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EXECUTIVE SUMMARY

IAB Europe Attitudes to Digital Video Advertising

The research shows that nearly all stakeholders are now deploying some form of digital video 
advertising strategy, with over 90% of advertisers, media agencies and publishers claiming that they 
are using the channel. 

Investment in mobile video is catching up with investment in desktop digital video advertising as 
consumer media consumption habits evolve and advertisers aim to reach their audiences at relevant 
times throughout the day in a mobile always on environment. Newer devices such as connected TV 
still have some way to go. Whilst in-stream pre-roll formats are dominant in digital video 
advertising, the adoption of out-stream formats is coming to the fore particularly in more mature 
digital advertising markets such as the UK, Netherlands and Germany.  

The research highlights that digital video is recognised as a key brand building format and 
stakeholders are moving away from ad serving metrics such as the click and towards brand KPIs 
such as brand awareness and purchase intent to evaluate digital video advertising campaigns. A 
large proportion of buyers also want to see viewability metrics for their digital video advertising 
campaigns, likely due to the higher cost of digital video inventory.

Whilst the demand for digital video advertising appears to be increasing, publishers are still 
establishing their supply and strategy. Publishers state that most of the inventory available is non-
skippable which may require consideration in the context of user experience and ad blocking 
challenges. Publishers are most likely to monetise their news and sport video content, due to the 
nature of this type of content being widely shared and socialised.  

Cross-screen planning for TV and digital video campaigns is widely practised as buyers look to 
unlock unique audiences across different channels and extend the reach of TV campaigns. This cross-
screen planning is also driven by the fact that TV budgets are being used to fund the investment in 
digital video advertising. Original content for digital channels is used by about a third of buyers 
alluding to the importance of different formats for different devices, e.g. short form video for mobile. 

With the importance of digital video clearly highlighted in the research and the emergence across 
multiple channels, adoption is likely to grow. Indeed, 90% of buyers (advertisers and media agencies) 
cite an increase in their investment over the next 12 months. Publishers also look positive about 
the future and 90% expect to see an increase in their digital video advertising revenues over the 
next 12 months. 
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INTRODUCTION

The last two decades of digital advertising have delivered consistent innovation and growth. Now 
a €36.4bn market and the largest advertising medium in Europe, overtaking TV for the first 
time in 2015(1). Digital is being driven by video, improvements in ad quality, mobile, social media 
and the emergence of native advertising and of course programmatic advertising which 
continues to help marketers to better reach and engage relevant audiences in a real-time 
environment.

Indeed, digital video increased by 35.8% in 2015 to a market value of €2.3bn and now almost now 
almost a quarter of digital video is generated programmatically (23.1%). 

In order to understand the adoption of digital video advertising across Europe, the way in video is 
being traded on both the buy-side and sell-side and what the future holds, IAB Europe’s Video 
Task Force and Research Committee developed the Attitudes to Digital Video Advertising survey 
for the first time this year.

Complimentary to this report, IAB Europe is working on a Digital Video Advertising white paper 
which aims to help advertisers, agencies and publishers formulate their video strategies by 
detailing some key factors for consideration.

The respondents were from some of the largest advertising and media organisations, including but not 
limited to:

IAB Europe Attitudes to Digital Video Advertising

(1) IAB Europe AdEx Benchmark 2015 report (July 2016) – http://www.iabeurope.eu/research-thought-leadership/iab-
europe-adex-report-the-definitive-guide-to-europes-online-advertising-market/

http://www.iabeurope.eu/research-thought-leadership/iab-europe-adex-report-the-definitive-guide-to-europes-online-advertising-market/
http://www.iabeurope.eu/research-thought-leadership/iab-europe-adex-report-the-definitive-guide-to-europes-online-advertising-market/
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METHODOLOGY & PARTICIPANTS

An online survey was used with the help of
the national IAB network to ensure a
representative sample across European
markets. The survey received approximately
650 respondents between July and
September 2016.

The responses came from advertisers,
agencies and publishers in 31 markets and
respondents with both pan-European and
Global remits.

IAB Europe also segmented the markets
according to their region:

• Western Europe: UK, France, Germany,
Belgium, Switzerland, Netherlands,
Austria, Ireland

• Northern Europe: Norway, Sweden,
Denmark, Finland

• Southern Europe: Spain, Italy, Portugal,
Greece

• Central and Eastern Europe: Belarus,
Bulgaria, Croatia, Czech Republic,
Hungary, Poland, Romania, Russia,
Serbia, Slovakia, Slovenia, Turkey,
Ukraine

IAB Europe Attitudes to Digital Video Advertising

Global remit (80)

Pan-European remit 

(108)

Local remit (456)

Advertisers 94
Agencies 310

Publishers 240
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CURRENT ADOPTION OF 
DIGITAL VIDEO ADVERTISING

Digital video advertising is mainstream

All stakeholders surveyed are investing in digital and now most are also deploying some form of
digital video advertising - 92% of advertisers, 90% of agencies; 92% of publishers.

However there is much room for growth since the majority of stakeholders state that digital video
advertising only accounts for up to 20% of their digital advertising investments or revenues. This
is more pronounced in the CEE region where three quarters of advertisers state that less than
20% of their digital advertising budget is invested in digital video and 57% of publishers state that
less than 20% of their digital advertising revenues come from digital video.

IAB Europe Attitudes to Digital Video Advertising

92%

8%

Advertisers

90%

10%

Agencies

92%

8%

Publishers

Not investing in

Investing in

FIGURE 1

Stakeholders investing in and not investing in digital video advertising
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Percentage of digital advertising investment (advertisers) / billing (agencies) / 
revenue (publishers) that is digital video
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Desktop digital video is mainstream, mobile is catching up

Desktop is currently the primary device for digital video advertising investment; 27% of 
advertisers say that more than two thirds of their digital video ad spend is allocated to desktop 
whilst just 2% say the same is true for tablet and 12% for mobile. For agencies, 35% state  that 
more than two thirds of their digital video ad budgets are allocated to desktop whilst just 4% say 
the same is true for tablet and 11% for mobile.

This trend is also reflected in publisher revenues; 37% state that more than two thirds of their 
digital video ad revenues are allocated to desktop; 3% say the same is true for tablet and 9% for 
mobile. 

According to Zenith’s Online Video Forecasts 2016, mobile is to become the main platform for 
online video in 2016 and consumers around the world will spend an average of 19.7 minutes a day 
viewing online videos on their mobile devices (smartphones and tablets), compared to 16 
minutes on fixed devices (both desktop computers and smart TV sets). Therefore mobile is set to 
become the main investment channel for digital video advertising. 

Connected TV still has some way to go in terms of advertising and monetisation; 61% of 
advertisers and 54% of agencies state that none of their digital video budgets are allocated to 
connected TV. Some progress has started to be made in the Western Europe and Southern Europe 
regions. 38% of agencies in Western Europe are allocating up to 20% of their clients’ digital video 
budgets to connected TV devices; 29% of advertisers in Southern Europe are allocating up to 20% 
of their digital video budget to connected TV devices. 

IAB Europe Attitudes to Digital Video Advertising

Sound, sight and motion is the future of advertising. 
Video is now embedded in 80% of our original content 
on Huffington Post and one in three visits to the site 
results in at least one video view, showing that there is 
an appetite for both content creators and advertisers to 
engage with audiences through the medium, though the 
fact that this figure is not 100% represents an 
opportunity to close the gap between supply and 
demand in the market. Video on mobile devices is the 
preferred media format for millennials, and this is 
reflected in the 21% increase year on year in video 
views that we have seen on non-desktop devices.

Alvaro Bolivar, Senior Director and Head of 
International Product, ONE for Publishers, AOL Platforms 
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Pre-roll dominates digital video advertising investment and revenues

A third of advertisers state that more than two thirds of their digital video ad budgets are 
allocated to in-stream formats, just 12% say the same for in-banner formats and 4% for out-
stream.

Looking at the sell-side, publishers rely on in-stream for a large proportion of their digital video 
advertising revenues; 64% state that more than two thirds of their digital video ad budgets come 
from in-stream ads. 

Whilst out-stream still accounts for a small proportion of digital video ad budgets it is very much a 
growing part of the market due to the various different solutions being introduced. The Western 
European region appears to be adopting out-stream formats faster than other European regions; 
63% of advertisers in this region state that they are allocating up to 40% of their digital video 
budgets to out-stream. CEE is also making advances with this format; 60% of agencies are 
allocating up to 40% of their clients’ digital video budgets to out-stream. 

IAB Europe Attitudes to Digital Video Advertising
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ATTITUDES TO
DIGITAL VIDEO ADVERTISING

Digital video essential to build brand awareness

Digital video ad formats lend themselves to storytelling, engaging with and taking consumers on 
a journey. Therefore 78% of advertisers and 85% of agencies aim to uplift brand awareness with 
digital video advertising campaigns. 

IAB Europe Attitudes to Digital Video Advertising
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Advertising metrics aimed to be uplifted with digital video advertising
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Moving away from ad serving metrics

Buyers and sellers are moving away from ad serving metrics such as the click and towards brand 
KPIs to evaluate digital video advertising campaigns. 

67% of advertisers and 67% of agencies are using brand awareness as a key ad effectiveness 
metric to evaluate digital video campaigns. 58% of publishers are offering brand awareness as a 
key ad effectiveness metric.

Viewability is also widely used; particularly in Western Europe and Southern Europe where 83%
and 80% use viewability to evaluate their digital video campaigns.

IAB Europe Attitudes to Digital Video Advertising

FIGURE 4

Ad effectiveness metrics used to evaluate digital video advertising campaigns
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Data used to evaluate digital video advertising campaigns
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DIGITAL VIDEO SUPPLY 
AND AVAILABILITY

Digital video inventory still being established

Approximately a third of publishers state that less than 20% of their advertising inventory is 
digital video. The availability of inventory varies across Europe; for example in Northern Europe 
half of publishers state that less than 20% of their advertising inventory is digital video whereas in 
Western Europe a third of publishers state that more than two thirds of their digital advertising 
inventory is digital video. 

Non-skippable inventory is more widely available than skippable; 41% of publishers state that 
more than 81% of their digital video advertising inventory is non-skippable and a quarter state 
than none of their inventory is skippable. 

Evolution of trading digital video
As noted in the introduction programmatic video is growing fast in Europe highlighting that the 
trading mechanisms for digital video are evolving. The survey shows that currently almost half of 
publishers gain more than two thirds of their revenue from direct sales, whereas just 19% gain 
more than two thirds of their revenue from exchanges and networks. The survey asked about 
direct sales as a whole and not specifically whether these were programmatic direct or IO based. 
However with the rise of programmatic it is likely that more direct sales will move to 
programmatic mechanisms. 

News and sport most common content for digital video advertising
News and sport are the most likely types of content that digital video advertising will appear on. 
The rise of social video allows this content to be shared easily and quickly, for example current 
news stories can be shared widely across the internet making these attractive content pieces for 
advertising revenues. 

IAB Europe Attitudes to Digital Video Advertising
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CROSS-SCREEN: 
TV AND DIGITAL VIDEO

TV and video campaigns planned in conjunction

The majority of digital video campaigns are planned in conjunction with TV – 82% of advertisers 
and 88% of agencies claim they plan their digital video advertising campaigns in conjunction with 
their TV advertising. This trend is particularly prominent in Sothern Europe where 100% of 
advertisers and 93% of agencies surveyed are planning their campaigns in conjunction with TV 
advertising. 

The majority of buyers and sellers think that brand awareness is uplifted by combining digital 
video advertising with TV advertising; 81% of advertisers; 80% of agencies and 85% of publishers.

Approximately 30% of advertisers and agencies create original content for digital video 
advertising on desktop, tablet and mobiles but half use both original content and re-purposed TV 
content. 

IAB Europe Attitudes to Digital Video Advertising

28% 29% 25%
34%

26% 28% 30%
27%

46% 43% 44% 40%

0%

20%

40%

60%

80%

100%

Desktop /

Latop

Tablet Mobile Connected

TV

Original content Re-purposed TV content Both

FIGURE 6

Content type used per device for digital video advertising
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TV budgets driving digital video ad spend

The notion of buyers planning digital video advertising campaigns in conjunction with TV 
campaigns is probably driven by the fact that TV budgets are being used to fund the investment in 
digital video advertising. In a recent AOL report, nearly two-thirds of video buyers who had seen 
an increase in their digital video budgets reported that broadcast TV budgets had been tapped to 
fuel the growth which is a 17% rise on the previous year. Indeed, digital advertising is now the 
largest advertising medium in Europe and overtook TV for the first time in 2015 to a value of 
€36.4bn(1). 

IAB Europe Attitudes to Digital Video Advertising

As video consumption increases across digital channels, 
so does video advertising. Digital video can drive brand 
KPIs via inspiring and informing content combined with 
effective targeting. Integrated screen planning is 
important to maximise reach across all screens, from TV 
to mobile video.

Oliver Gertz
Managing Director Interaction EMEA and Programmatic 

Lead Global Clients, MediaCom 
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LOOKING AHEAD: THE FUTURE
OF DIGITAL VIDEO ADVERTISING

Investment in digital video set to increase
There is little difference in optimism regarding the expected increase of digital video advertising 
trading investments and revenues amongst stakeholders and regions; over 90% of all 
stakeholders cite an increase in the next 12 months. Publishers are particularly optimistic about 
the future of digital video advertising; 27% expect an increase of more than 31% (11% of 
advertisers and 24% of agencies). 

IAB Europe Attitudes to Digital Video Advertising
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IAB Europe is the voice of digital business and the leading European-level

industry association for the interactive advertising ecosystem. Its mission is to
promote the development of this innovative sector by shaping the regulatory
environment, investing in research and education, and developing and
facilitating the uptake of business standards.
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