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What Do You Remember?
What’s the best ad you’ve ever seen? 
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THE CAMPAINGS THAT SHAPE CULTURE. 
THE STORIES PEOPLE QUOTE. 
THE BRANDS PEOPLE REMEMBER.

THEY’RE ALMOST ALWAYS VIDEO

It’s Almost Always 
Video
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Customers are watching 
before they’re searching.

of customers say watching a 
video directly influenced a 

purchase decision

82%

63%

51%

88%

They're deciding before they're 
clicking. Video has moved from a 
media line item to the primary way 
people discover, evaluate, and 
choose brands. 
  
The moment a consumer sees your 
brand on their TV, their phone, their 
laptop — that's the customer 
journey. Miss that moment and 
you're playing catch-up.

Sources: Wyzowl 2026, HubSpot 2026, Vidico 2026 

Living

Looking

Buying
DISCOVER

EVALUATE

CHOOSE

The Customer Journey 
Has Changed
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Of people prefer video over any 
other format when learning 
about a product or service

of consumers rely on video 
content to make informed 

purchase decisions

more time spent on websites 
that include video



It’s Not a Brand Play. 
It’s a Full-Funnel Engine.

Living —>  Awareness
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CTV / OTT: premium streaming across all major platforms 
Video Pre-roll: in-stream before content on any platform 
Social video: short-form awareness (Meta, TikTok, Reels) 
YouTube: skippable and non-skippable in-stream 
Programmatic video: open web publisher inventory

The oldest objection in video: ”that's just awareness 
spend,” is no longer true. Modern video formats are 
built for every stage of the purchase journey. From a 
30-second CTV spot that introduces a brand to a 6-
second pre-roll that seals a decision, video now works 
harder at every stage than any other digital channel.

Looking —>  consideration
Demand Gen: cross-channel discovery and retargeting with video 
Video in-feed: YouTube, Meta, TikTok native placements 
Short-form video: high-attention consideration content 
Creator partnerships: trusted third-party advocacy

buying —>  decision
Non-skippable pre-roll: decisive 15-second messaging 
Demand Gen with product feeds: video + direct purchase path 
CTV with QR codes / shoppable overlays: couch to cart 
Video retargeting: closing the loop on warm audiences
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Video Advertising Is Growing 
Faster Than Any Other Channel

Projected global video ad spend in 2026 
— up from $140B in 2025

$236B

Of marketers say video 
delivers strong roi

82%

The market has already decided. Every major brand is increasing 
video investment. The question isn't whether to invest in video — 

it's how to do it more intelligently than your competitors.

Of all U.S. television viewing 
time is now streaming

47.5%

(Nielsen, Dec 2025 — highest ever recorded)

Of video marketers say video has 
directly helped generate leads

85%
Say video directly 

increased sales

83%

Sources: Demandsage 2026, Nielsen The Gauge Dec 2025, Wyzowl 2026, HubSpot 2026 

MAX CONNECT DIGITAL  |  VIDEO STRATEGY  |  The Case For Video 

M
C



Streaming Is Now 
Bigger Than Cable

CTV viewers in the U.S. in 2026 
(eMarketer)243.6m
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Connected TV reaches people 
on the biggest screen in the 
house without the waste of 
traditional linear TV.

Of U.S. households own at least one 
internet-connected tv device89.5%

Video completion rates on CTV vs. 
20-40% on social platforms90-98%

Projected U.S. CTV ad spend 
in 2026 — growing 14% yoy$38B

Lift in brand awareness from 
CTV campaigns (Comscore)25%

Of consumers have cancelled 
cable because of streaming47%

Sources: eMarketer 2026, Comscore, Stackadapt, MNTN, Innovid 2025 CTV Report

The Findings:

Precise targeting. Near-unskippable in most 
placements. Measured in real time. Available across 
every major streaming platform, not just one.

M
C



Completion rates — audiences finish 
what they started on streaming

90-98%
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Household-level targeting with ip-
based precision — no demo guessing

Cross-device attribution — tv exposure 
tracked to mobile/desktop conversion

Interactive ctv: QR codes, shoppable overlays 
— 49% brand recall (Roku/Ipsos 2026)

Programmatic access via the trade 
desk, DV360, openx, and dsp partners

Why it works:

Streaming Is Now Bigger Than Cable
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View-through rate for pre-roll 
vs. 39% for mid-roll61%
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Pre-roll video plays before the content your 
audience actually came to watch. That's not an 
interruption — it's an insertion into a moment of 
active, leaned-in attention. Done right, it's the 
highest-attention placement in digital advertising. 
  
And it's not just YouTube. Pre-roll runs across news 
sites, sports streaming, entertainment networks, 
podcast video, and the entire programmatic open 
web — anywhere someone hits play.

Better brand recall vs. 
display advertising71%

Completion rate for 15-second 
pre-roll ads72%

Less likely to feel interruptive 
vs. other digital ad formats3.5x

Higher recall when brand 
appears in the first 3 seconds1.23x

Sources: MNTN 2025, Zebracat 2025, Strategus 2025, IAB

The Findings:

The Most Attention 
You’ll Ever Buy In 
Digital Media
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Programmatic open web — news, sports, 
entertainment, lifestyle publishers

Where it runs (not limited to YouTube):

The Most Attention 
You’ll Ever Buy In 
Digital Media

15 seconds max — viewer attention is 
highest; brand in first 3 seconds
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Pair with ctv for full-funnel video — 
ctv builds awareness, pre-roll closes

Layer with search retargeting — pre-
roll viewers are significantly more 
likely to search your brand afterward

Less likely to feel interruptive 
vs. other digital ad formats

Higher recall when brand 
appears in the first 3 seconds

The strategy:

Streaming platforms — Hulu, Peacock, 
Paramount+, with pre-roll inventory

YouTube in-stream (skippable and non-
skippable) — one of many channels

Social Video — Meta, Tiktok, Snapchat, Pinterest

Sports Streaming — live and on-demand sports content

Podcast video — pre-roll before video podcast content
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View-through rate for pre-roll 
vs. 39% for mid-roll68%
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Unlike CTV and pre-roll — which run across the open 
web — Demand Gen is a Google-specific campaign 
type. It's built to capture audiences who are in a 
discovery mindset before they know what to search for, 
and move them toward intent and action. It combines 
video with image and feed-based creative across 
YouTube, Discover, Gmail, and Google's display network. 
  

Think of it as the bridge between brand 
video and performance conversion.

Better brand recall vs. 
display advertising+10%

Higher ROAS when Amazon sales are 
included in attribution  
(fospha, 127 retail brands)

+46%

Higher sales effectiveness 
vs. static social ads (Kantar)

+12%

When demand gen exceeds 8% of 
total digital budget

5% Lower 
CPA

The Findings:

More conversions when product 
feed is connected+33%

Average conversion lift with 
creator partnerships+20%

Demand Gen Is How 
Google Brings Video 
Into Performance
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Demand Gen Is How 
Google Brings Video 
Into Performance
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Where it runs
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Demand Gen Is How Google 
Brings Video Into Performance
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Where it runs

DiscoverYouTube in-streamYouTube Shorts YouTube Feeds Gmail
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89% Of Purchase Journeys Include 
Google or YouTube. That’s Not a Platform 
Preference. That’s Market Reality.
We're not asking clients to shift budget based on a preference. The data from 
Google Marketing Live 2026, commissioned from TransUnion, Nielsen, and 
independent MMM providers, makes the case without us having to.
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Comparison Youtube Advantage Source

YouTube vs. All Other 
Media +40% ROAS TransUnion MMM Study, 

GML 2026

YouTube vs. Paid Social 2.3x Higher Long-term 
ROAS Nielsen MMM

YouTube vs. Linear TV 2x+ Higher Long-term 
ROAS Nielsen MMM

AI-Powered Video vs. 
Manual +17% ROAS Google Internal

Reach of u.s. adults90%
YouTube Scale:

Streaming platform - 
above Netflix, amazon, disney+

#1
Podcast platform (announced GML 2026)#1
Search lift when a YouTube 
creator covers your brand13x
Purchase lift following YouTube 
creator partnership5x M

C



The Proof That 
Video Works ‘it's expensive," "we can't measure it," and "it's a brand play." 

All three are wrong. New measurement tools, from Google, 
from third-party MMM providers, and from MCD's Kudos 
platform, now make video's contribution to revenue impossible 
to ignore.
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Qualified Future 
Conversions (QFC):
• Measures ROAS across a 6-

month post-exposure window 
— not just the click 

• Captures the full purchase 
cycle, not last-click 
attribution 

• Shows video’s contribution to 
purchases that happen weeks 
after ad exposure

Leading Indicators:
Attibuted Branded 
Searches (ABS):
• Measures increase in 

branded search volume 
driven by video exposure 

• Shows ABS recall turning 
into active search intent — 
video creating demand 

• Phil secured ABS access for 
all MCD clients at GML 
2026

Campaign Type 
Attribution:
• Shows video’s contribution 

across every stage of the 
funnel 

• 68% of Demand Gen 
conversions from users NOT 
previously exposed to search 

• Maps video investment to 
account-level revenue lift

Lagging Indicators:
Marketing Mix 
Modeling (MMM):
• Independent third-party 

validation of channel 
contribution to revenue 

• TransUnion MMM study: 
YouTube delivers +40% ROAS  
vs. all other media 

• “Google is pushing MMM 
because they’re confident they’ll 
win.” — Phil Case, GML 2026

Three objections kill video 
budget conversations
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The industry thinks media mix and targeting are the 
primary levers of performance. The data says 
otherwise. Creative quality and relevance account 
for 49% of campaign ROI — nearly half. That's the 
lever most agencies aren't pulling hard enough.
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Creative quality and relevance49%
Roi driver breakdown:

Media mix and targeting30%
Brand strength21%

Most Agencies Optimize 
The Media. The Best Ones 
Optimize The Creative.

M
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Most Agencies Optimize 
The Media. The Best Ones 
Optimize The Creative.
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• 5+ creative variations significantly outperform 1-2 
variations — test aggressively 

• Image-to-Video AI: Generate 5-10 second video ads from 
existing product photos — zero production cost to start 

• Creator partnerships in Demand Gen: +20% average 
conversion lift vs. brand-only creative 

• Product feeds connected to Demand Generation: +33% 
higher conversions 

• Brand in the first 3 seconds: 1.23x higher recall rate

What this means for video:

MCD's Kudos platform tracks creative 
performance across all client accounts in real 
time. We see which video formats, lengths, and 
messages are driving results — and optimize 
before budget is wasted. That's the difference 
between running video and running video strategy. 

Mcd’s creative advantage
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LIVING

We Don’t Sell Video Products. 
We Build Video Strategies.

Awareness

Video is not a budget line item. It is a competitive moat. Brands that own video 
now own the consumer journey, and that ownership compounds over time. Every 

impression today is a retargeting audience for tomorrow.

LOOKING
Consideration

BUYING
Decision

Every client engagement 
starts with mapping their 
customer journey across 
three phases — then 
deploying the right video 
format at each stage, with 
measurement running end-
to-end through Kudos. The 
goal isn't impressions. It's 
market share.

• Goal: Reach new 
audiences before they 
know they need you 

• Formats: CTV/OTT (all 
major streaming), Video 
Pre-roll, YouTube TV, 
Shorts, Creator 
Partnerships 

• Measurement Brand lift, 
ABS (Attributed Branded 
Searches), reach & 
frequency

• Goal: Convert awareness 
into active interest and 
brand preference 

• Formats: Demand Gen 
retargeting, Video in-feed, 
Short-form video, Ask 
YouTube (AI search — new) 

• Measurement: Site traffic 
lift, branded search volume 
increase, QFC (leading 
indicator)

• Goal: Close the audience 
that the video has already 
warmed up 

• Formats: Non-skippable 
pre-roll (15s), Demand Gen 
+ product feeds, Universal 
Cart/Direct Checkout (new 
at GML), CTV with QR 
codes 

• Measurement: ROAS via 
QFC, Account-level 
revenue lift, Campaign 
Type Attribution

MAX CONNECT DIGITAL  |  VIDEO STRATEGY  |  MCD’s Approach 

M
C



Every Major Traffic Metric 
Turned Upward After Video 
Investment Increased
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A healthcare brand needed scalable 
awareness and sustainable growth. 
They had a strong search presence but 
had plateaued. The question: where to 
find new audiences and new growth.

The challenge:

Scaled YouTube and CTV investment beginning 
July 2026. Built a full-funnel video approach; 
CTV for broad awareness. YouTube in-stream for 
consideration, Demand Gen for conversion.

The strategy:

Volume: 4m-6.3m impressions per month

M
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Every Major Traffic Metric 
Turned Upward After Video 
Investment Increased

The results:
Overall traffic growth33%
Direct traffic growth; branded search and direct navigation47%
Organic social growth4-5x
Total video impressions94.4M

Video didn't just drive video metrics. It lifted every channel. Direct traffic grew because 
brand awareness grew. Organic social grew because video content created shareable 
moments. This is what full-funnel video does; it raises the floor for everything else. 

The lesson:

Average cost per conversion$8.42
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