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Who took the survey?

Nearly 400 digital marketing, advertising
and publishing professionals

Advertiser / Brand 8%
Ad Network / DSP / SSP 17%

Agency (Excluding Trading Desk) BEI&C

Video Content Publisher 38%
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Ad Budgets: 98% expect increase in 2011

From which of the following channels will you mostly like
shift to fund it?

27%
Direct Response Sauuuuue = e
Online Display 239, average
increase
Print 239,
Broadcast TV o
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Ad Spend Categories

What video categories are seeing the most ad spend?

Health/ Pharma
Technology
Consumer Electronics
CPG - Other
Automotive

CPG - Food & Beverage

- Entertainment

B Publishers [l Agencies [ Brands

55%
58%
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Selling

How are publishers selling their video ad inventory?

11%
Bundled with Traditional Media 28%

Video Ad Exchange 30%

Video Ad Network 58%

Dedicated Ad Sales Team 78%
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How are brands and agencies buying
their online video?

44%

49% B TV Upfront
52% B Video Ad Exchange
Mobile Ad Network

33%

66%
° 92% |
. Video Ad Network

. Direct from a Publisher
75%

87%

Brands Agencies
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Which Sites?

How do buyers chose which sites make it on their ad buy?

Ability to Integrate
Price
Measurability
Video Formats
Reach

Brand Name

Targeting Capability

Not a Factor <« » Most Important

B Agencies [l Brands
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Campaign Objectives

Other 5%

27.5% 2010 video
campaigns included

Direct Response 12% some form of brand
study
Ad Awareness 8%
Brand Engagement 18% y

Brand Awareness 57%
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Ad Formats: Publishers

Interactive Pre-r N - :
(V)
Content Integrati N ; - 60.9% of
total inventory
Rich Media Overlaj N : o -
Post-rol [N : -
Expanding Video Bann/E: For half of all buyers
Interstitia_zsw surveyed, Pre-roll

makes up a minimum
7 %
Asq/Ad Selectill7 « of 50% of your total

Page-roll+ « ad inventory
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Emerging Platforms

ntly use for

Which of the emerging platforms do you curre

ng?

advertisi
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CPM

What is the average CPM you bought or sold at this year?

Don't know 12%
Over $51 4;/0}0
$41-50 diiam oo,
$31-40 kG 139
$26-30 — 199,
$21-25 e 129,
$16-20 5% 3%
$11-15 15% 0%
$6-10 s 20%
$1-5 —

B Publishers [ Buyers
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More Video?

Publishers: what would influence you to offer more video?

Buyers: what would influence you to buy more video?

More Video Inventory
Higher CPMs
More Brand Name Buyers

Easier Way to Sell

Better Measurement
Better Reach

More Quality Content
Easier to Buy

Brand Safety

More Integration into my Workflow

Not a Factor <« » Most Important
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A look into the Future

What is the biggest change you anticipate in online video in 20117?

‘Shift in ad budget to more video

‘Improved performance measurement

‘More video formats
‘More brands name buyers

‘Increase is data-driven buying across platforms
‘Consolidation of the OV space

‘More quality inventory

‘More cross-platform opportunities

‘More interactive video formats

‘More traffic

13

‘Higher CPMs

‘Company created content

‘Standardization
‘Larger focus on ROI
‘Greater shift to YouTube
‘More intentional use of video
‘Growth in advertisers
‘Clickable video

‘Social connectivity
‘Cross-platform targeting
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