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S Moe on TV

59% of advertisers are increasing their Black Friday Cyber Monday
(BFCM) TV budgets this year, with 22% planning a significant increase.

Gobnths Spinit E s T
54% of advertisers will be on dir before mid-November, and 17% are starting
as early as October.
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When asked which channels they're prioritizing for BFCM media buys,
linear TV (76%) and streaming/CTV (73%) ranked in the top 3.

Put AT to Woll

61% of advertisers are already using Al in their BFECM TV campaigns across
creative, targeting, optimization, strategy, reporting, and production.

M osimne- Wkat- Mt

70% of advertisers use pixel-based attribution to measure TV performance,
while 83% say maximizing performance matters more than clearing budget.

Cab ot e e i Sa e D

15% are already repurposing creator content for@V/CTV, while 24% are
actively exploring the convergence even if they haven't committed to it for
the holiday season.

Uae The Gikt Hhstf¢ cmGimimz(;E" Croalie

Only 20% are developing BFCM-specific creative, while 87% are
repurposing existing non-holiday creative.
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58% of advertisers are focused on their DTC websites for BFCM, with
39% taking an omnichannel approach that'’s still centered on digital.

No Hot Bmﬁ on M&Y\mmmm,
39% say theirlCPA and CPM thresholds for TV have not

changed for BFCM compared to the rest of the year.
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