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2 Warc: Toolkit 2016 – The video revolution © Copyright Warc 2016. All rights reserved.
 1 2 3
 At a glance
 THE VIDEO ECOSYSTEM IS DIVERSIFYING
 FROM HERO TO HOUSECLEANING
 PREPARE FOR PROGRAMMATIC
 As the number of video properties and formats rises, brand strategies in this space must evolve at similar speed. YouTube’s dominance is coming under pressure from Facebook, while services like Vine, Instagram, Periscope and Snapchat all demand bespoke solutions. Greater opportunities for reaching niche audiences also exist on platforms that appeal to specific groups.
 Marketers’ video efforts have often appeared to be piecemeal, and based on a campaign-by-campaign logic. As consumers watch increasing amounts of content across a diverse range of outlets, brands may benefit from following YouTube’s framework of ‘hero’, ‘hub’ and ‘housecleaning’ content – essentially this means striking a balance between ‘push’ and ‘pull’ content.
 Programmatic video is a growth area – and is rapidly extending into addressable television advertising, too. Leveraging this technology in its current form is undoubtedly challenging. But if utilised correctly, it can help to deliver the right message to the right consumer at the right time.
 “It’s not just the medium on which we watch video that’s changed, but also the platforms on which we watch it. Whereas YouTube used to be almost the only game in town, it now has serious rivals, notably Facebook”Ben Phillips, MediaCom
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 Briefing: The video revolution
 Until recently, the typical online video strategy for brands involved uploading content to YouTube and, if funds were available, driving views through paid-for ads.
 But the evolution of the digital-video ecosystem has created fresh urgency. Simply, there are more options for marketers to use video, and consumers are watching more video online than ever before.
 The opportunities open to brands – from ‘micro videos’ starring Vine influencers to real-time Meerkat broadcasts and highly-polished Instagram clips – has rapidly grown, hinting at a richer, but far more complex, future. A few statistics illustrate this point:• Facebook currently delivers
 over eight billion video views each day – double the number posted by YouTube in 2012, when the Google-owned property last released official figures.
 • Snapchat logs more than six billion video views per 24 hours, helping fuel the ‘vertical video’ trend, whereby material is shot
 and streamed in profile view on smartphones.
 • Periscope, Twitter’s livestreaming app, attracted ten million users within six months of launching in May 2015.
 • Consumers watch over 85 billion music videos a year on platforms like YouTube and Vevo, leading audio specialists like Spotify to make moves into the visual content arena.
 In navigating this expanding universe, and establishing video’s place in the wider media mix, marketers may benefit from reconsidering three factors: the ‘what’, ‘where’ and ‘when’ – that underpin their strategies.
 What types of video to produceWith an increasingly diverse selection of platforms and formats now in play, brands should be clearer about the types of content they need to develop. Google’s BrandLab – which has worked with clients like skincare brand Clean & Clear – has crafted a three-part formula that represents a useful guide here:• Hero content: this ‘tent-pole’
 output seeks to achieve the
 broadest reach and awareness, and will be relatively expensive.
 • Hub content: material in this category provides an ‘insistent drumbeat’ that reflects viewer wants and passions to secure regular engagement.
 • Housecleaning: more day-to-day concerns – say, product demonstrations and usage tips – are represented by these ‘help-or-hygiene’ videos.
 Where to distribute videoBen Phillips, MediaCom’s global head of mobile, recommends that brands adopt a platform-by-platform approach in determining where their organic and advertising content should reside – be it on wireless gadgets or beyond.
 “It’s not just the medium on which we watch video that’s changed, but also the platforms on which we watch it. Whereas YouTube used to be almost the only game in town, it now has serious rivals, notably Facebook,” he said.
 YouTube, Phillips continued, is “more of a destination” than most properties hosting video, as it has a vast, searchable archive,
 “Including sites and targeting outside of YouTube and Facebook, especially during the first three days of a campaign, allows brands to gain maximum reach among their target audience”Ian Forrester, Unruly
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 Briefing: The video revolution
 content-recommendation engine and several ad types. As a venue for playing back longer-form material, its primary purpose is boosting consideration and loyalty, particularly on desktop and tablets.
 Facebook, by contrast, yields especially powerful reach and response on mobile, as videos appear in the News Feed – making them easily discoverable as users scroll through their latest notifications – and can be more precisely targeted at users. Content on this channel, though, tends to be more ephemeral than on YouTube, and vies for attention with updates from friends and family.
 “But others, too, are also looking for a share of that revenue: social video is poised for take-off and others, such as Snapchat, Twitter and Instagram, are also in the game,” Phillips continued. “Ad networks, viral video platforms and even working with content creators provide a third set of options.
 “In a complex and rapidly changing environment, the best step that marketers can take is to keep a close eye on the
 latest opportunities, changing terms and conditions (with particular regard to viewability) and adjustments in consumer behaviour.”
 When to publish videoMaking a video which goes viral has always seemed to be more art than science. But it is becoming possible to maximise the prospects of achieving this
 kind of brand fame.“The first three days of a
 campaign are crucial to its success. So, aligning these three days with the three biggest days for sharing generally (Wednesday, Thursday and Friday) offers the maximum chance for success, hence the recommendation for a Wednesday launch,” Ian Forrester, Insight Director at
 Unruly, commented.“Including sites and targeting
 outside of YouTube and Facebook, especially during these first three days, also allows brands to gain maximum reach among their target audience.”
 And programmatic tools are enabling marketers to deliver the right video to consumers fitting a specific profile at the most relevant point on the purchase journey – thus automating the ‘when’ element of the content cycle by turning it into a second-by-second equation. Given that such tech is becoming part of TV ad buying, too, the opportunities for integration are set to grow going forwards.
 This is a fast-moving area: a European survey from AOL found that 98% of buyers of online video ads are using programmatic already. In fact, 48% have brought responsibility for programmatic video in-house, and a further 47% intend to do so. The main reasons for doing so are efficiencies and the ability to integrate video with activity such as CRM.
 Johnson & Johnson’s Clean & Clear brand has worked with Google’s BrandLabs on a sophisticated video strategy
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 Case studies
 CASE STUDY 1 ADIDAS ‘SUPERSTAR’
 This case study analyses whether short-form video ads that are optimised for mobile and appear ‘in-feed’ deliver a stronger performance than traditional mobile executions. It illustrates the ways that marketing messages can be tailored for specific audiences on particular channels.
 Consumers often scroll very quickly through content on mobile, meaning clips that last a few seconds, use quick cuts and employ striking imagery are best placed to succeed.
 Embedding this material inside
 a publisher’s feed keep the user within the native experience instead of interrupting them.
 This ‘Superstar’ campaign featured well-known celebrities and athletes, such as Pharrell and Damian Lillard, and challenged how people use the word superstar.
 Results included a 55% increase in completion and a 62% lift in engagement when tracked against non-optimised mobile video.
 Engagement scores were 6.8-times higher than for standard mobile display ads.
 Read the full case studySource: MMA Smarties 2015
 CASE STUDY 2 PEPSI ‘UNBELIEVABLE’
 This case study shows how Pepsi Max, the soft drinks brand, used a YouTube campaign in the UK to take on a larger rival and boost brand equity and business results.
 Pepsi Max was outsold by Coca-Cola in the UK, with the rival drinks brand having a bigger media spend and distribution, and Pepsi Max also had a history of adapting big American TVCs for its UK campaigns.
 But this campaign adopted a digital-first strategy, creating YouTube content aimed at a
 target audience of 18 to 34-year-old men, that focused on ‘unbelievable’ and heroic human feats.
 The videos then made an impact on social media, with digital outdoor activity and work with YouTube vloggers also creating engagement with the audience.
 The campaign generated more than 43 million views and Pepsi Max saw year-on-year improvements across nearly all its brand equity measures.
 Read the full case studySource: Account Planning Group (UK), Creative Strategy Awards 2015
 www.warc.com/Content/ContentViewer.aspx?MasterContentRef=aa69022d-5d2c-4729-8576-2d42421de807&q=video&CID=A105378&PUB=MMA-SMARTIES
 www.warc.com/Content/ContentViewer.aspx?MasterContentRef=f1c9f1e5-61dc-41b0-9678-ad69ac12309b&CID=A105189&PUB=APG
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 Viewpoint: Have I got your attention?
 The proliferation of information available online has resulted in an audience that decides within seconds whether they will stay on a page or move on.
 Researchers have found evidence that the average attention span has dropped from 12 to 8 seconds in just over a decade, lower than a goldfish. The importance of hooking the audience with engaging content has never been greater.
 Rich media such as video is helping businesses to keep hold of these distracted consumers; indeed, as attention spans shorten the popularity of video is increasing. Consumers want this information on the go; the increase in both the quality and availability of Wi-Fi and 4G networks has created a competitive market that has unlocked access to affordable video streaming.
 Video goes verticalVideo consumption through smartphones has given rise to the acceptance of ‘vertical video’. Video on mobile is often shrunk to maintain the aspect ratio when viewing in portrait, the resulting
 blank space on the top and bottom of the screen forces users to rotate the phone in order to view content in full screen. This is something that vertical video innovators Snapchat and Vimeo believe has a negative impact on the ability to capture the interest of consumers. It is even claimed that when the need to rotate their phone is removed, consumers are nine times more likely to watch an entire ad.
 The next step: immersive experiencesAnother method that brands are using to gain consumer attention is to allow their audience to take more control of video experiences. Virtual reality technology opens up new possibilities here. The future of video marketing will see brands move from our screens into a fully immersive, virtual world for consumers. Hollywood has already started to experiment with virtual video concepts, and YouTube’s recent changes to support 360-video have made this content accessible. Deloitte Digital is already developing a number of virtual reality concepts
 and working with clients to make the most of this disruptive new technology. One example is a ‘virtual store’, which enables retailers to personalise and enhance the shopping experience using virtual reality.
 Maximising impactVideo will increasingly become a priority for content marketers, but a considered approach must be taken to realise its full potential. While the trend for short-form and immersive video experiences is growing, brands should not switch all their focus away from traditional channels when optimising the media mix. Deloitte’s most recent TMT predictions forecast that in 2015 the total time spent watching short-form video online will represent under three percent of all video watched on all screens.
 Finally, Millennial consumers are increasingly sharing video content, and this offers a great opportunity for organisations to extend their reach. To increase the chances of content being shared, brands should keep videos short and emotive.
 SAOIRSE KELLYConsultant, Deloitte Digital
 © Copyright Deloitte MCS limited 2015
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More from Warc
 CASE FINDER
 You can find all Warc case studies, including those cited in this report, by searching our unrivalled database, which is organised by campaign objective, country, industry sector, audience, media channels, budget and campaign duration. Find a case.
 ABOUT WARC
 Warc.com is an online service offering advertising best practice, evidence and insights from the world’s leading brands. Warc helps clients grow their businesses by using proven approaches to maximise advertising effectiveness.
 Warc’s clients include the world’s largest advertising and media agencies, research companies, universities and advertisers.
 CONTACT US
 LONDON85 Newman StreetLondonW1T 3EUUnited Kingdom+44 (0) 20 7467 [email protected]
 WASHINGTON DC2233 Wisconsin Ave NWSuite 535Washington, DC 20007United States+1 202 778 [email protected]
 SINGAPORE20A Teck Lim RoadSingapore088391+65 3157 [email protected]
 FOLLOW US
 http://www.warc.com/Pages/CaseStudies/CaseFinder.aspx
 http://www.warc.com
 mailto:enquiries%40warc.com?subject=
 mailto:americas%40warc.com?subject=
 mailto:asiapacific%40warc.com?subject=
 http://www.facebook.com/warc.hub
 http://twitter.com/#!/WarcEditors
 http://www.linkedin.com/groups?home=&gid=2559576
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From strategy to delivery, Deloitte Digital combines cutting-edge creative with trusted business and technology expertise to define and deliver digital solutions. At Deloitte Digital, we are creating digital experiences for the connected enterprise. From B2B, B2C, or B2E, we deliver strategy, mobile, social, web, and digital content management solutions that will help strengthen our clients’ brands and evolve their businesses.
 www.DeloitteDigital.com
 KEY CONTACTS
 NICK TURNERPartnerNick is a partner in Deloitte Digital where he has responsibility for digital marketing and broader marketing effectiveness services. Nick specialises in large scale commercial effectiveness and operational efficiency initiatives encompassing
 digital marketing transformation, operating model design, customer experience definition and consumer loyalty. Nick is a professional marketer by trade with considerable marketing line management experience. He is a Fellow and past Advisory Board member of the Chartered Institute of Marketing, a Fellow at the Institute of Direct Marketing and in 2011 Nick was voted the Management Consultancies Association Marketing Consultant of the Year.
 +44 7957 483 [email protected]
 Lucy CampionManagerLucy is a Manager in Deloitte Digital, focusing on Digital Marketing transformation in B2C and B2B organisations. She has worked across multiple industries for some of the world’s largest brand and marketing functions, leading programmes to
 deliver marketing organisational change. This has included brand development, marketing technology implementation and marketing data analysis. She has a diploma in Marketing from the Chartered Institute of Marketing.
 +44 7880 162 [email protected]
 Disclaimer: This report (the “Report”) has been prepared by Warc and Deloitte Digital, which is a part of Deloitte
 MCS limited (“Deloitte”), on the basis of the limitations set out below. The Report has been prepared solely for
 general information and should not be used for any other purpose or in any other context. No representation or
 warranty, express or implied, is given and no responsibility or liability is or will be accepted by or on behalf of
 Warc or Deloitte as to the accuracy, completeness or correctness of this Report and any such liability is expressly
 disclaimed. All copyright and other proprietary rights in the Report remain the property of Warc and Deloitte.
 This Report and its contents do not constitute financial or other professional advice, and specific advice should
 be sought about your specific circumstances. In particular, the Report does not constitute a recommendation or
 endorsement by Deloitte to invest or participate in, exit, or otherwise use any of the markets or companies referred
 to in it. To the fullest extent possible, both Warc and Deloitte disclaim any liability arising out of the use (or non-use)
 of the Report and its contents, including any action or decision taken as a result of such use (or non-use). Deloitte
 LLP is the UK member firm of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee, and
 its network of member firms, each of which is a legally separate and independent entity.
 About Deloitte Digital
 https://eu.deloittedigital.com/en/home
 mailto:nickturner%40deloitte.co.uk?subject=
 mailto:lucampion%40deloitte.co.uk?subject=
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