TV ADVERTISING

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 aresult, CTV today sits closer to upper- and mid-funnel
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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.H
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