
Does 
Count?



But are 
they 
equally 
effective?

Marketers understand multiple ad 
lengths are required to align with 
the way video is viewed
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Randomization

Participants were randomly 

assigned to a platform/ad length 

and then screened (if needed) to 

ensure regular usage

Brand Lift

Final survey to measure 

traditional branding 

metrics

Experimental Design
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Recruited Participants

Recruitment from representative 

online panel across mobile and PC

Total n=7,772

Media Experience

Participants visited testing environment, 

where they watched video content as 

they typically would. Test or control ads 

served based on randomization

:15



Target 
Audiences of 
Participating 

Brands

Ages 16-49

Females, Ages 25+

Adults Ages 25-54

Parents

Devices

Mobile

Desktop /Laptop

Platforms

Snapchat

Video Aggregator

Full Episode Player (FEP)

Video Ad 
Lengths

:15 Second

:06 Second (Cut-
Down)

:06 Second (Custom 
Created)

Tested Scenarios
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1 Mid -Roll Ad

10 seconds into the content

:06

:15

:06 ɀCustom Ads
:06 ɀCut-down (from 15s) Ads

:15 Custom Ads ɀ
Skippable (after 6s)

Average content length05 : 00

Mobile Snapchat app

Average content length

:06

:15

:06 ɀCustom Ads
:06 ɀCut-down (from 15s) Ads

:15 Custom Ads ɀ
Skippable (after 6s)

2 Pre-Roll Ads

Prior to the content

05 : 00

Mobile + desktop popular video 
sharing platform

1 Test Ad + 8 Mid -Roll Ads in 3 Ad Pods

1 test ad in the first ad pod

:06

:15

:06 ɀCustom Ads

:15 Custom Ads ɀ
Non -Skippable

Average content length20 : 00

Mobile + desktop video platform with 
TV content 

Realistic Media Experiences
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MAJOR 
CPGBRAND

Brands
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7

ad lengths



What we 
know from the 
early days of 
short ads

1

2

3

:05 second ads effectively broke through 
and built awareness. Longer ads even 
more so

Only :15 and :30 second ads were 
effective at driving brand favorability and 
purchase intent

:15 second ads were the sweet spot of 
ad effectiveness

OUR 2015 RESEARCH* ON AD LENGTHS 
ACROSS MOBILE & PC SHOWED: 

Source: IPG Lab, YUME, Does Every Second Count?: 

Understanding New Video Ad Lengths
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+5%ҧ

+9%ҧ

+5%ҧ

+6%ҧ

+10%ҧ

+4%ҧ16%
Auto

Today we know 
ad length alone is 
not a predictor of 
ad efficacy

Delta (Exposed ɀControl)

06 ads can be just as 
persuasive as :15 ads

:06 second ads

:15 second ads

Search Intent Brand Preference Purchase Intent

9All Brands (All Platforms): :06 Control n=1,649, :06 Test (Custom Only) n=1,638; :15 Control=1,658, :15 Test n=1,663
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