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Despite doom-mongering predictions, traditional 
forms of media aren’t dead. Many newspapers are 
doing very well, magazine subscriptions are holding 
steady, and new media formats still have some 
ground to make up.

While this may seem like a strange statement to  
start a report about video advertising with, it’s true. 
However, what’s also true is that things are changing. 
Hugely. Mobile and app-based video are the driving 
forces behind a fundamental shift in how advertising 
works, giving rise to a new media planning landscape 
that will define the coming years.

For both planners and buyers, this change potentially 
means the ability to be highly creative in what they do, 
braver in how they develop strategies and increasingly 
comfortable in using data and analytics to confidently 
tell brands what works and why. In doing so, they’ll 
quickly find their jobs more interesting, the choice of 
media outlets they can work with more exciting, and 
their roles infinitely more strategic rather than  
service based. 

To measure the changing structure and role of 
media planning, AdColony is introducing its new 
research project, The Appiness Index. Created in 
conjunction with the London-based research agency, 
Loudhouse, the Index examines media buying and 
the emergence of mobile video advertising, a new 
role for data, and how planners can overcome 
any challenges associated with video to create 
successful, vibrant user-centric campaigns.

This report analyses, contextualises and presents 
the findings of The Appiness Index research, 
demonstrating that, by working with new media 
formats, planners and buyers can become the  
agents of change in their industry. 

Appiness in Numbers
The Appiness Index spoke to 100 UK media 
planners and buyers in Autumn 2016. Most 
respondents (63%) work across buying and 
planning, for agencies (72%) and in a hybrid role 
(72%). Over half of all respondents (55%) work in 
client teams of between two and five people (within 
larger departments), and have been in media buying 
and planning for over 11 years (51%), ensuring an 
authoritative, knowledgeable and experienced 
sample set.
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Key Findings

51% of media buyers and planners are now using 
mobile video for campaigns and 47% are confident in 
doing so. That’s more than use TV (36%) or who are 
confident in it (40%), despite the substantially larger 
budget TV enjoys over mobile video.

49% use data to find out where their users are and 
51% to understand what platforms they are using. 
Meaning around half of all respondents aren’t using 
data as much as they could (or should).

The big challenges for mobile video advertising are  
long-form creative executions (50%), failure to plan 
(49%) and finding a technology partner (42%). All 
solvable through data and relationship management.

Despite the majority of planners and buyers using 
mobile video in less than 10% of their campaigns, it’s 
seen as being highly effective for brand engagement 
(37%/100%) and awareness building (31%/100%).

Mobile video advertising works best for consumers 
aged 18-21 (70%), 15-17 (64%) and 11-14 (50%), 
showcasing that it really is the emerging format.
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In the past few years, we’ve seen the print versions 
of The Independent and InStyle come to an end, 
the demise of FHM and Loaded, and the launch 
and swift failure of The Mirror backed The New Day. 
It’s a narrative telling us that traditional media is 
struggling. That print isn’t selling as well as it once 
did, digital conversion isn’t happening as publishers 
had intended, and that disruptive new players have 
performed a startling land grab.

Yet, for all of that, many traditional channels are 
actually remarkably resilient. Indeed, The Times, 
part of a media group that revealed a loss of around 
£70million in 2009, recently announced profits of 
£11million. And subscription numbers are up on 
a number of glossy magazines and less glossy 
weeklies. At the same time, TV commands a huge 
amount of a planner’s spend, as many in the media 
and advertising industries are inextricably tied to what 
they know, reluctant to risk the shock of the new.

A mixed picture? Incredibly. We’re living through a 
media age of change, flux and confusion. In which 
almost no trend or prediction is without another that 
directly contradicts it. Fortunately, The Appiness 
Index is now bringing some clarity to the situation.

 

The Media Landscape

Choices, choices
Behind the changing media landscape is a huge 
amount of choice of what channels to use for 
campaigns. Fig.1 shows the most popular channels 
currently used by planners and buyers, with Fig.2 
showing that campaign objectives are the main 
drivers behind these choices.

Fig.1  Which of the following types of media do you buy?

Social media
86%

Newspaper
73%

Mobile
54%

TV
36%

Video - 
desk top

61%
Other
40%

Radio
62% Video - 

Mobile

51%

Magazine
81%
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Together, these graphs present something of a 
confused situation. Campaign objectives and data 
are classed as the primary decision drivers for 
planners and buyers. For social media, the most 
popular platform, this makes perfect sense. It’s data 
rich and can directly align to the objectives of a 
particular campaign. But what about magazines and 
newspapers – the second and third most popular 
channels? Or even radio?

Sure, there are circulation and listener numbers. 
Yet that’s where the data starts and ends. There’s 
no information available on engagement to test the 
efficacy of the creative executions that have been 
deployed. Or of how the choice of communication 
format increases brand awareness. Arguably, 
Channel (the third most cited campaign influence)  
is actually driving plans over anything else.

Fig.2  What drives channel choice?

Advertising channel choice 
is driven by campaign 
objectives and data. Not  
by personal preference.

Campaign 
objectives73%

Creative 
available47%

Channel48%

Personal beliefs  
and prejudices12%

Data55%

Representatives from 
media sources11%
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In part, Channel’s influence could be down to a lack 
of bravery to try new mediums. Though there is also 
perhaps a case to say that there’s an issue in how the 
majority of planners fall into the age brackets (Fig.3) 
for whom new exciting formats like mobile video is 
perceived as least effective (Fig.4).

It’s easy to suggest that experienced planners don’t 
want to push boundaries because they simply don’t 
respond to new mediums. However, that’s a little too 
simplistic and doesn’t seem to be the case here.

Instead, the problem  
is confidence. Both in  
challenging clients who  
want a low risk, low data  
option, and in trying  
something new.

With the research showing us that while 75% of 
planners and buyers express a level of confidence in 
magazines and 65% in newspapers, just 47% can say 
the same for mobile videos.

Fig.3  Age band of respondents

6%
14%

25%

26%

19%

10%
18 - 24

45 - 54

25 - 34

55 - 64

65+

35 - 44
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Fig.4  How effective is video for different age groups?

51 – 65 years old (Baby Boomer)

6%

36 - 50 years old (Gen X)

16%

5-10 years old

32%

11-14 years old

50%

15-17 years old

64%

18 - 21 years old (Gen Z)

70%

66 +

7%

22 - 35 years old (Millennials)

47%

= 2%

of those 18 - 21 years 
old respond to video 

advertising

70%
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Moving pictures
Despite this fairly inconsistent outlook, it does seem as 
though a shift is emerging. Fig.5 reveals that the typical 
composition of a planner’s spend is about to drastically 
change over the coming year, with app-based mobile 
video, mobile and social on a steep rise.

The following sections of this report explore this 
change further, and how media planners and buyers 
can actively ensure that it happens.

Increasing

Staying the same

Decreasing

Fig.5  How do you see spend on each channel changing over the next year?

Spending on mobile video  
is about to experience a  
steep rise.

Social media

Video - desktop

Magazine

Mobile

Radio

Newspaper

Video - mobile

TV

88%

55%

42%

71%

44%

58%

68%

60%

10%

38%

42%

24%

33%

34%

29%

21%

2%

7%

16%

5%

23%

8%

3%

19%
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So, we know that confidence is an issue for planners  
and buyers who want to try new formats. Yet, at the 
same time, they’re planning to change budgets in 
order to use mobile video.

The question is how to square those two issues?  
And maybe the answer is to take a step back and find 
out why there’s a lack of confidence in the first place.

Preventing the proactive
As well as usage and hard facts about planning,  
The Appiness Index asked planners and buyers  
what drives their decision making. Only 13%  
consider instinct to be a viable way of doing things, 
over science. Yet, at the same time, only half of all 
planners and buyers surveyed actually use data to 
understand what platform they are using and where 
their audience is at.

Similarly, as Fig.6 and Fig.7 show, some are asking for 
data from media outlets and vendors, but they’re not 
utilising the information that comes back.

The Data 
Driven Planner

Demonstrate the effectiveness of campaigns Demonstrate the effectiveness of campaigns

Justify your media planning decisions Justify your media planning decisions

Fig.6  How often do you get asked for data that helps to: Fig.7  How often do you think clients use 
the data that you provide them with to:

All of the time RarelyMost of the time NeverOccasionally

50% 25%

31%35%

34%

29%

36%

37%

16% 15%

17%

3%

11%

10%

15%

6% 5%

12%6% 7%
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Down on data
It should go without saying that data can be a key 
tool in overcoming the confidence issues that prevent 
the proactive use of exciting and engaging formats. 
However, for many, neither the quality nor availability  
of data is of a sufficient standard to be used regularly. 

Indeed, 82% say they need more transparent data, 81% 
need more accurate data and 72% need better data  
to be made available to them with regard to content.

This affects video in particular, with only 4% finding 
it easy to get the data they need to validate its use, 
29% finding it quite difficult, and 57% finding it hard to 
demonstrate the effectiveness of video marketing.

Many experts and industry commentators have 
celebrated the rise of social and mobile video. But if it’s 
going to fulfil its promise, it needs to justify the spend it 
will soon receive and change some of these statistics. 
Media and advertising platform owners are ideally  
placed to contribute to this effort. They love data and  
use it every day. And there’s no better tool for proving  
a user base than numbers.
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What does good data do?
Two years ago, less than half of all planners and 
buyers felt that their clients saw them as trusted 
advisors (46%). Today, that number has risen to  
60%, and will more than likely grow further.

Even so, this new role should never be taken for 
granted. It depends on having the ability to push 
back, as well as ensuring that every penny of 
campaign spend is working as hard as it can.

Fortunately, most respondents from the media buying 
industry understand that. With Fig.8 demonstrating 
a trend towards being challenging, rather than 
compliant with clients.

However, being able to challenge depends on having 
data to back up assertions. And old trusted mediums 
don’t offer that in the same way that social and 
mobile video media owners do.

As such, in the modern planning environment, there 
are big wins available to media agencies who work 
with mobile video platforms that understand the role 
of data, and how it can be used to challenge and 
grow confidence. The key is for planners to start 
using data-centric platforms today. Before it’s too  
late and audiences become lost.

A good first step is to look at new ways to use mobile 
video, and how to get past any barriers that might be 
holding it back.

Data-centric platforms are available. 
Planners and buyers just need to use 
them more effectively.

Fig.8  To what extent are you able to challenge the briefs received from  
clients or do you invariably have to be compliant and just execute? 

1%
0%

4%
2%3%

Compliant Neutral Challenge

27%

1%

7%

12%

25%

18%

-5 -4 -3 -2 -1 0 1 2 3 4 5
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The Appiness Index predominantly examined how 
planners and buyers work and what they think about 
their industry and its evolution. However, it also 
canvassed opinion on career development and  
the trends they want to work with.

The research revealed that junior planners tend to  
be more in favour of video advertising than their more 
experienced colleagues. They see it as an exciting, 
innovative, creative and data rich trend (something 
backed up by how effective it is for Generation Z 
consumers). Similarly, research found that planners 
and buyers overall agree that knowledge of marketing 
trends is the part of their day-to-day that is most likely 
to help them with their career development.

So, as well as being great at moving the planning and 
buying profession into a place where it’s fulfilling that 
advisory role that many clients need, video and data 
will be valuable in advancing the working lives  
of planners and buyers, collectively.

It all looks good. Yet, as we know, video is not without 
its challenges. This section looks at how these can be 
addressed to release the potential of campaigns,  
content and careers.

Overcoming Video 
Challenges

Junior planners see video as exciting, 
innovative, creative and data rich.
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Barriers and blockers
We know that trust in mobile video as a platform is 
not as high as it could be today ( just 47% believe in 
it). That situation is obviously not ideal. However, it’s 
hard to find a clear way out when very few planners 
or buyers are able to agree on what ‘premium video’ 
actually is. When given a choice of eight definitions 
(including Don’t Know), none were recognised as 
correct by more than 25% of respondents. Even 
Content That Consumers Value was singled out as 
the definition by just 13% (Fig.9).

Fig.9  Which of the following best describes your understanding of premium video?

Content that secures a premium price

10%

Content that drives engagement and some form of emotional connection

24%

High quality professionally produced content

21%

Content that consumers value

13%

Long-form story telling with higher production values

11%

Content which is distributed on TV networks, major cable TV channels or in theatres

5%

Content produced for broadcast and film

3%

None/don’t know

13%

= 2%
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We can probably pinpoint that as barrier one.  
And joining it is a series of technical and marketing 
challenges, as detailed in Fig.10 and Fig.11. 

Combined, these are direct contributors to the fact 
that video on mobile is used in fewer than 10% of 
campaigns by the majority of planners and buyers. 

The problem we have here is that planners want to 
use video. It has the data they need, provided they 
know how to extract and use it, and it works for their 
campaign objectives. But many are struggling to 
define it and see so many technical and marketing 
barriers that they’re instead relying on traditional 
campaign platforms, because (by virtue of the fact 
that they’ve been around a while) they seem to be 
lower risk. Even if their lack of quantifiable data and 
ability to engage mean they’re not!

Finding a technology partner 
who can deliver against  
campaign goal

Fig.10  Which of the following ‘technical’ challenges are most likely to put you off booking mobile video?

Problems with Ad blocking Big screen to small screen issues

Sound off Going vertical Nothing would put me 
off / I don’t experience 
technical challenges

Other

Despite its benefits, mobile  
video is used in fewer than  
10% of campaigns.

42%

24% 17% 20% 7%

37% 27%
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The way out
Interestingly, despite the mixed feelings, the 
confusion and the barriers, most planners and  
buyers are actually pretty well aware of the  
benefits of mobile video. 

In other words, probably their two primary campaign 
objectives. Likewise, when asked about why it works, 
44% said interactivity and the immersive experience. 

So while one section of the research suggests that 
planners and buyers are hemmed in by a list of 
barriers, another suggests that they know exactly why 
they need to overcome them. The way out is to look at 
the changing media landscape, and to change with it.

The Appiness Index  
discovered that, when asked 
what mobile video is best 
at, 37% of respondents said 
Brand Engagement and 31% 
Brand Awareness Building.

Fig.11  Which of the following ‘marketing’ challenges are most likely to put you off booking mobile video?

53%
Ineffective ad 

targeting

50%
Videos are  

too long

49%
Failure of advertisers 

 to plan with  
video in mind

47%
Poor creatives

44%
Videos are still 
push centric in 

concept

33%
Consumer 

indifference

9%
Nothing would put me 
off / I don’t experience 
marketing challenges

5%
Other
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Throughout this report on The Appiness Index, we have 
seen an emerging step change in planning and buying. 
Yet a simultaneous issue exists with regard to using 
the data that’s available, and of planners and buyers 
being confident enough to call on the courage of their 
convictions to do what they know works.

It’s now time to find a new way of doing things that 
solves each of these issues. That means placing the user 
front and centre, with engaging campaigns. Embracing 
the change in media with video and mobile apps. And 
repositioning the role of the planner so that it becomes  
a source of rich data and advice. The challenge, of 
course, is to do it.

User Driven  
Campaigns Planner
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Screen time counts
Earlier in this report, Fig.4 (page 7) showed who 
mobile video works best for. Fig.12 now expands on 
that, giving an in-depth view on the effectiveness 
of the format for different age groups, according to 
planners and buyers. It seems trite to say it, but the 
emerging generation is a mobile one. They engage 
with screen-based advertising (in app or online) far 
more than those who have grown up with traditional 
formats, and, significantly, they are future consumers.

These are the users who campaigns are built for. 
And, following that, this information should join the 
findings that interactivity and immersiveness matter, 
to form the basis of all campaign planning. Put simply, 
if marketing works for these people, it works.

However, planners and buyers should be under no 
illusions. Theirs will not be the only organisation 
determined to gain a greater understanding of video-
centric, app based marketing. As such, it’s important 
to consider the future role of the planner today, 
before being beaten to the punch by a competitor.

Fig.12  How effective is video advertising for different age groups (expanded version)?

18 - 21 years old 
(Gen Z)

51 - 65 years old 
(Baby Boomer)

15 - 17 years old

36 - 50 years 
old (Gen X)

11 - 14 years old

22 - 35 years 
old (Millennials)

5 - 10 years old

0 - 4 5 - 6 7 - 8 9 - 10

52%

52%

24%

36%10%

32%

14%

43%

18%

18%

25%

27%

66 +

71% 20%

5%4%

4%

5%

44%42% 46%

6%

7%

6%

23%11%

11%

12%33% 34%

27%

37%

0 = Completely ineffective 10 = Completely effective
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Media planning is on the cusp of its most significant 
cultural change in decades. Showcased through the 
view of many planners and buyers that spend is going 
to move towards video and in-app mobile advertising, 
and away from TV, newspapers and magazines.

In this new world, platforms will be subject to more 
scrutiny about how they engage users, what form 
that engagement takes and what results are derived 
because of it. And, while traditional forms of media 
aren’t dying, competitors that can prove what they do 
and how they can add value will become increasingly 
trusted over the coming decade. Particularly as a 
mobile-first audience rises to prominence. With this 
change in media, a rewarding and data-driven new 
role for planners and buyers is sure to come  
to the fore.

Using these ideas as its central premise, The Appiness 
Index has demonstrated that mobile, in-app video is 
going to be a key feature of media planning in the  
near future. And that the barriers to its adoption can  
be effectively removed by drawing on industry 
expertise, data and creativity.

To understand how this picture develops over 
the coming years, this survey will be re-examined 
annually, broadening our collective understanding 
of media trends and what is driving them. What we 
know now is that things are going to be different. 
And, while the new future of media planning is going 
to be many things, above all it will definitely be Appy.

The Appiness Index
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For more information or advice on how 
to become an Appy planner, speak to 
your local AdColony representative  
or email ldn-info@adcolony.com
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