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The CTV ROI Blueprint

Measuring Success in CTV Advertising: The Checklist for the New Golden Age of
Television

Part I: The CTV Landscape—Bridging Branding and Performance

The Strategic Context (100+ Words): For decades, television was a "top-of-funnel” luxury
reserved for brands with million-dollar budgets and a tolerance for opague metrics. You
bought "Gross Rating Points" (GRPs) and hoped for the best. Connected TV (CTV) has
fundamentally disrupted this hierarchy. It offers the unskippable, high-impact storytelling
of the living room screen, but it is powered by the same "Individual-Level" data as
Facebook or Google. The strategic shift here is moving from "Broadcasting" to
"Narrowcasting." We are no longer buying "The Super Bowl"; we are buying "The 35-year-
old outdoor enthusiast who is currently in the market for a new SUV." This section
establishes the technical and strategic foundation of CTV, treating the television not just
as a brand-builder, but as a high-intent conversion engine that drives measurable action
across every device in the household.

The Tactical Execution:

1. Inventory Selection (The "Premium" Filter): Not all CTV is created equal. Distinguish
between Premium SVOD (Hulu, Max, Peacock) and Long-tail AVOD (low-quality
apps). Your authority is tied to the content your ad sits next to.

2. Deterministic vs. Probabilistic Targeting: Use Deterministic Data (First-party emails,
CRM lists) to target specific humans on their TVs. Avoid purely probabilistic
"Lookalike" modeling in the early stages to ensure every impression is high-value.

3. The "Unskippable" Advantage: Unlike YouTube or Social, CTV ads are largely non-
skippable. This means your "Completion Rate" will naturally be ?0%+. The metric to
watch here is not "Views," but Altention Decay—where exactly in the 30 seconds
are people losing interest?
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Part ll: The Technical Setup—The "Plumbing" of Performance TV

The Strategic Context (100+ Words): ROl in CTV is not a "feeling”; it is a mathematical
certainty, provided your technical infrastructure is flawless. Because the "Action" (the
purchase) rarely happens on the TV itself, you must bridge the gap between the "Viewing
Device" and the "Buying Device." This requires a robust Cross-Device Attribution setup.
Without this "Plumbing," your CTV campaigns will appear to have zero ROI, while your
"Direct" and "Organic Search" traffic spikes. A world-class strategist knows that CTV is the
"Assists Leader" in the marketing game. This section covers the mandatory installation of
tracking pixels, IP-matching protocols, and the integration of your ad-tech stack with your
CRM to ensure every "View" is mapped to a "Sale," regardless of where the final click
OCcCurs.

The Tactical Execution:

1. The Universal Pixel Deployment: Install a tracking pixel on your website that is
specifically designed to recognize "Post-View" traffic. This pixel listens for the IP
addresses that were served an ad on a smart TV.

2. IP-Match Attribution: Work with a DSP (Demand Side Platform) that utilizes a
"Household Graph." This connects the Smart TV (Roku/Apple TV) to the
smartphones and laptops registered to the same home network.

3. The Lookback Window Strategy: Set a "14-Day View-Through Window." If a user
sees your ad on a Tuesday and buys on their laptop the following Saturday, CTV
gets the credit for the "Assist."

Part lll: Creative Engineering for the Big Screen

The Strategic Context (100+ Words): A CTV ad is not a "Social Ad" stretched to fit a TV
screen. The psychology of the "Lean Back" viewer is entirely different from the "Thumb-
Scrolling" social user. On a TV, you have the user’s undivided attention, but you also have
the highest "Aesthetic Bar" to clear. If your ad looks like an Al-generated social clip, it will
feel cheap and erode your brand authority. You must use high-bitrate, 4k assets that
leverage the emotional power of cinematic sound and large-scale visuals. This section
focuses on the Direct Response Television (DRTV) principles modernized for the digital
age: how to lead with a "Hook," maintain "Brand Presence," and provide a "Clear Path to
Action" that bridges the physical distance between the viewer and their smartphone.
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The Tactical Execution:

1. The Persistent Brand Logo: Unlike social ads, keep your logo in a "Safe Zone" corner
for the entire duration. This builds passive brand recall even if the viewer is looking
at their phone during the ad.

2. The QR Code Integration: A QR code should be on screen for at least 15 seconds
of a 30-second spot. It must be large enough to scan from 10 feet away and must
lead to a "CTV-Specific" landing page for accurate tracking.

3. Audio Lead-In: Use "Audio Branding" (a jingle or a specific voice) in the first 3
seconds. Many viewers may be in the kitchen or looking away; the audio must pull
their attention back to the screen.

Part IV: The Measurement Framework—Moving Beyond the Impression

The Strategic Context (100+ Words): In the world of the "Greatest Strategist,” we do not
care about "Impressions." We care about Incremental Lift. The goal of this measurement
framework is to isolate the specific impact of CTV on your bottom line. This requires
moving beyond standard dashboards and into the realm of Holdout Groups and Ghost
Bids. By measuring what happens to a group of people who don't see your ad versus
those who do, we can calculate the "True ROI" of the channel. This section provides the
exhaustive checklist for auditing your CTV performance, ensuring you are not just "paying
for views," but are actively driving new, incremental revenue that wouldn't have
happened otherwise.

The Tactical Execution:

1. VCR (Video Completion Rate) Audit: Target a VCR of >95%. If your VCR is lower,
your creative is failing to keep attention, or your "Frequency Cap" is too high,
leading to "Ad Fatigue."

2. Cost Per Visit (CPV) Calculation: Calculate how much it costs to drive a single
website visit from a CTV ad. Compare this to your Facebook and Google CPV.
(Goal: <$5.00 for most industries).

3. ROAS (Return on Ad Spend) Attribution: Use "Weighted Attribution." Give 40% credit
to the first touch (CTV), 40% to the last touch (Search), and 20% to the "Nurture"
touches in between.
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Part V: Optimization and Scaling—The "Performance TV" Engine

The Strategic Context (100+ Words): The final step in the CTV blueprint is the move from
"Campaign" to "Always-On Engine." Scaling CTV requires a ruthless commitment to data-
driven optimization. You must constantly analyze which "Networks" (e.g., ESPN vs. Food
Network), which "Dayparts” (e.g., Morning vs. Prime Time), and which "Device Types" are
driving the highest quality traffic. This isn't a "set it and forget it" medium. As you scale your
budget, you will encounter Diminishing Returns. A world-class strategist knows how to shift
spend horizontally across different "App Bundles" to maintain a stable CAC while
increasing total volume. This section covers the "Optimization Sprints" required to take a
CTV campaign from $10k/month to $1M/month without sacrificing profitability.

The Tactical Execution:

1. Frequency Capping: Set a "Household Cap" of 3 impressions per week. Any more
than that, and you are wasting money on people who have already decided
whether or not to buy.

2. Inventory Blacklisting: Review your "Site Run" reports weekly. If your ads are
appearing on low-tier "Free Movie" apps that drive 0% conversion, blacklist those
apps immediately to reallocate budget to premium inventory.

3. Creative A/B Testing: Run a 15-second spot against a 30-second spot. Often, 15-
second spots have a higher ROI because they deliver the "Hook" and "CTA" faster
at a lower "Cost Per Impression" (CPM).

Part VI: The "Halo Effect'—Measuring Cross-Channel Impact

The Strategic Context (100+ Words): The "Secret Sauce" of CTV is the Halo Effect. Scientfific
studies show that when a consumer sees a brand on the "Big Screen" (TV), they are 20%
more likely to click on a "Small Screen" (Search/Social) ad from the same brand. This is
the ultimate expression of omnichannel authority. To measure this, you must look at your
Branded Search Lift. If your CTV ads are running, your "Cost Per Click" on Google Search
should actually decrease because your "Quality Score" and "Click-Through Rate"
increase. This final section explains how to quantify the "Unseen ROI" of CTV and use it to
justify larger brand-building budgets that the standard "Direct Response" metrics might
miss.

The CTV ROI Blueprint Page 4 of 5
KingDrive Worldwide LLC



The Tactical Execution:

1. Search Volume Analysis: Monitor your "Google Search Console" for "Branded
Keywords." You should see a direct correlation between CTV spend and "Organic
Brand Searches.”

2. Social Engagement Lift: Track the CTR of your Meta/Instagram ads during weeks
when CTV is active. If CTV is working, your social ads will perform better across the
board.

3. MER (Marketing Efficiency Ratio): As you scale CTV, watch your total MER. If your
total revenue is growing faster than your total ad spend, the "Halo Effect" is
working, even if individual channel ROAS looks lower.
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