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Executive Summary
Brand Performance
• Familiarity with Brand X  is high when compared to competitors, ranking third.  When it comes to familiarity with Brand 

X  products, however, two-thirds have low familiarity.  The company falls to the middle of the pack of companies used. 
• For those that have used Brand X , purchases of Facebook and YouTube ads together is highest among all competitors.  
• Campaign performance and measurement are the biggest pain points when it comes to purchasing.
• Recommendation:  Brand X  can leverage high overall familiarity to boost familiarity with their products.  The 

company has found success in offering both Facebook and YouTube ads together.  Minimize customer stress by 
showcasing Brand X ’s potential for boosting campaign performance and measurement capabilities.

Market View
• Digital Video makes up more than 25% of a campaign’s budget for half of respondents.  Of that portion, walled garden 

gets the biggest slice.  
• Walled Garden purchases are primarily made through platform tools. More than half of respondents expect to purchase 

walled garden video via a managed service alone, or in combination with self service tools.  
• Recommendation:  Brand X  has an opportunity to earn a bigger slice of the walled garden market by providing 

customers with an attractive package of price and features – which could include campaign performance and 
measurement tools.  



BRAND PERFORMANCE
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Familiarity

Base: All Respondents (n=199/205)
Q9.  Which of the following companies are you familiar with?  Select all that apply.
Q9c.  How familiar are you with Brand X ’s offering?

Two-thirds say they are familiar with Brand X ; the third highest familiarity behind Brand Y and Brand Z.  Of those familiar, 
roughly two-thirds have low familiarity with Brand X ’s offerings. 
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Companies Worked With

Base: All Respondents (n=171)
Q10.  Which of the following companies have you worked with?  Select all that apply.

While familiarity is among the highest, about one-in-five have worked with Brand X .  Brand Y and Brand C are most 
commonly worked with.
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Companies Worked With

Base: All Respondents (n=varies based on companies worked with)
Q10b.  For those companies you have worked with, did you buy Facebook or YouTube advertising through them?  Select all that apply.

Brand X  customers have the highest percentage of respondents who have purchased both Facebook and YouTube 
advertising.  
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Pain Points

Base: All Respondents (n=192/185)
Q11.  Looking back at 2017, rank the following pain points based on how much time you spent thinking about each/troubleshooting.
Q12.  Looking ahead to 2018, rank the following pain points in order of expected importance in 1H.

Campaign performance and measurement were the biggest pain points in 2017 and are expected to be the biggest pain 
points again in 2018.  
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Exciting Video Platforms/Adv. Opportunities

Base: All Respondents (n=182)
Q13.  In 2018 and beyond, which video platforms/advertising opportunities are you most interested in/excited about?  Select and rank all that apply.

Two-thirds are excited about the opportunities with Amazon platforms, and half are excited for OTT and Augmented 
Reality.  Excitement for Virtual Reality is moderate.



OVERALL MARKET VIEW
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Video Branding/Awareness Usage

Base: All Respondents (n=204/166)
Q4.  Do you (or your team) use video for branding/awareness campaigns, or for direct response campaigns?
Q4b.  If you use video for purely branding/awareness campaigns, what is holding you back from using video to achieve direct response KPIs?  Select all that apply.

Video is used primarily for branding and awareness campaigns.  Proof of effectiveness is the primary barrier preventing 
video from being used for direct response campaigns.  Measurement and scalability also hold back direct response use.
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2018 Ad Spend Video Allocation

Q3.  What percent of your ad spend are you allocating to digital video in 2018?
Q3b/bb/bbb/bbbb.  What percent of your 2018 video ad spend will you allocate to walled garden video/open web video/OTT/Linear TV?  

About one-quarter of ad spend is allocated to Digital Video budget for about half of respondents.  Walled Garden takes the 
biggest slice of that, with half saying it makes up 26% or more of the digital video budget.  



Base:  Bought Walled Garden Video Via Platform Tools  (n=102)
Q5c.  If you bought YouTube independently via the platform tools, did you use AdWords or DBM? 
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2017 Walled Garden Usage

Base: All Respondents (n=200)
Q5.  In 2017, did you (or your team) buy walled garden video independently via the 
platform tools, via a platform sales rep, or via a third-party technology partner?  
Select all that apply.

2017 Walled Garden purchases were primarily made independently from platform tools.  Of YouTube platform tools 
purchases, most came from AdWords.  Brand X  trails only Brand Z in purchases from third party partners.

Base:  Bought Walled Garden Video Via Third-Party  (n=41)
Q5b.  If you bought walled garden video via a third-party technology partner in 2017, which partner(s) did you use?  
Select all that apply.



Base:  Will Buy Walled Garden Video Via Platform Tools  (n=121)
Q6c.  If you plan to buy YouTube independently via the platform tools, will you use AdWords or DBM? 
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2018 Walled Garden Usage

Base: All Respondents (n=204)
Q6.  In 2018, do you expect you (or your team) will buy walled garden video 
independently via the platform tools, via a platform sales rep, or via a third-party 
technology partner?  Select all that apply.

Walled Garden purchases in 2018 are again expected to come primarily from platform tools.  AdWords is expected to be 
the most used tool for YouTube purchases.  Better pricing can shift purchases from platform tools to a third party partner.

Base:  Will Buy Walled Garden Video Via Platform Tools  (n=94)
Q6b.  If you plan to buy walled garden video independently via the platform tools in 2018, what key factors could sway 
you to buy via a 3rd party technology partner instead? *Note: Only responses with 5% or more are shown.
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2018 Walled Garden Video Approach

Base: All Respondents (n=204/202)
Q7.  In 2018, do you expect you (or your team) will buy walled garden video as a managed service or via a self-service technology?
Q8.  If you 2018 approach to buying walled garden video is different than your 2017 approach, explain why.

Walled Garden purchases in 2018 are expected to be made via self-service technology or in combination with a managed 
service.  
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