Nearly 60%

Opt for Interaction & Complete Engagement

Goal

Marketers across all verticals are always looking to increase viewer
engagement and time spent with their brands in ways that provide
more value to their audiences. This can be attained by using video
formats that offer more choice to viewers, so they have more control
over what to explore.

Innovid Solution

Innovid worked in partnership with true[X], an independent unit of
21st Century Fox, to leverage choice-based ads that let viewers
choose between engaging with one interactive ad while watching
content, or instead watching multiple ads in the manner of a
traditional commercial break. These choice-based interactive ads
build upon the brand’s existing video and image assets to provide
viewers with a more immersive and memorable experience. To
complete a choice-ad, viewers must first choose the interactive
option, then spend a minimum amount of time within the ad, and have
any interaction within the ad.

Qutcome

An analysis of over 100 marketers across all verticals leveraging
choice-based ad units highlighted huge growth in viewer
engagement. Choice-based video campaigns yielded:

- Nearly 60% of viewers opted 151%
to interact and completed the 93%
engagement.
999 37%
- 2X the amount of time that l
viewers spent within the ad,
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1. Viewer chooses interactive video option

2. Viewer watches initial pre-roll video

3. Interactive slate & content appears

4. Viewer enters mobile # to purchase tickets
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