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M E T H O D O L O G Y

In June 2019, Pixability’s research team 
conducted a study of 59 respondents from 
independent and Big 6 ad agencies across 
the U.S. The survey was delivered using 
Jebbit which made for a smoother respondent 
experience. The following report details 
results of the survey.
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Survey Base: 59 Respondents

Qualifications: Involved in Running Video Ad 
Campaigns for Clients

Company Type: Big 6 and Independent 
Ad Agencies in the U.S.



©2019 Pixability YouTube | Facebook | Instagram | CTV

P E R C E N T  O F  C L I E N T  D I G I T A L  A D  B U D G E T S  T H A T  A R E  U S E D  F O R  V I D E O :
R O U G H LY  1 / 3  O F  O V E R A L L  B U D G E T S
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63%
of agency respondents say their client budgets 
for video represent between 10%-39% of their 
overall digital budget, with an average video 
budget representing 34% of the digital ad budget.

Question
Thinking of the ad budgets for your clients, what 
percent of their 2019 advertising budget on 
average would you estimate will be spent on digital 
video advertising (on platforms like YouTube, 
Facebook, Instagram, Connected TV and others)?
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C H A N G E  I N  V I D E O  A D  B U D G E T S  I N  2 0 2 0 :
M O S T  W I L L  I N C R E A S E  A N D  N O N E  E X P E C T  T O  D E C R E A S E
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85%
of agency respondents say their client 
budgets for video will increase in 2020 with 
none expecting to see a decrease.

Question
How do you estimate the video advertising budgets 
for your clients will change from 2019 to 2020?
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W H E R E  T H E  A G E N C I E S  A R E  R U N N I N G  V I D E O  C A M P A I G N S :
FA C E B O O K ,  Y O U T U B E ,  &  I N S TA G R A M  S T I L L  L E A D  T H E  PA C K
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90%
of agency respondents are using Facebook, 
with 88% using YouTube and Instagram each.

Question
Where does your agency run video ad campaigns 
for clients?

85%
are running on at least one CTV platform 
(Hulu, Roku, or Amazon Fire).
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W H E R E  T H E  A G E N C I E S  A R E  R U N N I N G  V I D E O  C A M P A I G N S :
A G E N C I E S  A R E  R U N N I N G  C T V  W I T H  Y O U T U B E  A N D  FA C E B O O K
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89%
agency respondents are running YouTube 
with CTV

Question
Where does your agency run video ad campaigns 
for clients?

85%
of agency respondents are running 
Facebook with CTV
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W H E R E  T H E  A G E N C I E S  A R E  R U N N I N G  V I D E O  C A M P A I G N S :
B I G  6  A G E N C I E S  A R E  M O R E  L I K E LY  T O  B E  R U N N I N G  C T V  F O R  C L I E N T S
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89%
of Big 6  agency respondents are running 
CTV campaigns for their clients vs.

Question
Where does your agency run video ad campaigns 
for clients?

71%
of Independent agency respondents
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P L A N N I N G  T O O L  F O R  V I D E O  S P E N D  O N  Y O U T U B E  &  F A C E B O O K :
A L M O S T  A L L  R E S P O N D E N T S  N E E D  S U C H  A  T O O L
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78%
of agency respondents say they would find a 
planning tool for YouTube and Facebook 
valuable or very valuable.

Question
How valuable would it be for you to have an online 
planning tool that showed you how well YouTube 
and Facebook reaches your clients’ target video 
audience so you could plan how much spend to 
allocate to each for video campaigns?
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R E P O R T I N G  O F  V I D E O  C A M P A I G N  R E S U LT S  I N  A  U N I F I E D  W AY :
A G E N C I E S  A R E  S T I L L  D O I N G  I T  M A N U A L LY  I F  AT  A L L
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76%
of agency respondents either keep video ad 
results separate for each platform or have to 
manually put them together using excel or 
other tools.

Question
Do you have a central way of reporting results from 
video campaigns across the platforms you use 
(YouTube, Facebook etc.) or is it all reported 
separately?
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R E P O R T I N G  T O O L  F O R  V I D E O  A D S  O N  Y O U T U B E ,  F A C E B O O K  &  C T V :
AT  L E A S T  3 /4  O F  R E S P O N D E N T S  W O U L D  WA N T  S U C H  A  T O O L
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Question
How valuable would it be for you to have a unified 
reporting software that shows results for video ad 
campaigns run across YouTube, Facebook and 
Connected TV?

75%
of agency respondents say would find a 
unified reporting  tool for YouTube, 
Facebook & CTV  valuable or very valuable.
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