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Aba samasyaa dSa-kaoM tk phuMca kI nahIM hO bailk baD,o inavaoSa kao sahI
zhranao ko ilae ja$rI ‘kMToMT [MToilajaoMsa’ kI kmaI hO.knao@ToD TIvaI
iva&apna ]Vaoga ko sabasao tojaI sao baZ,nao vaalao KMD maoM sao ek bana gayaa hO̧  jaao
TolaIivajana ko Saanadar doKnao ko AnauBava kao iDijaTla maIiDyaa kI TargaoT
krnao kI xamataAaoM sao jaaoD,ta hO.ifr BaI¸ [sako baZ,to [stomaala ko baavajaUd
k[- iva&apnadata Apnaa Kca- kafI baZ,anao kao laokr sat-k rhto hOM.

sabasao baD,I baaQaa ivaijaibailaiT kI hO.halaaMik AaQauinak PlaoTfa^ma-
dSa-kao-M kI Domaaoga`aif@sa AaOr vyavahar saMbaMQaI saogamaoMT kI bahut saTIk
phcaana kr sakto hOM̧  laoikna iva&apnadataAaoM ko pasa A@sar Apnao
iva&apnaaoM ko Aasapasa maaOjaUd Kasa kMToMT ko baaro maoM ivastRt jaanakarI nahIM
haotI hO.yah kmaI kOMpna kI PlaainaMga¸ ba`a^nD kI saurxaa AaOr p`dSa-na kao
maapnao maoM Baraosao kao kma krta hO.

STREAMING’S NEXT
GROWTH WAVE

As advertisers steadily shift budgets from traditional
television to streaming platforms, a new challenge is

emerging.

The issue is no longer audience reach,it is the lack
of content intelligence needed to justify larger
investments.Connected TV (CTV) has become one of the
fastest-growing segments of the advertising industry,
combining television’s immersive viewing experience with
the targeting capabilities of digital media. Yet despite rising
adoption, many advertisers remain cautious about
significantly increasing spending.

The primary obstacle is visibility. While modern
platforms can identify audience demographics and
behavioural segments with remarkable precision, advertisers
often lack detailed information about the specific content
surrounding their advertisements. This gap limits
confidence in campaign planning, brand safety and
performance measurement.
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Historically, television advertising benefited from
contextual relevance. Advertisers knew exactly which
programmes carried their messages and could align
campaigns with viewer interests. In the streaming era, that
transparency has not always translated effectively.

Industry research suggests that advertisers
increasingly want programme-level intelligence rather than
relying solely on audience-based targeting. Detailed
metadata, content categorisation and contextual signals
can provide greater confidence in media investments while
helping brands improve relevance and engagement.

The evolution is transforming contextual advertising
from a brand-safety tool into a strategic growth driver.
Advertisers are beginning to combine audience data with
content intelligence, creating campaigns that deliver both
scale and relevance.

For broadcasters and streaming platforms, this shift
presents a significant opportunity. Those capable of
offering richer content data, stronger measurement
capabilities and clearer attribution models may attract larger
shares of both television and digital advertising budgets.

The future of streaming advertising will not be
defined solely by inventory or audience reach. Increasingly,
competitive advantage will come from intelligence,
understanding what viewers are watching, how they engage
with content and how advertising contributes to measurable
business outcomes.

In the next phase of television’s digital
transformation, data may remain important, but context could
become the industry's most valuable currency.

[ithasa maoM TolaIivajana iva&apna kao saMdBa- sao jauD,I p`asaMigakta ka
fayada imalata qaa.iva&apnadataAaoM kao zIk zIk pta haota qaa ik
]nako saMdoSa iksa p`aoga`ama maoM idKayao jaa rho hOM AaOr vao dSa-kaoM kI psaMd ko
ihsaaba sao Apnao kOMpna tOyaar kr sakto hOM.sT/IimaMga ko daOr maoM yah pardiSa-
ta hmaoSaa ]tnaI Asardar saaibat nahIM hu[-.

]Vaoga AnausaMQaana sao pta calata hO ik iva&apnadata Aba kobala dSa-
kaoM pr AaQaairt laxyaIkrNa pr inaBa-r rhnao ko bajaaya kaya-Ëma str kI
jaanakarI  caahto hOM.ivastRt maoTaDoTa¸ saamaga`I vagaI-krNa AaOr p`asaMigak
saMkot maIiDyaa inavaoSa maoM AiQak ivaSvaasa p`dana kr sakto hOM̧  saaqa hI
ba`a^nDaoM kao p`asaMigakta AaOr sahBaaigata baZ,anao maoM madd kr sakto hOM.

yah badlaava ka^nTo@sTuAla iva&apna kao isaf- ba`aMD saoFTI TUlsa sao
badlakr ga`aoqa baZ,anao vaalao ek Ahma jaire maoM badla rha hO.iva&apnadata
Aba Aa^iDyaMsa DoTa AaOr koMToMT [MToilajaoMsa kao imalaakr eosao kOMpna banaa rho
hOM jaao baD,o pOmaanao pr phuMca AaOr sahI p`asaMigakta¸ daonaaoM doto hOM.

p`saark AaOr sT/IimaMga PlaoTfa^ma- ko ilae yah badlaava ek baD,a
maaOka laokr Aayaa hO.jaao kMpinayaaM baohtr kMToMT DoTa¸ majabaUt maojarmaoMT
xamatayaoM AaOr saaf eiT/byaUSnala maa^Dla do saktI hO̧  vao TolaIivajana AaOr
iDijaTla iva&apna bajaT ka baD,a ihssaa haisala kr saktI hO.

sT/IimaMga eDvarTa[ijaMga ka BaivaYya isaf- [nvaoMT/I yaa Aa^iDyaMsa tk
phuMca sao tya nahIM haogaa.Aagao calakr¸ p`itspQaI- fayada [MToilajaoMsa sao
imalaogaa–yaanaI yah samaJanaa kI dSa-k @yaa doK rho hOM̧  vao kMToMT ko saaqa
kOsao jauD,to hOM AaOr iva&apna sao ibajanaosa kI natIjaaoM pr @yaa Asar pD,ta
hO. TolaIivajana ko iDijaTla badlaava ko Agalao carNa maoM̧  DoTa mah%vapUNa-
banaa rh sakta hO laoikna saMdBa- ]Vaoga kI sabasao maUlyavaana maud`a bana sakta
hO,.

FOR BROADCASTERS
AND STREAMING
PLATFORMS, THIS
SHIFT PRESENTS
A SIGNIFICANT
OPPORTUNITY




