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VIDEO IS EVERYWHERE 

Whether it’s streaming the latest viral sensation on a smartphone 
during a lunch break, watching the clip that plays in the elevator en 
route to the doctor’s office, tuning into a live sports broadcast on a 
tablet, watching the video ad that rolls as a recipe loads, catching up 
on a favorite TV show on a smart TV, or scrolling through TikTok before 
bed, digital video is there—wherever you are, ready and waiting to 
show you pretty much anything you’d ever want to see.

For advertisers, this provides a way to reach audiences when and 
where they’re highly engaged—across a variety of devices and 
formats—to provide a holistic, omnichannel experience and boost ROI.

Ready to harness the power of video? 
Explore how advertisers are leveraging this  
opportunity to connect with audiences everywhere.

Just a few decades ago, watching video was simple: Turn on your TV, flip to the 
channel showing the program or movie you want to watch, and voilà—you’re all set.

Today, video is everywhere, finding a home on  
all our favorite devices, channels, and platforms. 
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THE DIGITAL VIDEO ERA 
THE EVER-EVOLVING DIGITAL VIDEO LANDSCAPE

By taking this kind of holistic, omnichannel approach to digital 
video, advertisers can connect with audiences throughout their 
daily lives in a more intentional, impactful way.

To viewers, digital video provides a virtually limitless flow of 
content and entertainment, having successfully integrated 
itself into nearly every facet of our daily lives. And for 
advertisers? It represents a distinct opportunity. Marketing 
teams can place video ads alongside the video content 
audiences are already consuming (i.e., the show they’re binge 
watching on Hulu) and next to static content (say, as a display 
ad on a news or shopping website) to utilize the power of 
motion to captivate. 

263.6 million 
Number of people in the US that will 
consume digital video content in 2023.1  

Digital video is one of the fastest growing 
media channels in the US—growing twice 
as fast as digital media overall in 2022—and 
is forecast to reach $55.2 billion in 2023.3

92% 
Marketers who say that video 
gives them good ROI.2
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THE DIGITAL VIDEO ERA 
THE EVER-EVOLVING DIGITAL VIDEO LANDSCAPE

Key Digital Video Stats to Know 

In 2018, the average 
American spent 1:40 per 
day watching digital video. 
In 2023, it will be be more 
than double that: 3:23.4

In 2023, digital video’s newly 
established lead over traditional 
TV will grow from one minute  
per day to 28. By 2025, that gap 
will be over an hour.7

Almost 45% of all daily digital 
media time will be spent 
with digital video in 2023, 
with more than half of that 
time happening via CTV.5  

In 2022, time spent watching 
digital video surpassed time 
spent watching traditional TV 
for the first time, and that trend 
shows no signs of slowing...6

Key Digital Video  
Advertising Stats to Know 

Non-video US programmatic display ad spending growth will 
essentially be flat from 2022 to 2023. Programmatic video ad 
spending, on the other hand? It’s forecast to grow more than  
16% YoY—an increase of more than $10 billion in ad spend.8 

94% of advertisers say they will 
maintain or increase their premium 
streaming investments regardless 
of the economic environment.9 

In 2022, social video ad spending 
grew by 28.7%, accounting for more 
than 40% of all video ad spend.10 
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4 https://forecasts-na1.emarketer.com/584b26021403070290f93a5e/5851918b0626310a2c186b32 
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6 https://content-na1.emarketer.com/us-time-spent-with-media-forecast-2023
7 https://content-na1.emarketer.com/us-time-spent-with-media-forecast-2023
8 https://content-na1.emarketer.com/publisher-ad-monetization-2023
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DIFFERENT PLACEMENTS,  
DIFFERENT PURPOSES 

DIGITAL VIDEO ADVERTISING ESSENTIALS

In the ever-evolving digital video 
landscape, different channels 
and platforms offer distinct ways 
to engage with audiences. Each 
platform attracts individuals with 
varying attention spans, intents, 
expectations, and behaviors.

To achieve the full potential of digital video advertising, teams must 
grasp the nuances of these different placements and understand 
how they work both individually and together as touchpoints along 
a holistic customer journey. 

For instance, a video ad folks encounter when their attention is 
divided (i.e., a DOOH billboard in a busy urban area) could be 
focused on building awareness or thriving contextually, while social 
media video ads could focus on building brand recall, and display 
or native video ads placed on websites where people are often more 
immersed in content could be focused on driving conversions. 

By determining where and how 
each channel fits within a larger, 
omnichannel strategy, teams can 
leverage the strengths of each 
platform to create an impactful 
campaign that resonates with 
audiences.

For instance, someone watching their favorite TV show 
on their CTV is likely to have a longer attention span than 
someone who has been scrolling through bite-sized videos 
on TikTok (it’s only been an hour, we swear!) 

And someone who encounters a video ad while perusing 
their go-to news site probably has a different intent than 
someone checking out the DOOH screen while filling their 
tank at the gas pump.

QUICK TIP: By leveraging a combination of display video ads, digital out-of-home video ads, and video ads that run alongside 
streaming video content, advertisers can use sight, sound, and motion to engage audiences and inspire action.
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TYPES OF VIDEO ADS 
DIGITAL VIDEO ADVERTISING ESSENTIALS

Video ads that are inserted within 
video content and play before (pre-
roll), during (mid-roll), or after (post-
roll) the main video content. 

A video ad that rolls mid-way through 
the big game you’re watching with 
friends on a Sunday afternoon.

QUICK TIP:  Assets can be re-used for different platforms and channels but have to be done so intentionally. For instance, using the same 
video on TikTok and as a display video ad on a website likely won’t be as impactful as tailoring each version to the specific channel.

IN-STREAM

Standalone video ads placed in/
alongside non-video content  
(i.e., blogs, articles, social media feeds). 

A video ad for a makeup product that 
plays as you scroll through the article 
you’re reading on your favorite beauty 
blogger’s website.

OUTSTREAM

A type of full-screen video ad that 
covers the interface of the host app or 
website and is often displayed at natural 
transition points. 

A video ad that pops up in-app as you’re 
playing the free version of Tetris you 
downloaded for your long road trip.

INTERSTITIAL
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LIGHTS, CAMERA, CONVERSIONS!
THE DIGITAL VIDEO ADVERTISING OPPORTUNITY 

Digital video’s ability to influence and captivate is undeniable, persuading viewers through an artful combination of images, motion, 
and (often) sound. Thanks to its dynamic nature, video is a powerful catalyst for driving conversions: It captures audiences’ attention  
in a powerful way, artfully conveys brand messages and value propositions, and fosters a strong emotional connection with viewers.

96%
Marketers who say video 
marketing has increased 

user understanding of their 
product or service.11

95%
Marketers who say video 

marketing has helped 
increase brand awareness.12  

96%
Marketers who said video is 

an important part of their 
marketing strategy in 2023.13
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THE OMNICHANNEL VIDEO  
OPPORTUNITY 

THE DIGITAL VIDEO ADVERTISING OPPORTUNITY 

Where People Encounter 
Digital Video Ads 

YouTube, TikTok,  
Meta (Insta + Facebook), 

Snapchat

Netflix, Roku, Apple TV, Hulu, YouTube

Digital billboards, point-of-purchase  
or point-of-sale screens, digital screens  

at gas stations/EV charging stations

Could include ads placed in videos 
on blogs/websites OR video ads 

placed in-line with written or other 
visual content on websites

Videos ads in game 
apps, meditation apps, 

recipe apps, etc.

MOBILE APPS

CONNECTED TV (CTV) DEVICES/ 
OVER-THE-TOP (OTT) STREAMING PLATFORMS   

DIGITAL OUT-OF-HOME 
(DOOH)

SOCIAL MEDIA

DESKTOP/MOBILE WEB 
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THE DIGITAL VIDEO EXPERIENCE 
From short-form videos on social media platforms, to long-form content on 
streaming services, to display video placements on your favorite website, each 
type of digital video ad presents a unique opportunity for advertisers to engage 
with audiences. The most successful video advertisers tailor their ads to suit the 
user experience at each individual touchpoint, and crafting those ads requires a 
nuanced understanding of the specific context in which they will be consumed.

Length matters.
Though shorter often is better, it’s important to consider 
your viewers’ expectations for a specific channel/platform.

Consider your call to action (CTA). 
CTAs and engagement elements likely will look different  
for a video ad people encounter on-the-go versus one they  
see while scrolling social media on their personal device. 

Use the right aspect ratios.  
For an optimal user experience, be sure to use  
the correct dimensions for a given format or channel. 

Get the right “feel.” 
TikTok lends itself to more “unpolished” content,  
but a CTV ad likely doesn’t.

When you’re tailoring video ads to specific channels  
and platforms, here are a few things to keep in mind:

QUICK TIP:  Remember that “TV” ads (whether 
traditional or OTT) are very different from short-
form video ads. Ads placed in TV and TV-like 
content are aimed at engaging audiences during a 
break, whereas short-form video ads may or may 
not be placed during a “break in programming.”

Leverage unique targeting 
opportunities. 
Where a CTV or DOOH ad might lend itself 
to contextual targeting, a channel like 
social might offer more specific/focused 
audience segmentation thanks to those 
platforms’ data and targeting capabilities.
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Some best practices are constant across all formats  
and channels, including: 

• Create ads that tell your brand or product’s story  
in a compelling way.

• Grab your audience’s attention immediately. 

• Show, don’t tell. 

• Ensure the tone of the video aligns with your brand voice. 

THE DIGITAL VIDEO EXPERIENCE

DIGITAL VIDEO STRATEGIES
Start with objectives: Different video channels and platforms 
have different purposes. Start by determining what your video 
will focus on (brand awareness, engagement, conversions, etc.) 
and how that fits into your larger media strategy. Then, align 
your objectives with KPIs to measure success. 

Determine your audience: Digital video allows for advanced 
targeting. But to make the most of those targeting capabilities, 
advertisers first need to determine who they want to connect 
with. The best way to do this? Research and data.

Consider your platform(s): Once teams have identified their 
target audience, it’s important to consider where they’re 
spending time. Are they younger internet users who are more 
active on social media? Are they folks that live in busy urban 
areas who are likely to encounter DOOH ads on their daily 
commutes? Are they retirees who love to stream their favorite 
TV shows? Allocate your spend accordingly.

Hone in on targeting: By using a combination of audience 
data and segmentation tactics, marketing teams can reach 
target audiences with tailored content to boost relevance and 
engagement. This is especially important with video ads, since 
CPM tends to be higher than with static ads.

Lean into authenticity: Video ads allow marketers to connect 
with consumers in a way that fosters emotion and drives action. 
Make the most of this opportunity by telling your unique story 
in a compelling and authentic way.

A/B test and use data to optimize: Test different video lengths 
(ex. :15 vs. :30 seconds), creative variations, and channel/
platform placements to determine which ads are garnering the 
most engagement. Then, make optimizations based on any 
available data to ensure your team is maximizing their return 
on ad spend (ROAS).
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DIGITAL VIDEO  
ADVERTISING WITH
All your video campaigns, across all channels, all in one place.

Digital video is always evolving. Basis empowers advertisers to create intentional, omnichannel customer experiences—across a variety 
of formats and devices—and to optimize, measure, and report on those campaigns through a single interface.

In 2022,  
video accounted for 

49%  

of all ad spend  
in Basis platform.
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VIDEO ADVERTISING BY CHANNEL

Display Video 

Think of display video ads like the motion-enhanced 
version of their static counterpart. 

In Basis, advertising teams can tap into display video 
inventory through programmatic open marketplace 
buys, as well as via private marketplace (PMP) and 
programmatic guaranteed (PG) deals.

A recent study found that video ads led to a

26% higher recall rate than static ads.14

Connected TV 

Connected TV is booming in popularity and adoption—and 
ad spend is following in kind. With more and more people 
flocking to CTV devices for their video content, it’s a great 
way to drive brand awareness and boost ROAS.

Basis has access to every major broadcaster, distributor, 
and exchange—not to mention 100+ CTV PMPs. With 
93% of US smart TVs accessible through our premium TV 
inventory, it’s easy and effective to include CTV as part of 
any omnichannel campaign.

DIGITAL VIDEO ADVERTISING WITH BASIS

BENEFITS

• Allows for individual targeting and effective retargeting. 

• Can provide a clickable asset, allowing advertisers to 
drive audiences to specific locations on their site.

• Cost-effective alternative to more premium video 
content like CTV and linear TV.

85% 
Number of US households forecast  

to tune in on a CTV device in 2023.15

$33.06 billion 
Forecast US CTV ad spending in  

2025—nearly double what it was in 2021.16
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DIGITAL VIDEO ADVERTISING WITH BASIS

VIDEO ADVERTISING BY CHANNEL

Digital Out-of-Home

Digital out-of-home (DOOH) allows advertisers to connect 
with audiences in contextually relevant locations, when 
they’re on-the-go.

By tapping into video DOOH inventory, marketers can 
harness the power of place in tandem with engaging motion 
elements to captivate and compel audiences. With Basis, 
advertisers can access over 740,000 DOOH venues across 
the US in a variety of DOOH formats and mediums, including 
large format, point-of-purchase, and place-based.

BENEFITS

Reach audiences in real-world moments throughout 
their daily routines.

Share your brand’s message in a format that is highly 
viewable and that cannot be skipped or blocked.

Reach audiences at scale by delivering ads in high-
traffic, contextually compelling locations.

Social

For advertisers, short-form social media video formats 
present a unique opportunity to promote their brands—often 
in a less-polished and more authentic way—in the places 
where audiences are spending an increasing amount of time.

Basis is integrated with TikTok, Instagram, Facebook, 
LinkedIn, and Snapchat, so advertisers can see the 
performance of all their campaigns in one place—giving  
them a holistic understanding of how specific channels  
are working on their own and within the context of their 
larger cross-channel strategy.

56.4%
Video’s share of average  

daily social media time.18

151 minutes
Average daily time spent on social 

media by internet users worldwide.17 
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DIGITAL VIDEO ADVERTISING WITH BASIS

SELECT BASIS DIGITAL VIDEO PARTNERS
Connected TV/Streaming Video

Social Media Integrations Digital Out-of-Home
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DIGITAL VIDEO ADVERTISING WITH BASIS

QUICK TIP: Video targeting opportunities are seemingly endless, but getting too specific can limit scale. So just remember: Be intentional! 
This is especially important if you’re already narrowing your reach by bidding in a PMP auction rather than through the open exchange.

TARGETING OPPORTUNITIES

DAYPARTING

Match viewers’ schedules by 
focusing on specific times.  

ALLOWLIST/BLOCKLIST

Allow or block specific 
sites or keywords.  

PMP/PG DEALS

Tap into premium inventory 
through curated private 

marketplace and programmatic 
guaranteed deals. 

GEOGRAPHY

Select national targeting for scale 
or get specific with designated 

market areas (DMAs) or zip codes.   

FIRST-PARTY DATA

Leverage information from site 
visitors and converters  

to craft personalized, intentional 
advertising experiences.

THIRD-PARTY DATA

Use information such as 
demographics, interests, purchase 

behaviors, intent, and location data to 
connect with target audiences. 

CONTEXTUAL

Narrow by content type, content 
category, app store, and/or 
targeted keywords to place 

your video ads in contextually 
relevant locations. 
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VCR tends to be the most common KPI used in digital video (and 
no—we aren’t talking about those boxes of tapes still sitting in 
your mom’s basement). VCR, aka video completion rate, tells 
advertisers the rate at which their ad was viewed in its entirety.

KEY KPIs IN DIGITAL VIDEO
DIGITAL VIDEO ADVERTISING WITH BASIS

Other common digital video KPIs include: 

Reach  →  The number of people exposed to an ad at least once 
during a specified period. 

Cost Per Completed View (CPCV)  →  Total advertising cost / 
completed video views. 

Frequency  →  The number of times people are exposed to an ad. 

Impressions  →  The number of times an ad is placed in front of 
the reached population within a specified period. 

Click-through rate (CTR)  →  Can be used if your video has 
clickable elements; tells you the number of times viewers clicked 
the link to navigate to your site or landing page. 

QUICK TIP: When it comes to length, :15 and :30 second 

videos tend to perform best and have greater scale. 

Create different iterations, test both, and optimize based on 

performance to make the most of your digital video budget.
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In recent years, digital video has exploded in popularity, becoming a ubiquitous part of our everyday lives. 
For advertisers today, digital video offers the opportunity to create an intentional, omnichannel experience 
that resonates with audiences through a variety of touchpoints along their individual customer journeys.

But how will digital video continue to evolve? Here are some of the newest opportunities for advertisers 
looking to connect with audiences in meaningful ways in the years ahead.

LOOKING TO THE FUTURE 

Interactive video has emerged as a dynamic and engaging 
tool within the realm of digital video advertising, providing 
unique ways for brands to connect with their audiences. Unlike 
linear videos, which simply roll from start to finish, interactive 
video ads create a heightened user experience by empowering 
audiences to participate and steer their viewing experience. 
Whether through clickable elements, embedded CTAs, multiple 
storylines, or direct purchasing opportunities, interactive 
video allows marketers to captivate audiences, create more 
personalized advertising experiences, and inspire action.

User-Generated Content 

With the rise of social media platforms like YouTube, TikTok, 
and Instagram, user-generated content (UGC) has exploded in 
popularity. For brands, it offers the opportunity to create authentic, 
relatable content, and to share it through the unique voices of 
individual creators. The growth of UGC allows creators to share their 
unique perspectives, narratives, and creativity—and for brands to 
partner with influencers to create specific and authentic content 
that resonates with consumers.

Two-thirds of users say they are “more 
likely to trust brands” after learning 
about them from TikTok creators.19

Interactive Video 
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LOOKING TO THE FUTURE

Generative AI 

Since its public debut in late 2022, generative AI has made quite the 
splash in the world of digital advertising. Though research shows that 
the majority of marketers feel AI-generated content is not of the same 
quality as human-generated content,20 it’s still a highly useful tool to  
be leveraged throughout the creative process—particularly when it 
comes to digital video content.

Here’s how: 1 in 3 marketers say they lack the time to create video 
content. And 18% say they don’t know where to begin.21 By using 
AI for brainstorming, content ideation, drafting, and performing 
supplementary tasks in the digital video creation process, marketers  
can free up valuable time and creative energy, which they can then 
devote to the components of digital video creation that are most critical 
(and require the authenticity inherent to human-generated content).

In addition, generative AI can help make the video production 
process more accessible and affordable for marketing teams. In 
the past, the higher costs and resources demanded by a traditional 
video shoot—including pre- and post-production—have been a 
barrier for some brands looking to leverage these ads. But new and 
emerging generative AI tools allow those teams to create digital 
videos assets with fewer resources and at a lower cost.

54.5% 
Marketers who expect content creation 
to be the part of the digital marketing 

process most impacted by AI.22
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Unleash the power of digital  
video advertising with Basis. 

Connect with us  
at basis.com today.

http://basis.com
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