
Reaching TV viewers during can’t-miss moments

The
Pause
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Advertisers may think of                    
as a break. But for viewers, pausing is a 
way to stay

pausing

engaged



Source: The Pause, Reaching TV viewers during can’t-miss moments 2025, conducted by MAGNA
Those who pause all the time or sometimes; Among those open to pause ads, Streaming TV n=1,544, Traditional Pay TV n=1,179
Q: When watching TV, how often do you pause during the following types of content? – Select one
Note: Streaming TV includes paid and free streaming (e.g., Hulu, Paramount+, Peacock, Pluto, Tubi, The Roku Channel). Traditional TV includes cable/satellite TV (e.g., 
DIRECTV, Xfinity, YouTube TV)

70%91%

Pausing is a natural, 
frequent behavior that 
transcends platform
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pause ‘all the time’ 
or ‘sometimes’ 
while watching 
Streaming TV

pause ‘all the time’ 
or ‘sometimes’ 
while watching 
Traditional TV



Source: The Pause, Reaching TV viewers during can’t-miss moments 2025, conducted by MAGNA
Total sample, Gen Z n= 565, Millennials n= 584, Gen X n= 555, Boomers n= 723
Q: How open would you have been to seeing pause ads during your session? – Select one 

Openness to seeing pause ads 
- % Very/Somewhat Open

And the vast 
majority are 
open to seeing 
ads when 
paused

Gen Z 75%

Millennial 76%

Gen X 72%

Boomers 59%
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What do advertisers need to 
know about viewers’    
and        
of pause ads?

mindset

perceptions
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CONTENT TYPES 
EXPLORED

Sports defined as live 
sports, replays & highlights, 

sports talks, etc. 

Entertainment defined as 
comedy, romance, drama, 

horror, and action 

A media diary capturing viewer behavior and 
attitudes toward pause moments and pause adsOur research

METHODOLOGY

Recruitment: Participants were recruited on both weekdays 
and weekends to ensure a representative sample

• Adults, aged 18+ 
• Sample size = 2,427

TV TYPES 
INCLUDED

Traditional TV

Paid Streaming TV

Qualifiers: Must have watched ad-supported TV in the past 
24 hours. Evenly split: 50% primarily watched sports, 50% 
primarily watched entertainment content

Media Diary: Participants completed an online diary detailing 
their TV viewing over the past 24 hours

Session Feedback: Participants answered questions about 
pause behavior, openness to and perceptions of pause ads

Free Streaming TV

6Field dates: March 20 – April 16, 2025



Behind        The          
Pause
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Among those who paused, n=632
Q: Why did you pause? – Select all that apply 

Top reasons why people pause:

Pausing is a signal of interest. 
It is driven by care, not distraction

81%

Paused to avoid 
missing out on 
what they’re 
watching
Net score
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1. Didn’t want to miss an 
important scene

2. Wanted to rewind and 
rewatch something important

3. Were waiting for someone 
else to join/watch with me
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Among those who paused, Sports n=299, Entertainment n=333
Q: Approximately how many times did you pause? – Select one  
Note: Entertainment includes comedy, romance, drama, horror, action  

Viewers pause in both content types, more 
frequently during sports
When viewers watch sports, they’re more likely to pause multiple times, reflecting a desire 
to control the viewing experience and not miss key moments

Once4 or more times 2 to 3 times

5%

20%

35%

50%

65%

26%

Sports

Once4 or more times 2 to 3 times

58%

7%

Entertainment

64%

10%

35%

Number of times viewers paused % Selected 
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Among those who paused in sports content, n= 299
Q: Why did you pause? – Select all that apply 
Live Sports (e.g., games, matches, races, tournaments happening in real-time)
Sports Replays & Highlights (e.g., game recaps, condensed games, highlight reels)
Sports Talk & Analysis (e.g., post-game shows, sports news, debate shows)

Across all types of 
sports content, 
viewers pause to 
stay engaged

Reasons people paused in sports content 
% Selected 

51%

42%

36%

56%

45%

31%

45%

51%

39%

Live Sports

Sports Replays 
& Highlights

Sports Talk

I didn’t want to miss an 
important scene

I wanted to rewind and 
rewatch something 

important

I was waiting for someone 
else to watch with me 

Live sports and highlights drive more pausing to 
avoid missing key moments due to their fast-paced 
nature, while sports talk shows prompt rewatching 
because they’re more passive and conversational
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Among those who paused, n=632
Q: What did you do when you paused? – No to: I stepped away
Note: Entertainment includes comedy, romance, drama, horror, action 

Pausing doesn’t mean walking away. Over 
1/3rd stay in front of the screen
Viewers are more likely to stay put during a pause in sports content than in entertainment content

Didn’t step away after pausing 
% Selected 

Overall 35%

Sports

42% Entertainment

28%
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Among those who paused, n=632
Q: Approximately how long did you pause for? – Select one 

The vast majority 
remain paused longer 
than 30 seconds

How long did people pause
% Selected 

Creating an opportunity for pause ads as they 
can only appear after 30 seconds 

< 30
secs

30 secs 
to 1 min

1 to 5 
mins

6 to 15
mins > 15

mins

More than 15 minutes   3%

6 to 15 minutes   11%

1 to 5 minutes   54%

30 seconds to 1 minute   24%

Less than 30 seconds   8%

92%
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Among those who are open to pause ads, n=1,689
Q: How do you feel about pause ads regardless of if you’ve seen them before? I’d rather have a pause ad than a blank screen – Select one 

Viewers welcome pause ads over a frozen 
screen
This is true across all generations, with 67% Gen Z, 67% Millennials, 63% Gen X, and 60% Boomers 
preferring pause ads over a frozen screen

PREFER PAUSE AD OVER A FROZEN SCREEN PREFER FROZEN SCREEN

“I’d rather have 
a pause ad 

than a frozen 
screen.

63% Neither Agree nor Disagree / 
Disagree /Strongly Disagree 36%Strongly Agree / Agree



14

Among those who are open to pause ads, n=1,689
Q: How open would you have been to seeing pause ads for these products during your session? – Select one for each option 
Q: What genre did you watch for most or all of your session? – Select one
Note: Entertainment includes comedy, romance, drama, horror, action 

Broad-appeal ads like food, retail and 
entertainment are welcomed across content

92%
87%

93%
87%

79% 80%
77%

86%

69%

94%
89%

94%

85%

67%

75%
69%

80%

58%

Sports

Entertainment

Alcohol Telco 
(e.g., home 

internet)

Financial Services  
(e.g., credit cards, 

insurance)

Auto Pharma
(e.g., medications)

Food Retail Entertainment
(e.g., movie 

trailers)

Health &
Wellness

Openness to pause ad by brand vertical 
% Very or somewhat open 
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Quick 
Tips for 
Marketers

Making The Most Of Pause Ads
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Among those who are open to pause ads, n=1,689
Q: How likely are you to notice a pause ad in these situations? – Select one for each option 

Key to getting 
attention is timing 
of ad delivery

I’d be likely to notice a pause ad when…

Ads that are timely and useful, like 
food delivery or deals, grab 
attention more effectively

The ad showcases what I want in the moment 
(e.g., food, drinks)

44% very likely 47%somewhat likely 

The ad offers a deal or discount

44% very likely 45%somewhat likely 

The ad is related to what I am watching 
(e.g., sports gear during a game) 

41% very likely 47%somewhat likely 



Gen Z  69%

Millennials  67%

Gen X  65%

Boomers  61%
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Among those who are open to pause ads, n=1,689
Q: How do you feel about pause ads regardless of if you’ve seen them before? – Select one for each option 

Pause ads are prime real estate for new 
product launches
Viewers are significantly more likely to notice when the content reveals 
something new, across all generations

65%
Agree or 
Strongly 

Agree

I’d notice a pause ad more if 
the ad revealed something new
% Agree or strongly agree

0% 100%50%
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Among those who are open to pause ads, n=1,689
Q: Generally speaking, what features would make pause ads better for you? – Select one for each option 

Get creative! Make it easy for 
consumers to act later

Ability to save offers/reminders 54% 55% 58% 46%

Product recommendations based on what I’m watching 53% 58% 51% 42%

Clickable button to visit the brand’s site/app 53% 50% 46% 35%

QR code to scan and learn more 51% 45% 42% 32%

Gen Z Millennial Gen X Boomers

Features that would make pause ads better
% Selected: makes pause ads better

Consumers across generations want to save offers and set reminders from pause ads. 
Brands should find creative ways to enable this

Top feature 



Tap Into an 
Engaged Mindset

Pausing happens during 
can’t-miss moments when 
viewers are locked in, not 
tuning out. Brands must tap 
into this opportunity with 
pause ads to connect with 
attention-ready audiences

Implications
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Match the Moment, 
Max the Impact

The right ad at the right moment matters. 
Viewers notice pause ads most when the ad 
aligns with their needs, like ads about food 
during a movie, good deals, or a sports ad in 
sports content



Thank 
You
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