
Do users engage with online pre-roll ads the same way 
they do with TV ads? 
Pre-roll video ads are playing an increasingly important role in online media plans, and many advertisers 
wonder how these newer formats compare with traditional TV ads. YouTube partnered with Ipsos to 
examine what the relative and combined effects of YouTube In-Stream ads were compared to TV ads, 
and found that two screens are better than one.

Six advertisers participated in the study by providing ad creatives.

Participants were divided 
into three groups. Within 
the groups, half of them 
viewed two 15-second ads, 
and half of them viewed 
two 30-second ads. 

Group 3 viewed both 
YouTube and TV ads. 
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YouTube and TV are Better Together

To assess recall, 
participants were 
surveyed within 
two days of viewing 
the ads.
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Results showed that the recall rate for both YouTube ads alone and YouTube/TV ads combined is the 
same or better than TV ads alone.
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Group 2 viewed 
YouTube ads only.
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Group 1 viewed 
TV ads only.
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