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Introduction.

The media industry continues to experience significant 
changes in the way brands, agencies and content owners 
engage and interact with audiences. 

Technology is evolving at a rapid pace, giving way to new services and behaviors like cord-cutting 
and binge watching. Brands and advertisers are aligning themselves with social and political 
causes. Legacy buying practices based on assumptions are being called into question, and the 
lines between platforms are blurring as consumers constantly search for new content, regardless 
of the delivery vehicle.     

These developments have given way to several bold proclamations within the industry. To 
help marketers and media companies better understand the nuances and data behind these 
assertions, Comscore took an in-depth look at three common industry headlines and popular 
conversation topics, exploring whether these narratives accurately reflect what’s happening in 
the marketplace:

I S  ACTI V I S M  
G O O D  FO R 
B U S I N E S S ?

D O  
S TE R E OT Y P E S 

H E LP 
A DV E RTI S I N G?

I S  T V  
D E A D?

1 2 3
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In this study, we examined demographic, behavioral and survey data spanning digital, TV and 
over-the-top (OTT) platforms to understand if common headlines and narratives in media and 
advertising accurately reflect audience sentiment, preferences and behaviors.  

The findings were eye opening.

K E Y  F I N D I N G S

Stereotypes don’t always help advertising. 
Brands that rely on broad stereotypes are excluding key customer targets from their marketing 
and are potentially costing themselves business. The use of sophisticated software and data has 
mitigated the need for marketers to make assumptions about their target customer and have 
afforded agencies and brands new avenues for understanding and engaging consumers. 

TV isn’t dead – it’s maturing. 
Linear TV still generates a massive audience and provides an effective reach vehicle for  
marketers – but the way that audiences gather and consume content has changed significantly 
in recent years. The number of OTT households is still growing, albeit at a decelerating rate, and 
new addressable TV capabilities offer opportunities for marketers to cohesively reach consumers 
across platforms. 

Brand activism is incredibly nuanced. 
Recent cause-based marketing campaigns from brands like Nike and Gillette generated a 
tremendous amount of both praise and criticism, yet Comscore data shows that most consumers 
are generally ambivalent to brands taking a stance on political and social issues. It's clear that 
brand activism is very nuanced and thus marketers should carefully and thoroughly consider the 
associated benefits and risks.   
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Stereotypes  
don't always help  
advertising.
Audience stereotypes are baked into advertising briefs. This is meant to focus the creative  
and buying strategy, but are audience stereotypes helping or hurting marketing efforts?  
Are assumptions about target audiences leading us astray? Do high-income audiences always 
buy luxury items? Do people of the same age, gender or race enjoy and/or consume the same 
content, the same way? Comscore data shows that…  

Stereotypes don't always help advertising.  
Today’s marketers need to better utilize the advanced audience insights that drive transformative 
creative executions and buying strategies.

For decades, marketers have made decisions about 
where to spend their ad budgets based on sweeping 
generalizations, such as:

• Rich people buy luxury products and automobiles.

• Young people are power users of social media and 
technology.

• Men watch sports, like beer and play video games. 

Many of these assumptions were arrived at using a 
combination of custom research, historical trends, 
conventional wisdom, and the essential need to zero in 
on a broad enough target. 

This form of broad targeting created efficiency, and the 
tools available to advertisers and ad sellers perpetuated 
this stereotyping. For example, it was far simpler to 
target large groups such as adults, 18 – 49, particularly 
when employing mass media strategies. 

However, using stereotypes to inform targeting efforts 
inherently limits portions of a given brand’s desired or 
potential audience. Plenty of women drink beer, watch 
sports and play video games, for example, while older 
consumers increasingly use social media. Traditional 
brands too often ignore such groups when advertising, 
limiting their business impact.

MARKETERS HAVE RELIED ON STEREOTYPES FOR TOO LONG, AND THIS RELIANCE HAS BECOME 
DETRIMENTAL TO THEIR BUSINESSES.
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IT’S CRUCIAL TO REEXAMINE TRADITIONAL MARKETING STEREOTYPES USING AS MUCH DATA AS POSSIBLE. 

A deeper look inside how real people behave validates some marketing assumptions and shatters others. As brands 
employ more data in their marketing efforts, they become less reliant on stereotypes and more precise with their 
spending and audience targeting. 

Luxury shoppers are a perfect example of stereotypes fueling marketing blind spots. 

Traditionally, luxury brands have focused on older, high-income consumers with full-time employment, based on the 
assumption that only this group can afford and will buy such products. We took a closer look at the data to see if that 
stereotype holds water. Specifically, Comscore conducted an analysis of demographics, content consumption and 
purchase habits among four distinct groups: 

S T E R E O T Y P E S  D O N ' T  A L W AY S  H E L P  A D V E R T I S I N G

Luxury Converter and Luxury Shopper Indices by Household Income
Fig. 01
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LUXURY CONVERTERS 
Someone who visits a 
luxury shopping site and 
makes a purchase.

LUXURY SHOPPERS  
Someone who visits a 
luxury shopping site and 
does not make a purchase.

NON-LUXURY CONVERTERS 
Someone who visits a  
non-luxury shopping site 
and makes a purchase.

NON-LUXURY SHOPPERS 
Someone who visits a non-
luxury shopping site and 
does not make a purchase.

The analysis shook several assumptions. Luxury shopping clearly appears correlated to household income,  
as shown in Figure 01 , but life stage and age also play a key role in the behavior.

Comscore Media Metrix®, Desktop Panel, Persons 18+, Monthly Average, July – December 2018, U.S.
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S T E R E O T Y P E S  D O N ' T  A L W AY S  H E L P  A D V E R T I S I N G

Looking further at the data, it’s clear that age is not the only misguided luxury stereotype. Despite their high income, 
luxury shoppers appear to want to maintain a perceived connection to the workforce – but they are not necessarily the 
high-powered executives and CEOs you might anticipate, as shown in Figure 03. 

Luxury Converter and Luxury Shopper Indices by Head of Household Employment Status
Fig. 03
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• Among all age groups, the largest 
spike for luxury conversion occurs 
for adults between the ages of 
30 and 34. Luxury shopping also 
holds strong for adults in the 35 – 
44 age range. These groups may 
be putting off having children or 
opting not to have children at all, 
affording them more disposable 
income than is typically expected 
at that age.

• Then, the data shows a dip as 
people enter their mid-40s. This 
may correspond with middle-
aged parents looking to save for 
or fund their children’s education 
and other child-rearing expenses. 
In fact, the 45- to 54-year-old 
group under-indexes for most 
shopping habits, suggesting they 
are cautious about making any 
sort of unnecessary or frivolous 
purchases during this life stage.

• Meanwhile, the 60- to 64-year-
old age group nearly match 
30-somethings in terms of 
propensity to pull the trigger on 
luxury purchases. Luxury shopping 
appears to taper off once people 
reach age 65, suggesting they are 
focused on saving for retirement or 
are living off a fixed income.

What was most noteworthy upfront was that the age range for luxury converters varies widely, as shown in Figure 02. 
Luxury shoppers are younger than you might expect.

Luxury Converter and Luxury Shopper Indices by Head of Household Age
Fig. 02
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Comscore Media Metrix®, Desktop Panel, Persons 18+, Monthly Average, July – December 2018, U.S.

Comscore Media Metrix®, Desktop Panel, Persons 18+, Monthly Average, July – December 2018, U.S.
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S T E R E O T Y P E S  D O N ' T  A L W AY S  H E L P  A D V E R T I S I N G

PERCENTAGE OF AGE/GENDER SEGMENT “VERY LIKELY” OR “SOMEWHAT LIKELY” 
TO PURCHASE VEHICLE IN NEXT SIX MONTHS: ALL RACES/ETHNICITIES

PERCENTAGE OF AGE/GENDER SEGMENT “VERY LIKELY” OR “SOMEWHAT LIKELY” 
TO PURCHASE VEHICLE IN NEXT SIX MONTHS: BLACK/AFRICAN AMERICAN

PERCENTAGE OF AGE/GENDER SEGMENT “VERY LIKELY” OR “SOMEWHAT LIKELY” 
TO PURCHASE VEHICLE IN NEXT SIX MONTHS: HISPANIC/SPANISH ORIGIN/DESCENT

Fig. 05

Fig. 06

Fig. 07

18-24 25-34 35-44 45-54 55-64 65+

 Male 31.2% 32.0% 34.1% 33.0% 26.1% 25.1%

Female 28.1% 21.4% 19.6% 14.2% 10.2% 9.3%

18-24 25-34 35-44 45-54 55-64 65+

 Male 33.2% 31.4% 33.0% 36.7% 26.2% 21.2%

 Female 26.0% 18.6% 18.9% 11.9% 12.6% 16.1%

18-24 25-34 35-44 45-54 55-64 65+

 Male 39.0% 40.4% 43.0% 36.0% 45.9% 45.6%

 Female 32.8% 22.8% 36.6% 32.7% 31.1% 26.4%

Luxury Converter and Luxury Shopper Indices by Household Size
Fig. 04

LUXURY CONVERTERS LUXURY SHOPPERS
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It is accurate to say there’s a connection between high income levels and the propensity to shop for high-end  
goods; but the way these people identify themselves in terms of career or employment is counterintuitive. For 
example, the highest skewing audiences for luxury good conversion and shopping are “part-time employees”  
and "homemakers", respectively.  

It’s possible that these groups encompass the spouses of wealthy executives, who either stay at home or work part 
time. If you’re targeting your luxury ad efforts solely at high income executives, you are also likely underdelivering your 
messaging among these groups - and potentially leaving revenue on the table.

Broader demographic trends are also changing the face of the luxury shopper. More Americans find themselves single 
or are married but only have one child. This provides these segments with more disposable income and presents less of 
a financial burden later in life, as shown in Figure 04.

Given these findings, it’s easy to see how a luxury brand that opts to focus solely on targeting the stereotypical luxury 
shopper would likely miss out on reaching viable consumers and leave potential revenue on the table. 

THE CLASSIC ‘AUTO INTENDER’ AD TARGET OFFERS ANOTHER EXAMPLE OF THE LIMITATIONS OF STEREOTYPES.

Traditional car campaigns have long targeted men aged 25 
to 44, but only a third of men within this age range are very 
or somewhat likely to buy a car within the next six months, as 
shown in Figure 05. If you limit your ad efforts to that group, 
you may be wasting close to two-thirds of your ad spend 
on out-of-market consumers.  

A similar pattern plays out for auto brands that focus on 
the same target across specific ethnicities and races:  

• For example, if you primarily direct your media spend to 
Black/African American males between the ages of 25 and 
44, you may again be wasting nearly two-thirds of your 
budget , as shown in Figure 06. 

• Similarly, if you target males of Hispanic/Spanish Origin/
Descent within this age range, you’re likely wasting more 
than half of your spend (Figure 07).

In other words, employing a broad demographic target 
when trying to reach potential car buyers significantly 
limits a brand’s reach. Auto advertisers should instead 
consider more advanced options – like directly 
targeting auto intenders or audiences that over-index 
for automotive site visitation – to ensure in-market 
consumers are reached regardless of their age, gender 
or ethnicity. 

Comscore Media Metrix®, Desktop Panel, Persons 18+, Monthly Average, July – December 2018, U.S.

Comscore Plan Metrix, Automotive, Total Mobile Audience 18+, April 2019, U.S. 

Comscore Plan Metrix, Automotive, Black/African American Mobile Audience 18+, April 2019, U.S. 

Comscore Plan Metrix, Automotive, Hispanic/Spanish Origin/Descent  
Mobile Audience 18+, April 2019, U.S. 
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13%14%
18%18%18%

11%

15%15%18%16%18%
11%

S T E R E O T Y P E S  D O N ' T  A L W AY S  H E L P  A D V E R T I S I N G

CON SU M E RS’ ON LI N E BE HAVIOR IS REVEALI NG — AN D CAN ALSO H E LP DISPE L STE REOTYPES.

As we look beyond purchasing behaviors and examine macro digital media data, common marketing stereotypes can 
again be turned on their heads:

• By and large, social media is associated with young people. But 30% of audiences visiting social media sites are over 55 
years old - and nearly half (48%) are over the age of 45, as shown in Figure 08. 

• Similarly, being tech savvy or passionate about technology is often considered the domain of the young. But if you 
take a closer look at which audiences frequent technology content sites, 27% are over the age of 55. There are equal 
numbers of 25- to 34-year-olds, 35- to 44-year-olds, and 45- to 54-year-olds – 18% respectively, regularly visiting 
these sites (Figure 09).

Based on these numbers, it’s clear that technology advertisers have an opportunity to target a wide range of age 
groups – and would be better served zeroing in their marketing efforts via people’s demonstrated affinity and 
purchase habits, rather than their age.

And when it comes to social media - while it’s clear that younger people have made these sites and apps integral to 
their lives - the same is true for nearly every segment of the population. Advertisers would be wise to not limit their 
social media efforts to younger consumers. 

Social Media: Site Visitation by Age Group (Percent of Total Audience)

Technology: Site Visitation  by Age Group (Percent of Total Audience)

Fig. 08

Fig. 09
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Comscore PC Panel, Social Media, Self-reported Demographics, 18+, April 2019  
Percentages may not equal 100% as some panelists choose not to self-report.

Comscore PC Panel, Technology, Self-reported Demographics, 18+, April 2019  
Percentages may not equal 100% as some panelists choose not to self-report.
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S T E R E O T Y P E S  D O N ' T  A L W AY S  H E L P  A D V E R T I S I N G

WOM E N ARE FREQU E NTLY STE REOTYPE D BASE D ON FAU LTY OR DATE D ASSU M PTION S.

For decades, brands have targeted women through the lens of female-targeted media based on the faulty theory that 
women mostly care about beauty, makeup and shopping. However, an examination of website visitation patterns on 
typically “male-skewing” content sites reveals some flaws in that approach. 

• For example, 44% of the audience on gaming sites is female - despite the popular image of the young male gamer. 

• Similarly, 41% of the audience for sports sites is female, while 44% of visitors to retail consumer electronics sites are women. 

It’s possible that gender content preferences are changing generationally. Regardless, with this data it would behoove 
brands to rethink their media strategy when targeting female consumers.

Implications for Marketers and Media Companies
Relying on broad, legacy stereotypes may have been a viable form of targeting in years past, but today’s consumers are 
more diverse and advanced than ever before. They’re no longer defined solely by their age and gender, but are rather a 
collection of behaviors, interests, preferences and affinities. 

Marketing informed only by conventional wisdom, pre-conceived notions and assumptions could cost brands’ and agencies’ 
business and leave valuable ROI on the table, particularly as demographic and behavioral trends continue to evolve. 

Consider the following strategies and tips to evolve your marketing: 

• Let your data work harder so you 
can work smarter. With more data 
available across platforms than 
ever before, creative decisions 
should be informed with more 
advanced, nuanced insights. 
You may think you know your 
audience, but what you don’t 
know may be the missing link. 
Reevaluating your audience or 
investing in additional, high-quality 
data streams could unlock new 
sources of revenue and growth. 

• Explore new technologies and 
solutions. In 2019, marketers no 
longer need to make guesses. 
Sophisticated software and data 
management platforms have 
mitigated the need for marketers 
to make assumptions about their 
target customer, since most have 
an increasingly direct relationship 
with their consumers. Tapping 
into these mature and emerging 
technologies allows you to zero 
in on specific audiences and 
customers to drive impactful 
marketing performance. 

• Learn from emerging direct-
to-consumer (DTC) brands. 
Companies like Casper, Dollar 
Shave Club and Warby Parker 
have led the way on this shift, 
and will sell to anyone who might 
be interested in their products 
– not who they think might likely 
buy them. They target the entire 
addressable market (and use a 
wealth of data), not just a slice of 
the market they predict are most 
inclined to be interested.

  

Social Media: Site Visitation by Gender (Percent of Total Audience)
Fig. 10
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GAMING SPORTS RETAIL CONSUMER ELECTRONICS 

Comscore PC Panel, Gaming, Sports, Retail, Self-reported Demographics, 18+, April 2019
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Brand activism  
is incredibly  
nuanced.
Nike, Gillette and Whirlpool have all used cause-based marketing in an attempt to authentically 
reach their consumers. Is it just a ploy to appear culturally relevant and win awards? While some 
may see it as obvious for brands to wade into political and social issues, do consumers feel it’s 
worthwhile, or just a marketing stunt? With more brands taking politically-charged stances, what 
separates the good (or bad) creative from that which improves the bottom line? Beyond that, do 
audiences care whether a brand practices what it preaches? Comscore data shows that...

Brand activism is incredibly nuanced. 

MOST CONSUMERS ARE AMBIVALENT TO BRANDS TAKING A POLITICAL OR SOCIAL STANCE .

In this period of divisiveness in the U.S., there is seemingly no way for marketers to stay above the fray and avoid taking 
sides. Many brands now proudly bill themselves as “purpose-driven”, and Millennial and Generation Z consumers are 
supposedly demanding that companies share their values and take a stand on current issues.

Or so the current thinking goes...

In the U.S. and U.K.,

Just 15% of consumers said they strongly agree with the statement that “companies should take a 
stand on political/social issues.” 

A much larger group of respondents — 27% in the U.S. and 21% in the U.K. — agreed that “when a brand makes 
statements on a social/political issue, [they] feel it is unnecessary.”

While these figures represent the extremes, our overall data on this subject indicate that most consumers are 
ambivalent when it comes to brands getting political. Just 16% of respondents in the U.S. (and 12% in the U.K.) said that 
they care about the causes/politics a brand supports. In other words, more than 80% of consumers in the U.S. and U.K. 
think otherwise. 
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YOUNGER CONSUMERS AND LIKELY VOTERS ARE SLIGHTLY MORE AMENABLE  
TO BRANDS TAKING POSITIONS.

Across the board, most consumers don't feel that brands belong anywhere near social and political issues, indicating 
that they likely aren’t persuaded or enticed by brands aligning themselves to activist causes. Only one-in-ten U.S. 
respondents said they would be disappointed if an advertiser or brand didn’t publicly support a specific issue.

In either case (age or voting propensity), the percentages don’t make much of a compelling case for brands to get 
involved with or take a stand on a given issue. It seems that most consumers, even across generations and voting 
behaviors, aren’t particularly moved or motivated by brand activism.

B R A N D  A C T I V I S M  I S  I N C R E D I B LY  N U A N C E D .

However, it’s perhaps not surprising that younger 
respondents were more inclined to respond to brands who 
align with causes when compared to older generations. 
When asked whether “Companies should take a stand 
on political/social issues,” 18% of U.S. Millennial and 
Generation Z consumers agreed, as did 16% of Generation 
X. By comparison, only 8% of older Americans shared 
that view (as shown in Figure 11).  Similarly, in the U.K., 19% 
of Millennial and Generation Z consumers supported that 
philosophy, versus 12% of older residents. 

Looking beyond age and at voting propensity, we see 
a minor albeit expected difference between likely and 
unlikely voters in the U.S. and U.K. As shown in Figure 12, 
only 14% of likely U.S. voters said they favor brands sharing 
their social/political stances more frequently, compared 
to just 6% of unlikely voters. Similar differences were also 
found amongst survey respondents in the U.K.

Percent Who Agree with Each Statement 
by Country and Generation 

Percent Who Agree with Each Statement 
by Country and Likelihood to Vote

Fig. 11 Fig. 12
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U.
S.

U.
K.

U.
K.

Brands should  
share their stance 
on social/political 
issues more often

Companies should 
take a stand on 
political/social 
issues

Millennial 
& Gen Z 15% 18%

Gen X 12% 16%

Older 7% 8%

Millennial 
& Gen Z 14% 19%

Gen X 10% 11%

Older 8% 12%

Brands should  
share their stance 
on social/political 
issues more often

Companies should 
take a stand on 
political/social 
issues

Unlikely 6% 7%

Likely 14% 17%

Unlikely 6% 10%

Likely 12% 16%

Comscore Custom Survey, United States/United Kingdom/India, 18-65,  "Perception of 
Company Activism", May 2019. "Gen Z is defined as 18 - 22. Millennial is defined as 23 - 38. Gen X is 

defined as 39 - 54. Older is defined as 55+.

Comscore Custom Survey, United States/United Kingdom/India, 18-65,  
"Perception of Company Activism", May 2019
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B R A N D  A C T I V I S M  I S  I N C R E D I B LY  N U A N C E D .

ACTIVISM IS NUANCED FOR BRANDS AND ADVERTISERS – AND THUS EXTENSIVE RESEARCH IS REQUIRED.

Across our findings, there were very few cases where the majority of respondents agreed strongly – at either end of 
the spectrum. In most inquiries, roughly two-thirds of the people surveyed were ambivalent on political activism by 
companies, as shown in Figure 13. The remaining set of consumers were split — some really like brands taking a stand, 
while some are passionate about their dislike for this sort of positioning.

It seems most marketers would be well-served by 
carefully calculating the pros and cons of aligning with an 
activist or political cause. There are potential benefits to 
be gained — like increased publicity, social chatter, and 
sales — but there are significant risks as well, including 
public backlash and even boycotts. For example, 22% of 
U.S. survey respondents said they would boycott a brand 
that offended their values. 

We've already seen a couple examples of this. Nike's 
"Just Do It" campaign, which featured former 49ers 
Quarterback Colin Kaepernick, embodies this nuance. 
Many Nike product owners burned shoes and apparel, 
and expressed outrage across social media. On the flip 
side, however, many applauded Nike's creative execution 
and bold stance - and Nike saw a significant increase in 
sales as a result*. 

Gillette's recent "The Best Men Can Be" campaign offers 
another example. Again, consumers responded with 
a mix of support and criticism, yet Procter & Gamble 
(Gillette's owner) reported that sales were aligned with 
pre-campaign expectations.**

Some brands, like Dunkin' Donuts, are taking a completely 
different approach. With rival Starbucks facing both 
outrage and acclaim for it's use (or lack thereof) of 
Christmas-themed cups (among other examples), 
Dunkin' has taken to boasting  how politically neutral the 
brand is, seeking a competitive advantage. *** 

One thing is clear: There is no secret formula for 
successfully aligning with a political or social cause. It 
may carry some upside and – of course – some risk, and 
thus brands should conduct extensive research and 
engage with their consumer base before taking a stand. 

Fig. 13

Percent Who Agree With Each Statement by Country

*"Despite Outrage, Nike Sales Increased 31% After Kaepernick Ad", TIME, September 10, 2018.
**"Gillette says it's satisfied with sales after controversial ad", CNN Business, January 23, 2019. 

***"Dunkin' exec: 'We are not Starbucks, we are not political'", Yahoo Finance, May 20, 2019. 

Comscore Custom Survey, United States/United Kingdom/India, 18-65,  
"Perception of Company Activism", May 2019 

Percentages may not add up to 100% due to rounding.
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Percent Who Agree with Each Statement 
by Country
Fig. 15

The public figures who 
support/use a brand 
matter to me 

The actions of the 
brand spokespeople 
impact my opinion of 
a brand 

U.S. 9% 20%

U.K. 8% 13%

India 26% 30%

B R A N D  A C T I V I S M  I S  I N C R E D I B LY  N U A N C E D .

INDIA IS A UNIQUE POLITICAL ANIMAL .

Interestingly, Indian consumers also seem to care 
more about who is representing activist brands, while 
consumers in the U.S. and U.K. tend to be ambivalent.  
26% of India consumers agreed with the statement, 
“the public figures who support/use a brand matter to 
me,” compared to less than 10% of respondents in the 
U.S. and U.K. (as shown in Figure 15.) 

Meanwhile, a full 30% of India consumers agreed that 
the “actions of the brand spokespeople impact [their] 
opinion of a brand,” compared to 20% in the U.S. and just 
13% in the U.K.

Across the board, numbers spiked for most brand activism-related questions among Indian consumers, especially 
when compared to the U.S. and U.K. For instance, respondents in India were nearly twice as likely to agree that 
companies should overtly take a stand on political/social issues than those in the U.S. or U.K., as shown in Figure 14.  

Percent Who Strongly Agree "Companies should take a stand on  
political/social issues" by Country
Fig. 14

15% 15% 25%

U.S. U.K. INDIA
Comscore Custom Survey, United States/United Kingdom/India, 18-65,  

"Perception of Company Activism", May 2019

Comscore Custom Survey, United States/United Kingdom/India, 18-65,  
"Perception of Company Activism", May 2019
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B R A N D  A C T I V I S M  I S  I N C R E D I B LY  N U A N C E D .

WHAT REALLY MATTE RS TO CUSTOM E RS IS U N IVE RSAL: COST AN D VALU E

Across the three countries surveyed, price and quality were consistently rated as the top attributes respondents 
consider when shopping, as shown in Figure 16.

44% of respondents in the U.S. and U.K. identified price as the most important factor in making product selections.  
In India, 16% and 45% rated price and quality as the most important factor, respectively. 

Activism, by comparison, was not highly rated, as evident by the fact that the following attributes were only selected  
by 1 – 3% of respondents as the “most important”: 

• The causes/individuals the brand endorses

• Values of the company that makes it

• Product's environmental impact

Ultimately, for most shoppers and consumers, money talks.

US UK INDIA

Price 44% 44% 16%

Quality 31% 32% 45%

Previous experience with this product 8% 6% 6%

Brand name 5% 4% 13%

Product reviews 5% 6% 7%

Product’s environmental impact 2% 2% 3%

Reputation of company that makes it 2% 2% 5%

Where it was made 1% 2% 1%

Values of company that makes it  1% 1% 3%

The causes/individuals the brand endorses 1% 1% 1%

Percent Who Selected Attribute As Most Important
Fig. 16

Comscore Custom Survey, United States/United Kingdom/India, 18-65,  
"Perception of Company Activism", May 2019. Percentages may not add up to 100% due to rounding.
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B R A N D  A C T I V I S M  I S  I N C R E D I B LY  N U A N C E D .

Implications for Marketers and Media Companies
Many cause-based marketing campaigns have generated considerable publicity in recent months, yet our research 
reveals that most consumers in the U.S., U.K. and India are generally ambivalent to brands taking a public stance on 
political and social issues. 

Does this mean that brands should avoid activism entirely? Not necessarily. As with any business decision, there is some 
risk and upside involved. Brands aligning their marketing efforts with a political or social cause need to be acutely aware 
of the potential benefits and pitfalls that activism may bring. 

Consider the following strategies and tips to evolve your marketing: 

• Conduct extensive research before 
aligning with a cause or issue. While 
our research does show that most 
consumers are ambivalent – and at 
times, adverse – to brands taking 
a stance on issues, each brand, 
campaign, consumer and cause 
is different. Marketers considering 
activism for philanthropic or 
advertising reasons should carefully 
weigh the potential pros and cons 
of each opportunity, conduct 
extensive market research and – 
importantly – listen to and engage 
today’s consumers. 

• Pay attention to younger consumers, 
especially as they gain more 
purchasing power. Our research 
revealed that younger consumers 
were more receptive to brand 
activism than older consumers. As 
these two generations age and gain 
more purchasing power, marketers 
should pay close attention to 
whether Millennial and Gen Z 
consumers continue to respond 
positively to advertisers taking a 
stance – or whether their interest 
wanes and they begin to exhibit 
similar attitudes as their older 
counterparts. 

• Explore and account for cultural 
and regional differences. Survey 
respondents in the U.S. and U.K. 
generally felt the same towards 
brand activism. Respondents in 
India, however, exhibited stark 
differences in their attitudes and 
responses, underscoring that 
different cultures and regions 
can view and respond to brands’ 
involvement with political and 
socetial issues differently. Brands 
and media companies should 
explore these types of differences 
in detail when considering a 
campaign, not just across nations – 
but across states, providences and 
local markets as well. 
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TV isn't dead -  
it's maturing.

Many have claimed that OTT’s rise to fame in the past decade has marked the impending death 
of TV as we know it, but is this accurate? Do digital, OTT,  and other platforms detract from the 
value of spending on TV? Is TV dying, or is it just growing up? Does this “platform versus platform” 
conversation miss the point of advertisers reaching consumers regardless of the channel? 
Comscore data shows that...

TV isn't dead - it's maturing.

TV’S DEATH HAS BE E N GREATLY EX AGGE R ATE D.

It’s become a popular refrain in media circles: “TV is 
dead!” Or, “millennials are killing TV.” You hear similar 
sentiments repeated in the press as well: the rise in 
streaming will assuredly be the end of live TV viewing. 
Everyone is watching Netflix anyhow.

These all make for great headlines. And no one is arguing 
with the fact that technology has radically upended the 
way that TV is consumed and advertising is delivered. 
Audiences are in control, there is more content available 

than ever before and nearly all of it is available on 
demand. The days of the country gathering around the 
set to watch one of three networks all at the same time 
are long gone and never coming back. 

But, if you dig inside the data to see how people actually 
consume content, you’ll find that live TV - while it looks 
and operates far differently than it did a decade ago -  is 
very much alive, as shown in Figures 17 and 18. 
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5,502,2394,908,516 4,556,686 371,7704,569,049 399,448

T V  I S N ' T  D E A D  -  I T ' S  M AT U R I N G .

Compared to DVR, OTT and VOD, live TV is still a tremendously viable medium for broad reach in the U.S. - when 
measuring total households and total hours spent consuming content. This is especially pertinent as you consider 
emerging technologies in the TV space, such as the growth of addressable capabilities within set-top boxes. 
Advertisers would be wise to keep live TV in consideration for their media plan but should continue to explore 
additional platforms like OTT and digital. 

Total Viewing Households per Month (000) Live TV, DVR, OTT, VOD

Total Viewing Hours per Month (000)  Live TV, OTT, DVR, VOD

Fig. 17

Fig. 18

3-MONTH AVERAGE: DEC 2018 

3-MONTH AVERAGE: DEC 2018 

3-MONTH AVERAGE: MAR 2019

3-MONTH AVERAGE: MAR 2019

107,793107,826
69,87368,419 64,07461,882

26,969 24,769

Source: Comscore OTT Intelligence, TV Essentials and OnDemand Essentials, October 2018 – March 2019, U.S. 

Source: Comscore OTT Intelligence, TV Essentials and OnDemand Essentials, October 2018 – March 2019, U.S. 
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T V  I S N ' T  D E A D  -  I T ' S  M AT U R I N G .

OVE R ALL , TV VI EWE RSH I P IS STABI LIZI NG.

On a macro-level, collective TV viewing has declined a bit (per household per month) over the past several years, as 
shown in Figure 19. Back in 2015, the average U.S. home watched close to 319 hours of TV per month. By 2018, that number 
had slid to 233 hours per month. 

However, over the past year, that number has started to stabilize, dropping by only a couple of hours between 2017 and 
2018. It appears the disruption over the past several years driven by streaming, mobile and other on-demand technology  
has leveled off – at least for TV. 

TV Viewership by Hours/Household/Month: Total (All Networks)

TV Viewership by Hours/Households/Month: Major Broadcast Networks* 

Fig. 19

Fig. 20

318.58

97.19

291.42

91.16

238.36

77.39

232.67

76.70

2015

2015

2017

2017

2018

2018

2016

2016

*Major broadcast networks include ABC, CBS, Fox, My Network TV (MyNet), NBC and the CW.  

Comscore TV Essentials®, Usage Summary, Yearly Average, 2015 – 2018, U.S. , live TV only

Comscore TV Essentials®, Usage Summary, Custom Aggregation, Yearly Average, 2015 – 2018, 
U.S., live TV only 

BROADCAST TV IS NOT ON LI FE SU PPORT.

If it’s become popular to speculate on the impending “death of TV,” it’s become sport to predict the imminent collapse 
of the network TV business. Yes, with over 500 scripted series vying for people’s attention, and the proliferation of 
streaming alternatives, broadcast TV networks can’t consistently capture audiences the way they used to. However, 
the numbers in Figure 20 tell a perhaps unexpected story. 

Time spent viewing content across major broadcast networks slid by 15% from 2016 to 2017; yet from 2017 to 2018, their 
collective reach held relatively steady. In fact, American households spent close to 77 hours per month watching broadcast 
networks in 2018. That’s down from roughly 20 hours a few years ago, but is nearly the same level as seen in 2017. 
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T V  I S N ' T  D E A D  -  I T ' S  M AT U R I N G .

TH E RISE OF OTT VI EWI NG IS WI DE LY M ISU N DE RSTOOD.

A popular narrative in TV circles it that people are dumping their pay TV subscriptions (i.e. “cutting the cord”), and 
shifting their TV consumption to “over the top” services like Netflix, Hulu and Amazon. In this case however, a closer 
look at the data poked some holes in that myth.

For starters, 65% of OTT viewing households have pay TV subscriptions. These households are likely complementing 
their linear TV viewership with various streaming and video-on-demand options. In other words, people are jumping 
back and forth from watching live TV, to using their DVRs, to streaming shows via subscription and ad-supported 
services. They aren’t necessarily going all-in on one platform.

Yes, a good 35% of OTT households are “cord-nevers” or “cord-cutters” — but the fact that nearly two-thirds of OTT 
viewing households have a pay TV subscription challenges the conventional wisdom that streaming and linear TV 
consumption are mutually exclusive. 

Additionally, while time spent streaming among households consuming OTT content is increasing, growth in 
households using OTT services has begun decelerating. For instance, Figure 21, below, reveals that total OTT 
households show signs of slowing growth.

+17% 
YOY

+8% 
YOY

+7% 
YOY

Total OTT Households (000)
Fig. 21

MARCH 2017 MARCH 2018SEPTEMBER 2017 SEPTEMBER 2018 MARCH 2019
Comscore OTT Intelligence, U.S., March 2016 – March 2019
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T V  I S N ' T  D E A D  -  I T ' S  M AT U R I N G .

Implications for Marketers and Media Companies
TV is still among the most powerful reach vehicles available to advertisers. However, audience fragmentation and 
streaming growth must be taken into consideration. Audiences view content differently than they have in the past and 
streaming continues to spread across platforms. 

These trends will likely continue to evolve as technology becomes more ubiquitous, new consumption behaviors 
emerge, and legacy media giants enter the streaming race with services of their own. 

Consider the following strategies and tips to evolve your marketing: 

• Plan marketing campaigns across 
every viable outlet. Given the 
macro consumption patterns, 
marketers need to plan their 
ad efforts across platforms and 
consider all delivery vehicles. 
That means finding appropriate 
ways to capitalize on emerging 
opportunities in the digital, OTT, 
and addressable space, while 
stitching together measurement 
and reconciling reach and 
frequency across platforms, 
including TV. 

• Create a seamless, cohesive 
experience with your brand. TV 
subscribers are some of the most 
engaged viewers and spend a 
lot of time viewing content on 
both TV and OTT. Since they’ve 
shown to be platform-agnostic 
in many cases, it’s important to 
create a cohesive experience that 
balances interruption and value 
– and extends messaging across 
channels. Think creatively about 
how you can make it all feel like 
one continued experience versus a 
repetition of the same ads.

• Complement reach-driven buys 
with more precise, supplemental 
targeting. Buying more ads in 
OTT and digital video may not 
fully replace all lost reach from 
traditional television. But, web 
video is growing rapidly and 
streaming continues to evolve. In 
many cases, these mediums serve 
to complement TV viewership 
while delivering hard to reach 
audiences, like cord-cutters and 
cord-nevers.
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Conclusion.

What are the key takeaways  
for media companies and marketers?  

For more information on this research or Comscore's measurement and survey solutions,   
please visit us at comscore.com/learnmore

Stereotypes don't always help advertising. 
Relying on broad stereotypes may have been a viable form of targeting in years past, but 
today's consumers are more diverse and advanced than ever before. As demographic and 
behavioral trends continue to evolve, it's critical that marketers and media companies make 
better use of advanced measurement, targeting and data management solutions to more 
effectively understand and reach specific audiences. 

Brand activism is incredibly nuanced. 
Many cause-based campaigns have generated considerable publicity in recent months (among 
other outcomes), yet our research shows that most consumers are generally ambivalent to brands 
taking a stance on political and social issues. As with any business decision, marketers and media 
companies should listen to and engage their consumers, and carefully consider the benefits and 
risks of publicly aligning with a cause.  

TV isn't dead - it's maturing.  
TV still commands a massive audience compared to other platforms, but the way audiences 
view content has changed as streaming and digital video continue to grow.  Marketers and media 
companies should explore every viable channel and outlet for their advertising and monetization 
efforts to create a seamless, cohesive experience with their (or their partner's) brand. 

http://comscore.com/learnmore



