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THE GLOBAL GUIDE TO WHAT WORKS

DECONSTRUCTING BRANDED CONTENT
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Video viewing is shifting to digital, 
especially among millennials
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% OF PEOPLE WHO HAVE WATCHED ONLINE VIDEO WITHIN PAST 6 MONTHS

*Source: WAVE; UM Global Survey 3
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Brands are following suit and building content to tell their stories
EXPECTED CHANGE IN CONTENT MARKETING BUDGET
According to Business Professionals in Denmark

*Source: www.eMarketer.com; Brand Movers, ñContent Marketing i Danmark 2015ò in conjunction with Huset Markedsforing, March 26, 2015
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The intersection of video and data gives 
advertisers the opportunity to create stories 
that are relevant, and in fact, create multiple 
sequential stories that address different 
segments. One would almost argue that the 
investment in content should be as much as, if 
not more, than the investment in 
programmatic media dollars.

5PHOTO: ExchangeWire.com

Arun Kumar
GLOBAL PRESIDENT, CADREON

Why the trend
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But, what is branded 
ŎƻƴǘŜƴǘΧŜȄŀŎǘƭȅΚ
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OUR DEFINITION:

Branded Content (noun):

Content that lives on its own, produced by and for the 
brand, as opposed to content produced by someone else 
that the brand affixes itself to.
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Rather than asking marketers, we surveyed 
14,780 consumersglobally to learn what 

branded content is, what they think about 
it, and determine how effective it is.

8
© 2015 IPG Media Lab. Proprietary & Confidential



9
© 2015 IPG Media Lab. Proprietary & Confidential

9
© 2015 IPG Media Lab. Proprietary & Confidential

We sought to answer these questions:

What CONSUMERS think about branded content?

How is branded content perceived differently in different parts 
of the world?

And, how does that translate into BRANDING EFFECTIVENESS?
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RECRUITED
PARTICIPANTS

In 10 countries from 
representative

online panel (n=14,780)

1

2

GATHERED 
DEMOGRAPHICS

Methodology

3

CONTENT/BRAND 
INTERESTS

Matched to 1 of 5  test brands in 
country based on  content 

interests
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Methodology

3

CONTENT/BRAND 
INTERESTS

Matched to 1 of 5  test brands in 
country based on  content 

interests
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SURVEYED 

PARTICIPANTS

Brand Metrics

Message Perceptions

Brand Perceptions

VideoPerceptions
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RANDOMLY ASSIGNED TO TEST CELL
�ƒ Video hosted on mocked-up YouTube Page

�ƒ Videos and brands vary by country

BRANDED CONTENT 

STANDARD VIDEO AD

CONTROL
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