Every day, more TV viewers are
fast-forwarding past your ad.

2005 2008 2014

6% 39% 70%

Percentage of households that have/will have a DVR.

DVR is the preferred method of “time-shifting”— the process of recording
a program to watch at a later time. The most common way is pausing a
TV program at the start, wait 20 minutes, then watch the program from
the beginning while skipping commercials.

DVR users are becoming more aggressive in skipping commercials.
65% of users always skip commercials compared to 52% a year ago.

Advertising exposure in the average US household fell by more than
50% after the purchase of a DVR.
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to your customers.




