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content in the
commercial 
arena.



1

INTRODUCTION

While print advertising may not
be completely dead just yet,
the revolution of marketing via
digital platforms is advancing fast.

But it is not just the move of
traditional display advertising
from print to digital that is
transforming the marketing
industry, the popularity of digital
content has opened the door to
a rise in audiovisual content.

According to media agency
ZenithOptimedia, audiovisual
advertising will account for nearly
50% of all display advertising by
2018, while consumer insight
company, Neilsen, is predicting
that two thirds of companies
expect to be using video content
in their marketing strategy in the
future.

Using this research,
we will assess:

G R O U N D B R E A K
F I L M  -  C R E A T E  -  A N I M A T E

As the use of video advertising
increases online, brands are
under more pressure to provide
the type of content that consumers
want, but also provide it on the
platforms they want and, perhaps
most importantly, produce material
that adds value to their bottom
line. But this type of content can
only be created when brands
know what consumers actually
want, and how they want to
receive it.

There are legitimate issues for any
company looking to implement a 
new strand to its marketing strategy,
particularly for those needing to justify
investment in new types of marketing.

In this report we look to provide the
answers to these questions, asking 
1,000 UK consumers for their opinions.

WHAT CHANNEL CONSUMERS

PREFER TO CONSUME VIDEO CONTENT ON

MOST LIKELY TO SHARE AND INTERACT WITH
WHAT TYPE OF VIDEO CONTENT THEY ARE

CONSUMERS PREFER TO WATCH
WHAT TYPE OF VIDEO CONTENT

WHAT TYPE OF VIDEO CONTENT IS MORE LIKELY
TO PERSUADE THEM TO MAKE A PURCHASE

HOW VIDEO MARKETING CAN BE
USED TO BUILD BRAND LOYALTY

The ultimate aim of this report is to help businesses assess
if they should invest in audiovisual marketing, and how this
type of content can be helpful in engaging with customers
and getting a commercial return.
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36%
Mainstream TV

YouTube
41%

Facebook
7%

Instagram
1%

Twitter
1%

How do consumers prefer
to watch video content? 

HOW POPULAR IS YOUTUBE
AMONGST DIFFERENT

AGE GROUPS? 
18 - 24 yr olds 57%
25 - 34 yr olds 52%
35 - 44 yr olds 42%

>
>
>

45 - 54 yr olds 35%
55 - 64 yr olds 36%
65+ yr olds 18%

>
>
>

HOW POPULAR IS MAINSTREAM
TV AMONGST DIFFERENT

AGE GROUPS?  

18 - 24 yr olds 16%
25 - 34 yr olds 26%
35 - 44 yr olds 34%
45 - 54 yr olds 44%
55 - 64 yr olds 46%
65+ yr olds 56%

What sort of videos
are consumers most

likely to share? 

What sort of
video adverts
would make
consumers
more likely
to spend?

12%

22%

4%

after watching
a video that
made them

feel nostalgic

after watching
a video that

was informative
and to the point

if a video ad
included one

of their favourite
celebrities

10%
if a video ad
told a story

The age range that would
be more likely to spend
after watching a video

that made them feel nostalgic:

12%

The age range that would be more likely to spend after
watching a video ad that was informative and to the point:

18 - 24 
yr olds

26%

25 - 34
yr olds

35 - 44
yr olds

23% 24%

45 - 54
yr olds

22%

55 - 64 
yr olds

20%

65+
yr olds

17%

WITH A
CELEBRITY

THEY LIKE IN

ABOUT A
TOPIC THEY

CARE ABOUT

CONTROVERSIAL
CONTENT

14%
13%
11%
10%
7%

18 - 24 
yr olds

25 - 34
yr olds

35 - 44
yr olds

45 - 54
yr olds

55 - 64 
yr olds

65+
yr olds

FUNNY

49%

EMOTIVE

13%

18%25%

6% 5%

CONTENT THAT
TELLS A STORY

of all consumers
would/might
be more loyal
to a brand if
they watched
a video ad
that they liked

59%
BRAND LOYALTY?

71%

How do videos influence brand
loyalty amongst different age groups? 

of 18-24 year olds would/might
be more loyal to a brand if they
watch a video ad that they like

63% of 25-34 year olds would/might
be more loyal to a brand if they
watch a video ad that they like

55% of 35-44 year olds would/might
be more loyal to a brand if they
watch a video ad that they like

54% of 45-54 year olds would/might
be more loyal to a brand if they
watch a video ad that they like

55% of 55-64 year olds would/might
be more loyal to a brand if they
watch a video ad that they like

52% of 65+ year olds would/might
be more loyal to a brand if they
watch a video ad that they like

18 - 24 
yr olds

10%

25 - 34
yr olds

35 - 44
yr olds

7% 11%

45 - 54
yr olds

11%
55 - 64 
yr olds

14%

65+
yr olds

14%

The age range that would be more likely to spend after
watching a video that told a story:

HIGHLIGHTS
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Groundbreak is a multi-award winning corporate
and commercial video production company that
specialises in creating video content for clients
and broadcasters around the UK and throughout
the rest of the world.

We have produced content for major brands and
organisations including United Nations, NHS, The
National Lottery, Money Supermarket, Water Babies
and Brother International.

Our team of industry experts can handle projects of
any size from concept, storyboarding and scripting
through to filming, special effects and CGI.

About Groundbreak.



Only 7% prefer
to watch

video content
on Facebook
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‘The first time a video
advert appeared on
British commercial
television was 9.01pm
on September 22, 1955.
Created by AB-Pathe,
the 70 second ad for
Gibbs SR Toothpaste
made advertising history
and changed the
direction of consumer
engagement.

61 years later, video
advertising remains one
of the most popular
types of marketing
content.

Major holidays can be
marked by the first
showing of particular
adverts as brands
compete to create
the most standout
commercial content.

But while audiovisual
content retains its
prominence in the
marketing and
advertising worlds,
how customers consume
this material has been
forever changed.

The rise of YouTube and
online video platforms
has overtaken the
popularity of mainstream
television, particularly
among younger audiences.
Marketers and consumers
are now living through a
major shift in how content is
viewed, and what content
people want to view.

We commissioned this
independent report to
help brands better under-
stand their consumers’
attitudes to video content,
and to help them make
decisions about investing
in this type of marketing
for their business.

This report provides real
insight into what kind
of video content people
want to watch, how
they want to watch it, 
where they want to
watch it – or where they
don’t want to watch
video content – and also 
provides valuable
information about the
kind of video marketing
that is more likely to lead
to commercial results.

For businesses looking to
build brand loyalty, we
also examine how video
content can be a main
driving factor in developing
a strong base of brand
advocates that will help
you get your business out
into the public agenda.

The world is moving away
from print media as younger
generations become more
naturally comfortable with
digital alternatives.

With such a versatile and
developing digital
infrastructure growing
faster than traditional
outlets, potential is huge
for video adverts to
reach an even larger
audience.’ 

49% of consumers
more likely

to share funny
video content,
50% rarely or
never share

content

Research
Highlights.

YouTube is the
most popular
channel for

consumers to
view video

content (41%)
ahead of TV (36%)

14% of consumers
made a

purchase after
watching a

video advert

22% more likely
to buy a product

if a video was
informative

and to the point

57% of 18-24 year
olds prefer

watching video
content on

YouTube followed
by 52% of

25-34 year olds

59% might/definitely
would be more loyal

to a brand with a video
ad they liked

1% prefer
watching
video on

Instagram
and Twitter

Geoff Brooks, Founder
& Executive Producer
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Marketers need to be more
strategic with campaigns that
target social channels like
Facebook, Twitter and
Instagram, this research
suggests.

With Facebook alone boastng
a UK network of more than 33
million users, and Britons spending
an estimated 62 million hours a
day on social media, according
to a survey by online bank First
Direct, these platforms may
appear the perfect place
to put video content in front
of a massive audience.

But some caution should
be shown before embarking
on a video strategy on social
media, according to this
research, as just 7% of consumers
say they prefer watching video
content on Facebook and only
1% want to watch videos on
Instagram.

However, while these findings
might suggest that social
media is best avoided for video
adverts, it points more towards
a need for consumers and brands
to find a balance on the
content.

Marketers have been
experimenting with video
material for online platforms
like YouTube for years, but the
use of commercial videos on
Facebook is still a relatively
new concept.

FINDINGS

YouTube is now the most popular
platform for consuming video
content among young people,
according to this research.

57% of 18-24 year olds and 52%
of 25-34 year olds say they now
prefer watching videos via this
outlet compared to 16% of 18-24
year olds and 26% of 25-34 year
olds who say they still prefer
mainstream TV for consuming
video.

YouTube is one of the most
popular platforms for consuming
video content in the world. With 
one billion users watching hundreds
of millions of hours of content a day,
there is huge potential for marketers
to take advantage of a readymade
audience.

YouTube and the
rise of online videos.

The challenges of videos
on social channels.

Like any new
product, service
or update, it
takes time to
become part
of the norm
and eventually
feelings will
adjust.

Some marketers, eager to
test the potential of social
channels, may have pushed
the boundaries on the volume
of video content consumers
will tolerate on their timelines
and, just as important, how
videos land in their social
media channels.

Brands might be better
putting videos on their own
pages so they are only
viewable by followers,
rather than spamming
timelines with sponsored
posts that do nothing but
annoy potential customers 
– which could be damaging
to the brand.

Similarly, consumers, who
are not used to having this
type of marketing appearing
on their timelines need time
to adjust to the idea.

YOUTUBE
43%

MAINSTREAM
TV

36%

FACEBOOK
7% ITV PLAYER

3%
SKY GO

3%

TOP FIVE PLATFORMS
FOR CONSUMING

VIDEO CONTENT
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Creating sharable content.

Using video to boost
the bottom line. 

Content that is funny or about a
topic consumers care about is
more likely to be shared than any
other video content, this survey
has found.

Nearly half (49%) of consumers
class funny content as something
they are most likely to share while
a quarter (25%) say they would
be more likely to share, a video
about something they cared
about.

The findings show a willingness
amongst audiences to share
video material of certain kinds,
but provides a particular challenge
for marketers to create content
that meet these needs.

More concerning for the future of
video adverts is the fact that 50%
of those surveyed for this research
said they rarely share video content,
or never share this type of media.

But the research also highlighted
developing willingness among

younger people to share videos
with 64% of 18-24 year olds saying
they would be more likely, and more
willing, to share video content and
44% of 25-34 year olds saying the
same.

If this trend continues, it shows
that people are becoming
more willing to share this content,
and particularly highlights the
opportunity for video marketers
in creating campaigns for
younger people, who are more
likely to see this content in the
first place.

Advertising that tells a story is
also more likely to be successful
among a younger audience.

According to this research,
21% of 18-24 year olds say
they would be more likely
to share a video that told a
story, rising to 25% of 25-34
year olds.

WHAT TYPES OF
VIDEO CONTENT

ARE CONSUMERS
MORE LIKELY

TO SHARE?

I AM MORE LIKELY
TO SHARE A VIDEO

THAT IS FUNNY

25%

49%

18%
12% 5%

I AM MORE LIKELY
TO SHARE A VIDEO

ABOUT A TOPIC
I CARE ABOUT

I AM MORE LIKELY
TO SHARE A VIDEO
THAT TELLS A STORY

I AM MORE LIKELY
TO SHARE A VIDEO
THAT IS EMOTIVE

I AM MORE LIKELY
TO SHARE A VIDEO

THAT IS
CONTROVERSIAL

Video content that is informative
and “to the point” is much more
likely to persuade consumers to
make a purchase, according to
this research.

22% of consumers said they would
be more likely to make a purchase
after watching this type of video,
compared to the 14% who confirmed
that a general video advert would
make them more likely to buy
something.

The findings show the importance
of getting video content right, with
consumers clearly preferring short
and snappy content when making
purchases.

The research also showed a much
greater tendency among young
people to be influenced by video
content, with 20% of 18-24 year olds
saying they would be more likely to
make a purchase after watching a
video advert compared to 12% of
45-54 year olds, 13% of 55-64 year
olds and just 6% of over 65s.

23%

14% 12% 11%
I WOULD BE MORE LIKELY

TO MAKE A PURCHASE
IF I WATCHED A VIDEO

AD THAT WAS INFORMATIVE
AND TO THE POINT

I HAVE MADE A PURCHASE
BEFORE BECAUSE I
SAW AN ADVERT

I WOULD BE MORE LIKELY
TO MAKE A PURCHASE
IF I WATCHED A VIDEO
AD THAT MADE ME FEEL

NOSTALGIC

I WOULD BE MORE LIKELY
TO MAKE A PURCHASE
IF I WATCHED A VIDEO
AD THAT TOLD A STORY

Only 8% of consumers like video ads that have
a celebrity they like in them and only 3% of consumers
would be more likely to buy a product or service after
watching a video with a celebrity in it.

WHAT TYPE OF VIDEO CONTENT IS MOST LIKELY
TO LEAD TO A PURCHASE?

20% of 18-24 year olds say
they are more likely to make
a purchase after watching a
video advert compared to 12%
of 45-54 year olds, 13% of 55-64
year olds and 6% of over 65s.
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Developing brand loyalty
through video. Conclusion.
Video content could
be most effective in
building brand loyalty,
according to this survey.

59% of consumers said
they either might, or
definitely would, be
more loyal to a brand
that created a video
ad they liked.

This number rises significantly
to 80% among 18-24 year olds,
who rate video content as
a main driver for developing
brand loyalty.

Young people in particular
are more likely to be loyal

to brands that create
video content they like.

More than a quarter (26%)
said they would be more
loyal to a brand with video
content they liked, with 22%
of 25-34 year olds claiming
the same.

Even among older consumers,
high quality video content
could build brand loyalty
with almost a quarter of
45-64 year olds saying they
might be more loyal to
brands that create good
videos.

18 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 +

Video advertising remains one of
the most effective and popular
kinds of marketing, and a shift to
online viewing is creating even
more potential for brands, this
research found.

But marketers still have some
work to do before video content
becomes a widely used and
accepted media on some
platforms, like social media.

With digital outlets like YouTube
now proving more popular than
traditional television for video
content, marketers have more
opportunities to create engaging
material, and have more platforms
to display them.

This research has highlighted the
importance of developing a clear
objective before embarking on a
video marketing campaign, as
consumers have revealed a gap
between the kind of videos they
prefer to watch and share, and
those that are more likely to
convince them to make a
purchase.

Businesses looking to video
content to promote brand loyalty
will have more success if they
produce engaging content with
a story, character or topic that
they care about or makes them
feel nostalgic

But brands looking to use video as a
means of promoting purchases will

have to look at a different strategy,
with consumers showing a much
greater preference to content that
is informative and to the point if they
are to be encouraged to part with
their money.

And the report has highlighted that
this is not a generational gap, with
younger and older audiences both
sharing a preference for this type of
content.

WOULD YOU BE LOYAL TO A BRAND

THAT PRODUCED VIDEO CONTENT YOU LIKED?

Consumers have revealed
a gap between the kind
of videos they prefer to
watch and share, and
those that are more likely to
convince them to make a
purchase.

The revolution of advertising towards
digital platforms may now have hit
the point of no return, and it is clear
that brands have the potential to use
video content to build a reputation
among consumers, and boost their
bottom line, but it remains vital that
brands have a clear strategy and
goal in mind as consumers continue
to adapt to the new norm.

YES NO MAYBE

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%



CONTACT US

www.groundbreakproductions.co.uk

0161 962 5455

info@groundbreakproductions.co.uk

For more information about
Groundbreak please visit;
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Manchester

0208 234 6770 
London
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