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Monthly insights into the intersection of Al,
consumers, and digital advertising.

Why it matters?

With holiday shopping and campaign planning already underway,
' knowing how consumers use Al to find gifts, which ad formats

capture their attention, and how they respond to Al-generated

creative can help brands show up where holiday decisions are made.
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Al Creative Has To Earn Its Place
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The Takeaway: Shoppers use Al to research gifts and deals, but video, especially streaming
Ly ' \_ TV, captures their attention, far outperforming standard display. And since most consumers
Q\ are neutral on Al-generated ads, what counts is the format and the creative, not how it was
e made. Brands that pair premium video and CTV with strong creative will stand out this season.

Cut Through The Holiday Noise.

Equativ's High-Impact and premium CTV formats put

your brand in the immersive, video-first environments
Where shoppers.are paying attention, helping you Get in Touch to Learn More
drive consideration throughout the season.

Source: Equativ Study of 1,000 consumers in the US and Canada conducted September 2026




