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Video advertising now accounts for 27% of display

Display by Format (€bn)
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Digital video advertising is mainstream

Percentage of advertisers and agencies investing in digital video, linear TV and OTT
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Mobile has overtaken deskiop as the key device for digital video
advertising investment
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Digital video advertising inventory supply still being established
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Advertisers Agencies Publishers
2016 | 2017 | 2016 2017 | 2016 2017
In-stream (e.g. pre- 81% 88% 86% 91% 80% 85%
roll)
In-banner 63% 76% 74% 82% 53% 65%
Out-stream 64% 62% 7% 80% 69% 72%
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The importance of cross-screen planning
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Investment in digital video advertising set to increase
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