments feel premium,
and incremental reach beyond linear TV is real. But CTV is
not a measurement utopia. It is a channel where the industry
has quietly agreed to ask different questions, and accept
different answers.

That, more than flawless measurability, may be why
marketers believe in it.

p`dSa-na laOMgvaoja ka [stomaala ikyaa gayaa hao.
saITIvaI saaf taOr pr laIinayar TolaIivajana ko maukabalao jyaada skao

krta hO.rIca¸ ÍI@vaoMsaI¸ vyaUeibailaTI AaOr vaIiDyaao kmPlaISana roT khIM
jyaada pardSaI- hO AaOr iva&apnadata tojaI sao Apnao saITIvaI baaya pr qaD-
paTI- vaoirifkoSana¸ ba`aMD ilaFT¸ AaOr [MËImaoMTOilaTI sTDIja kao laoyar kr
rho hOM.parMpirk TIvaI kI tulanaa maoM yah ek AcCa kdma hO.laoikna jaba
kOMpona baD,I TIvaI pr idKnao vaalao e@sapaojar kao psa-nala ]pkrNa pr haonao
vaalao e@Sana sao jaaoD,nao kI kaoiSaSa krto hOM̧  tao Baraosaa kmajaaor hao jaata
hO.

ejaoMisayaaoM ko AiQakairyaaoM ka khnaa hO ik saITIvaI maojarmaoMT ABaI
BaI jyaada vaalD gaaD-na maoM hI kama krta hO.e@sapaojar maoiT/@sa Alaga–
Alaga PlaoTfa^ma- ko AMdr AcCa kama krto hOM̧  laoikna ]sa e@sapaojar kao
]pkrNa pr Da]nasT/Ima vyavahar sao jaaoD,nao pr maa^DilaMga¸ AMdajaoM AaOr
p`a^@saI jaldI jaato hOM.inaScayaa%mak AiQakar AamataOr pr laa^ga–[na
vaatavarNa tk hI saIimat haota hO̧  AaOr tba BaI¸ maOca roT PlaoTfa^ma- AaOr
Aa^proiTMga isasTma ko ihsaaba sao bahut Alaga hao sakto hOM.

TukD,aoM maoM baMTnao sao tsvaIr AaOr mauiSkla hao jaatI hO.Baart ko
saITIvaI [kaoisasTma maoM k[- smaaT- TIvaI banaanao vaalao̧  Aa^proiTMga isasTma AaOr
sT/IimaMga eop Saaimala hOM̧  ijanamaoM sao hr ek ka Apnaa maojarmaoMT ka trIka
hO.Ëa^sa–PlaoTfa^ma- phuMca AaOr ÍI@vaoMsaI A@sar Alaga Alaga idKnao maoM
zIk lagatI hO̧  laoikna baD,o pOmaanao ]namaoM talamaola ibaznaa mauiSkla hao jaata
hO.sTOMDD- maoiT/@sa¸ @laIna $ma ka [stomaala AaOr ka^mana Aa[DoMiTfaar pr
ABaI BaI kama cala rha hO.

tao saITIvaI kao jyaada BaraosaomaMd banaanao vaalaI baat baohtr eT/IbyaUSana
nahIM̧  bailk ]sako vaadaoM ka naocar hO.maaobaa[la iva&apna ko ]laT¸ ijasao
phlao saTIkta AaOr lagaatar Aa^iPTmaa[jaoSana iva&apna ko ]laT¸ ijasao
phlao saiTkta AaOr lagaatar Aa^iPTmaa[jaoSana pr baocaa jaata qaa¸ saITIvaI
laMbao samaya ko ilae kama krta hO.saflata turMt knvaja-na ko bajaaya
Qyaana¸ e@sapaojar @vaailaTI AaOr AisasToD [MpO@T sao tya haotI hO.yah
rIÍoimaMga ]mmaId AaOr natIjao ko baIca Tkrava kao kma krtI hO.

p`a[vaosaI ko baad ko maahaOla maoM̧  yah baat maayanao rKtI hO.jaOsao–
jaOsao maaobaa[la maojaromaoMT jyaada Saaorgaula vaalaa AaOr jyaada ivavaaidt haota
jaa rha hO̧  saITIvaI saa[kaolaa^ijakla raht dota hO.baatcaIt Aasaana hao
gayaI hO.maoiT/@sa jaanao–phcaanao hOM.saImaayaoM Kulao taOr pr maanaI jaatI hOM.

[namaoM sao kao[- baat saITIvaI kI vaOlyaU kma nahIM kr saktI hO.baD,I
sËIna Qyaana KIMcatI hO¸ sT/IimaMga ka maahaOla p`Iimayama lagata hO AaOr
laIinayar TIvaI sao Aagao baZ,tI phuMca AsalaI hO.laoikna saITIvaI kao[-
maojarmaoMT ka yaUTaoipyaa nahIM hO.yah ek eosaa caOnala hO jahaM ]Vaoga
caupcaap Alaga–Alaga savaala pUCnao AaOr Alaga–Alaga javaaba maananao ko
ilae tOyaar hao gayaI hO.

Saayad yahI vajah hO ik maako-Tr ibanaa galatI ko maojarmaoMT pr
Baraosaa krto hOM.




