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EXECUTIVE SUMMARY 

Digital video advertising will make up nearly 12% 

of all digital ad spending in the US this year and is 

projected to grow significantly faster than search or 

overall display advertising for the next several years. 

Even though digital video advertising is in some ways well 
established, it is still new to many marketers and is still 
evolving for the experienced ones. 

This report, designed primarily for ad buyers, whether 
agencies or brands, offers insight from dozens of 
experts in the space—executives at brands and ad 
agencies, publishers, ad networks and technology 
support companies. 

The tips and suggestions from these thought leaders 
are organized in five sections. The report begins with 
a handful of tips to keep in mind when defining the 
objectives of a digital video ad campaign. It is then 
followed by sections devoted to developing creative, 
buying and targeting, measurement and, finally, 
integrating with TV. 

KEY QUESTIONS 
 ■ What are some key questions to ask before setting 

digital video advertising objectives? 

 ■ How are leaders in the field balancing TV and 

digital video? 

 ■ How should ad sellers be approached and vetted 

when it comes to digital video? 

billions, % change and % of total digital ad spending
US Digital Video Ad Spending, 2012-2018

2012

$2.89

44.5%

7.9%
2013

$4.18

44.5%

9.7%

2014

$5.89

41.0%

11.7%

2015

$7.64

29.7%

13.3%

2016

$9.25

21.1%

14.2%

2017

$10.83

17.1%

15.0%

2018

$12.27

13.3%

15.5%

Digital video ad spending
% change % of total digital ad spending

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones and tablets; includes in-banner, in-stream (such
as pre-roll and overlays) and in-text (ads delivered when users mouse-over
relevant words)
Source: eMarketer, March 2014
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BEST PRACTICES FOR 
VIDEO ADVERTISING 

GETTING STARTED: DEFINING 
YOUR OBJECTIVES 
1. Focus on your goals, not the medium. 
“Obviously, it all begins with objectives. And the trick  
here is not to get caught up in the nuances of digital 
video, but rather think about video broadly and how it 
delivers on your business objectives—whether that’s 
heads in beds, or butts in seats, or my favorite, cans in 
hands.” (Ben Winkler, OMD) 

2. Let brand objectives shape KPIs as well as 
the creative. 
“What we end up executing depends largely on our 
client’s goals and objectives. And then, of course, tying 
the goals back to the overall KPIs [key performance 
indicators].” (Jocelyn Molla, Hill Holliday) 

3. Align your objectives with those of your 
key stakeholders. 
“If you and your client are not aligned on mutual 
expectations and what the most important metrics 
are, no matter what you show them at the end of the 
campaign, it’s not going to make them happy, get you  
that raise or get you that next campaign.”  
(Kate Reinmiller, Mixpo) 

CREATIVE: TAKING ADVANTAGE OF THE 
CHANNEL’S QUALITIES 
4. Invest time during the editing process, not after 
the ad is in the can. 
“Think about the different versions for different media as 
opposed to having to reinvent the wheel after everything 
is baked.” (Dan Mosher, BrightRoll) 

5. Forget about the ‘big reveal.’  
“Front-load all of the big-brand impact. If you’ve got a  
key message or a key piece of iconography or perhaps 
the brand logo, you want to put that within the first 
5 seconds so that you get the maximum exposure.” 
(Matthew Waghorn, Huge) 

“The concept of a big reveal may work on TV with a  
lean-back audience, but it’s actually counterproductive in 
the digital space.” (Dan Mosher, BrightRoll) 

6. Err on the side of shorter rather than longer. 
“Old guidelines for how much time you need to tell a 
story are pretty much moot online. We see fantastic 
compelling stories told in as little as 6 seconds. …. When 
it comes to creative, use your own ad tolerance as a 
guide to the length of the ad. It’s very easy to turn people 
off in any digital advertising, but particularly in video. So 
it’s important to err on the side of less length vs. more.” 
(Ben Winkler, OMD) 

7. Make sure to have a range of 
alternative creative. 
“You’re going to want to have 30-second as well as 
15-second creatives to fill out those long commercial 
breaks.” (Brian Dutt, FreeWheel) 

8. And be sure you have more than one video ad. 
“Because of the propensity of audiences to watch two, 
three, four videos in a row,” you need multiple ads. 
“Some advertisers make just one creative and expect 
to repeat that. That’s just not good for them; it’s not 
good for the viewer either.” (Trevor Fellows, The Wall 
Street Journal) 

9. Use data to help develop your content. 
Data can be used “not just for targeting but developing 
the content and main experience of your ad … getting 
inside the head of the users and their intent and what 
they want to do vs. what the brand wants them to do.” 
(Rob Davis, Ogilvy & Mather) 
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10. Take advantage of digital’s 
inherent interactivity. 
“Try to keep it as interactive as possible, whether it’s 
calls to action throughout, whether it’s adapting creative 
based on real-time data or putting the call to action at the 
end or having some sort of interaction at the beginning.” 
(Matthew Waghorn, Huge) 

At the lower end of the funnel, “it’s lame to have flat, 
noninteractive video ads.” (Salim Hemdani, Mixpo)  

11. Tailor your call to action. 
“Experiment with different ways to end the ad, offering 
various options for next steps.” That includes learning 
more at the brand website, watching another video for 
the same product, downloading a related app or simply 
letting the audience move on to the content they came 
for. (Scott Swanson, Opera Mediaworks) 

12. Don’t repurpose TV spots—unless your 
objectives truly warrant it. 
“Traditional, made-for-TV creative that’s recut and played 
on the web can work very well if your objectives are  
TV-like in terms of branding and getting a brand 
impression.” (Ed Haslam, YuMe) 

13. For driving clicks and traffic, in-banner video is 
probably best. 
“When we run in-banner campaigns, they’re still getting 
people to click through and go to our website.”  
(Carrie Murray, Audi) 

14. For brand metrics, in-stream video ads are a 
better bet. 
In-stream video ads are the better choice for brands “who 
are trying to drive unique brand metrics, unique brand 
experiences to complement their TV.” (Ed Haslam, YuMe) 

15. Start with mobile and work your way up. 
Deliberately produce “entirely as a mobile-first 
experience. It works really well on larger screens. But 
it’s very hard to do the other way around, to take content 
designed for a big screen and force it down to a small 
screen.” (Trevor Fellows, The Wall Street Journal) 

16. Give audiences a choice. 
“Polite pre-roll—like what you can buy on Hulu, for 
example, where you give them a choice of which ad 
to watch, or on YouTube, where viewers are given the 
chance to skip the ad—is a nice category. If you can do it, 
then you should do it.” (Matthew Waghorn, Huge) 

17. Save money by putting the brand right 
up front. 
When ads run on a skippable platform, such as YouTube 
or Hulu, marketers pay only if audiences click after the 
first 5 seconds. “So it makes a lot of sense to introduce 
the brand [right away] because basically you get that 
exposure and don’t have to pay for it.” (Dan Mosher, 
BrightRoll) 

AD BUYING: WHAT TO BUY, WHERE TO 
BUY AND HOW TO TARGET 
18. Make sure you really understand ad sellers’ 
core capabilities. 
Cary Tilds of GroupM said ad buyers need to ask lots of 
questions about ad sellers’ capabilities, among them: 
What kinds of analytics do they have? Do they have 
forecasting? Have they integrated Nielsen OCR and 
comScore vCE? 

19. For better control of key aspects of the 
advertising, buy using the CPM model. 
“CPMs give us an effective level of reach, frequency and 
targetability and manage it so we don’t over-invest in 
frequency.” (Megan Tweed, Razorfish) 

20. When your business model requires that your 
ads are seen in full and you don’t want to waste 
money on partial views, then buy only using the 
CPCV model. 
“That gives the marketer some sense that they’ve gotten 
value out of their investment. So if they know that their 
consumer finished watching that, then they know at least 
they got the full duration in front of the consumer.”  
(Scott Swanson, Opera Mediaworks) 
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21. Beware of silos. 
“It’s important for an advertiser to have an agency that 
buys both their digital media and their television so that 
they can find the best opportunity.” (Ben Winkler, OMD) 

22. Don’t insist on a 100% completed view. 
Research suggests that even a 25% completed view will 
be effective. “If we pay for a video completion, then we 
are simply wasting money. If we only need someone to 
view 25% of a video to see our sales and traffic increase, 
then why bother with any model other than CPM?” 
(Megan Tweed, Razorfish) 

23. Be realistic about your brand’s tolerance for 
lower-quality environments. 
“For a national brand message, brand safety is really 
important in aligning with premium content. So having that 
level of control is important for us.” (Carrie Murray, Audi)

24. Balance the greater costs at better sites vs. 
the lesser costs at secondary sites. 
“With almost all of our clients, a stronger sales correlation 
exists for targeted buys on premium TV-like digital 
sites. And I am comparing this to tonnage—Tier 2 or 
Tier 3 digital inventory. The rub is that with premium 
TV inventory, CPM is significantly higher than with the 
tonnage media.” (Megan Tweed, Razorfish) 

25. Know which screens you want to reach. 
“When considering a video ad server, ask which screens 
they are going to be serving to. Not all video ad servers 
can serve into all environments, and that’s mainly 
because of lack of standards in all environments.”  
(Cary Tilds, GroupM) 

26. Set an effective frequency cap. 
A good rule-of-thumb frequency cap is about “five-time 
frequency within your campaign that’s about a month long. 
If you go above that, you’re going to start to negatively 
impact your performance.” (Megan Tweed, Razorfish)

27. Make it clear where you want your video 
to run. 
“Demand a full list of placements, not just an anecdotal 
one. You have to best define exactly where you want your 
video ads to run.” (Bettina Hein, Pixability) 

28. At the start of a campaign, don’t commit to all 
your placement positions. 
“Do a soft launch or a test phase. With a soft launch, at 
least then you’re matching seasonality correctly. With 
a test phase three months before a campaign’s actual 
launch, the marketplace may be very different when you 
finally launch.” (Theresa Moore, Pixability) 

29. Place ads with publishers that pass on as 
much data as possible. 
Working with data-rich publishers “allows you to 
customize video creative so you have a relevant message, 
which is the best way to utilize limited inventory … 
[especially] if you’re not able to super segment in terms 
of your buy.” (Kate Reinmiller, Mixpo) 

30. Unless you are selling a game, in-game 
placements are far better for branding than 
direct response. 
“They’re not going to leave Candy Crush to click on your 
ad and buy some shampoo.” (Bettina Hein, Pixability) 

31. Test your mobile video ads. 
More than on computers, mobile video ads need testing 
to make sure they’re functioning properly. “Ask the 
agency that’s running mobile video ads for you to show 
them to you, or to let you know where they’re in place so 
you can find them and actually see what the experience is 
like for the viewer.” (Theresa Moore, Pixability) 

32. Don’t limit your targeting options. 
Expand beyond only one or two targeting methods. 
“We care about the context of the video and where 
the player is housed. We’re also doing demo targeting 
by age, gender, ethnicity. We’re doing contextual with 
channels and keywords. We’re doing location by the DMA 
[designated market area].” (Megan Tweed, Razorfish) 
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33. Qualify your audience through completion 
rates, and then retarget them with video ads on 
any network. 
“Once you’ve qualified them, going beyond that is a really 
safe bet. They won’t make it onto your retargeting list 
unless they watch a certain percentage of the original 
video.” (Theresa Moore, Pixability) 

34. Make sure the ad-serving company 
guarantees full visibility into all placements. 
At the start, when the contract is signed, the buyer has 
the most leverage. “Viewability and fraud detection needs 
to be a real-time, in-campaign measurement. You need to 
enforce it beforehand to avoid wasted impressions and 
wasted dollars.” (Ed Haslam, YuMe) 

35. Educate yourself about viewability. 
“Viewability has very quickly bubbled up as a 
key targeting component for a transaction on the 
programmatic side. Forget about who you’re trying to 
reach. Was the video player even on the screen to begin 
with?” (Todd Pasternack, PointRoll) 

MEASUREMENT: HOW TO THINK 
ABOUT METRICS 
36. Measure as much as you possibly can. 
“The more measurement, the better.” (Trevor Fellows,  
The Wall Street Journal) 

37. Track performance using a recognized authority. 
“If you have a uniform currency in a well-established 
company—Nielsen obviously steeped in television and 
comScore more readily accepted in the digital world—
you’ll be able to start creating a unified message to the 
buying community that these audiences are validated 
using similar if not identical methodologies.” (Paul Bremer, 
blinkx Mobile) 

38. Understand the central importance of video 
completion rates. 
“Make sure whether a person completed the ad, or how 
far, or how many have completed the ads.” (Doron Wesly, 
Tremor Video) 

39. Make use of brand-health surveys once video 
completion rates pass the one quartile mark. 
“Once you get past 25% ... that then drives second-order 
metrics, more traditional brand studies—brand recall, 
brand favorability, purchase intent, recommendation and 
the like.” (Ed Haslam, YuMe) 

40. If you are looking to increase sharing, aim for a 
high completion rate. 
“Completion and shareability are strongly correlated.  
You don’t share what you’ve not seen entirely.”  
(Benoit Radenne, Evian Danone) 

41. Be realistic in your expectations. 
Don’t hold digital video ad measurements to the same 
standard as, say, paid search advertising. “Be flexible with 
online video. You can’t do it as a TV buy, but equally you 
can’t hold it as accountable as you would other online 
display. Online video is given an unfair disadvantage—
because it’s an online buy it must be held accountable. 
And yet, how do you truly measure the impact on 
people’s perceptions when being exposed to a pre-roll 
video?” (Matthew Waghorn, Huge) 

42. Don’t count on a single measurement to 
answer all your questions. 
“We’re looking for silver bullets, one overall 
measurement—like television has GRPs [gross rating 
points] that everyone subscribes to. Don’t wait. Your 
data are your internal measurements, and those can be 
extended into media measurements. If you go down that 
road, it won’t be easy, but they’ll be happy discoveries.” 
(Matt Timothy, VINDICO) 
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43. Experiment, refine, repeat. 
“If it turns out that completion rates have no impact on 
your business objective, find another [metric]. But you 
have to test to see what the next lily pad is so you can 
get across the pond.” (Ben Winkler, OMD) 

44. When the creative includes interactive, metric 
tools need to expand beyond just video. 
“Once you layer interactive elements into in-stream video, 
then metrics like brand time and interaction rates all begin 
to matter. And what’s useful about that, too, is that helps 
create at least a thread of commonality in metrics to 
other types of creative you’re running just outside of your 
in-stream.” (Todd Pasternack, PointRoll) 

45. Don’t treat each screen equally. 
“There’s a lot of attention right now on a holistic  
approach to video and investing across all of the possible 
screens. But in classic media planning, there are 
individual purposes that each screen can serve. And so 
rather than having broad strokes, where you collect the 
same data from every single platform, you need to have 
nuanced measurement, too, an idea around how you 
specifically see each platform playing out in your mix.” 
(Megan Tweed, Razorfish) 

46. Implement robust tracking. 
Some publishers, ad networks, exchanges and  
demand-side platforms (DSPs) resist transparency. “If the 
campaign is underdelivering, they don’t want an advertiser 
to know that during the course of the campaign. They’re 
trying to adjust for it and they don’t want advertisers to 
have total visibility.” (Mark Marvel, Time.com) 

TV AND DIGITAL INTEGRATION: THE 
ELUSIVE HOLISTIC APPROACH 
47. Use video to reinforce the larger TV campaign. 
“We know that when we’re out with a digital video buy, 
there’s greater recall when our [TV] spot actually airs.” 
(Amy Peet, Chrysler Group) 

48. Use TV for reach and digital video 
for frequency. 
“As a cross-media planner, if you’re able to sequence 
these two things together, you can have them both 
working in unison—one for reach, one for frequency.  
TV advertising typically raises the profile and creates a 
lot of impact. Then it’s supplemented by high frequency, 
much cheaper inventory bought through video networks, 
for example, or any programmatic video buy.”  
(Matthew Waghorn, Huge) 

49. Don’t expect a panacea—it doesn’t exist. 
There’s no simple or single formula for budgeting  
sight-sound-motion ads across TV and digital. “It’s going 
to depend by brand, by objective of what you’re trying 
to accomplish, by results over time and refining and 
tweaking those.” (Doug Knopper, FreeWheel) 

50. Come together. 
Best practices are established by corporate silos—or 
the absence of them. “The next step will be around 
organizational structure. We hear a lot from agencies that 
the digital and linear sides are slowly coming together 
and the same thing is happening with publishers. And the 
more these discussions happen and these groups come 
together, the easier it will be for the industry to start 
transacting on more of a converged space. So another 
best practice is to really think about how you merge those 
two sides of the house.” (Brian Dutt, FreeWheel) 
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