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The P
Relevance:

Content, Context and Emotions

WHAT WE KNOW
TODAY

CONTEXT TARGETING WORKS HARDER FOR BRANDS

When brands align their ads with contextually relevant
content (e.g. a pmll ad for beer in front of content about
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CONTEXTUAL TARGETING IS BETTER FOR THE CONSUI

Consumers report a better video experience when ads are
contextually targeted
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BUT

WE WONDERED
HOW THIS APPLI
TO HISPANIC

AUDIENCES
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