
THE WORLD OF ONLINE VIDEO

Source: CMA 2016 

BIGGEST BARRIERS TO THE GROWTH 
OF VIDEO

MOST IMPORTANT PLATFORM FOR 
BRANDED VIDEO CONTENT
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MARKETING SPENDING ON VIDEO KEY METRICS USED TO MEASURE 
VIDEO SUCCESSAre you planning on increasing spending on 

video content over the next year in terms of the 
proportion of the overall marketing budget? 

Maybe
28%7%

58%

Maybe

Yes

65%
Views

29%
Social sharing

4%
Lead to action, 

such as click-
through rates

2%
View 
completions

2%
Lenght of 
engagement

1/3

Source: Insivia

of all online activity is spent 
watching video

Source: Unbounce

80%
increase in conversion rates 
reported by including video on 
a landing page

Source: YouTube

500hrs
of video is uploaded to YouTube 
every minute

Source: Jun Group

<15s
Videos shorter than 15 seconds 
are shared 37 per cent more than 
those between 30 and 60 seconds

Source: Convince and Convert

52x
more likely to get a front-page 
Google search result by adding 
video to your website

Source: Syndacast

19%
boost in e-mail open rates by 
using the word “video” in the 
e-mail subject line

Source: Cisco

80%
of consumer internet traffic will 
come from video by 2020

200-
300%

Source: Forrester

increase in click-through rates 
experienced by including video 
in an e-mail

Source: Facebook

videos are viewed on Facebook 
every day

8bn

MAIN PURPOSE OF VIDEO IN CONTENT MARKETING 
Global survey of marketers 

PERCENTAGE OF INTERNET USERS 
WHO WATCH VIDEO, BY AGE
Number of shares by UK internet users, June 2015

Source: CMA 2016 

55%
Brand 
storytelling

11%
Inspiration

17%
Information

16%
Entertainment

1%
Utility

Source: GlobalWebIndex 2016 
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Source: IHS 2015

GLOBAL ONLINE VIDEO ADVERTISING REVENUES
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TOP VIRAL VIDEO ADS OF ALL TIME
Number of shares by UK internet users, June 2015 (m)

1
The Force: Volkswagen commercial

5.29

2
Dove Real Beauty Sketches

4.64

3 Evian Baby & Me
4

4 DC Shoes: Ken Block’s Gymkhana Five
3.55

5 Evian Roller Babies (Arabic version)
3.16

6
DC Shoes: Ken Block’s Gymkhana Three (part two)

3.11

7 2CELLOS – Thunderstruck
2.93

8
Pepsi MAX & Jeff Gordon Present: TestDrive

2.77

9
DC Shoes: Ken Block’s Gymkhana Four

2.45

10 Devil Baby Attack
2.18

Source: Tubular Insights 2016

TOP ONLINE VIDEO CREATORS ON SOCIAL MEDIA IN JULY 2016 
Almost 383 billion video views were generated across the four major social video platforms 
in July 2016 alone. These platforms are YouTube, Facebook, Vine and Instagram

1 UNILAD - ENTERTAINMENT
2,710

2
The LAD Bible - ENTERTAINMENT

2,341

3 Tasty - FOOD
1,757

4 NowThis - NEWS
1.082

5 Met Daan - STYLE AND BEAUTY
947

6
PlayGround - ENTERTAINMENT

735

7
AJ+  - NEWS

706

8
Nifty - HOME AND DIY

704

9
FailArmy - ENTERTAINMENT

690

10
Tastemade - FOOD

683


