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Unruly Trends and Predictions For 2016
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In 2015, marketers thoughts turned to ad blocking while consumers cooed over warm and fuzzy ads. Want
to know what to expect from video advertising in 2016? Read Unruly’ s 2016 Predictions below.
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1. It’ s Gloves Off for a Quadrennial Year!

With the Summer Olympics, US Presidential elections and the UEFA European Footbal| Championships, 2016
promises to be a competitive year. And with these events expected to fuel a 5.6% increase in global ad
spend, rivalries won’ t just surface on track and field. This summer’ s Rio Games has the potential to
be the biggest digital Olympics yet, delivering ads designed to inspire and amaze...and win our hearts
and minds. The Euros will also deliver action—-packed spots from some big names, including a renewal of
hostilities between age-old foes Nike and adidas, while we can expect a super—charged election cycle
in the US, with predicted ad spend of $1bn powering campaigns for a controversial cast of candidates
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2. Adland follows Hollywood Into Battle

Where cinema leads, advertising follows. From Suicide Squad to (believe it or not) Pride and Prejudice
and Zombies, consumers are faced with war flicks, special ops storylines, and apocalyptic blockbusters
at the box office in 2016. Brands are likely to leap on the trend — with POW, WOW KABOOM! — high—octane
emotions coming to the fore. This is very different to 2015, where, according to Unruly ShareRank findings,
happiness, warmth and hilarity got us sharing. To defuse the tension, we expect to see a strong seam
of satire and black humor running through Adland in 2016.
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3. Self Improvement Videos Make Us--- Harder, Better, Faster, STRONGER

72 million wearable devices were purchased globally in 2015, which represents a 173% growth from 2014
figures. As the notion of “the quantified self” takes hold, consumers are tracking their behaviors
by monitoring their spending patterns, setting fitness goals and increasing their level of productivity.
Self-improvement apps al low consumers to simplify their goals into smal ler, more achievable steps. Brands
are creating content with this inmind in 2016 — from banks offer ing budget trackers to brands like FitBit
creating content around activity trackers
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4. Vertical Video Booms For Brands

Thanks to native mobile video platforms such as Snapchat, Periscope and Meerkat, 29% of video ads are
now viewed vertical ly and vertical video ads drive up to nine times more completed views than horizontal
video ads. However, just 8% of marketing budgets are currently spent onmobile, while 44% of video views
occur on mobile devices. Instead of trying to change user behavior, smart marketers now realize that
vertical, mobile-friendly vertical videos will help them to connect more authentically, intimately and
effectively with mobile audiences

4 T RIENE J—LDEIE

Snapchat, Periscope, Meerkat L EDRA T4 T - ENAIW - ETHA TSV b T+—LDOHEIE T, HEEBRTA
THEHENZRIZEELTWEYT, ChIZIXEBELAHDYET, 2 THEEELEE. IIRFELESELELERTES
FEENIFEIEL. BFERAT2%0HELEN 2 TETHREINATWSINDTY, £z Y= T4 VT FED
SUMENAIVNZETENT NS —AT, MWDOEEBENENSIILERTRESATOET, Bhiz-v—45 4 —45
XZZT,. A—Y—DFFEERALSETIDTHL, FTEHOENMILILY R —LBHEZFEZ X, E/NA
NaA—H—L K YHEE, HE. D OURMICENLIENTETDHIELMNSTLLS,

5. VR Becomes Real ity For Brands Looking To Break New Ground with Immersive Experiences

In 2016, more brands begin exploring VR as a storytelling platform for creating new and immersive viewer
experiences. And for good reason! Consumer spending on VR hardware and software could reach $21.8 billion
by 2020. Wearing a virtual reality headset, viewers can stream immersive videos and take control of a
360 degree video environment. Brands such as Volvo, The North Face, Lowe’ s, Marriott Hotels, and Patron
are already giving consumers the opportunity to explore inside video content through VR platforms and
in 2016 many more will follow! Continuing with the theme of immersion, we’ || see 360 videos and mobile
apps such as Google’ s Spotlight Movies taking hold as well, affording opportunities for more immersive,
user—control led storytelling practices
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6. Audio is The Talking Point For Creatives

According to Unruly’ s Future Video Survey, 80.4% of consumers mute video ads. Smart marketers are
exploring strategies that can tell their story and engage viewers with or without sound on. As mobile
video consumption continues to balloon, companies such as Vertical Networks are addressing short form
video for mobile. Brands experimenting with “sound off” content range from luxury fashion brand Burberry,
which uses the soundless format to showcase clothes, to Ben & Jerry’ s, which uses close-ups of ice cream
trapped in ice. Video makers are experimenting with closed captions to draw in viewers while audio ad
formats are perceived as a key growth opportunity as music—streaming and audio consumption continues
to grow.
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7. Emojitising Goes Mainstream — What’ s To Dislike?

As consumers look for new ways to express themselves, emojitising reigns supreme in 2016. In October
2015, Mark Zuckerberg, unveiled “Reactions,” a set of emojis that Facebook users can post to convey
feelings such as love, sadness and anger. CNN has already released a range of emojis for the US Presidential
election, so you can now show support for your favorite candidates by sharing their emojified face with
your networks. Dove offered a line of curly haired emojis and with the “Face with Tears of Joy” emoji
being Oxford Dictionary’ s Word of the Year in 2015, brands are making the most of the more nuanced
emotional lexicon that emojis bring to life. This is an example of the broader macro—trend towards a
more emotional marketing approach. Ads with empathy will win the battle for consumers’ hearts and minds
in 2016, and — done wel|l — emotional targeting and advertising will continue to drive video sharing and
real business results
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8. Strategic Alliances Are Forged To Combat The Duopoloy

Content partnerships, sales collaborations and potentially even data alliances are deployed by media
owners and ad tech vendors looking to take on the might of YouTube and Facebook and survive in an
increasingly competitive advertising ecosystem. Within agencies, we’ || see the dismantling of internal
silos and cross—functional teams working closer together, and HR leads will go into battle with the CFO
for bigger training budgets to boost digital skills. This creates lean, nimbler operations, designed
to yield results for advertisers and a healthier bottom |ine for innovative brands and agencies
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9. Messaging Apps Are The Next Frontier For Digital Video Marketing

Forrester research shows that today’ s consumers are spending over 85% of their time on their smartphones
using native applications. Facebook has been expanding aggressively intomessaging apps, acquiring What's
App and separating its own messaging app from the social network. But it's still a fragmented market,
with local players such as WeChat, and LINE dominant in Asia. As younger demographers favour narrowcast
sharing over broadcast, we’ || see messaging apps displacing social networks as the new watercooler. With
sporting events setting the scene in 2016. we can expect a resurgence of emotions which drive narrowcast
sharing — sexy ads and spots which disgust may make a comeback
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10. Growth in Ad-blocking Leads to a Rebalancing of The Ad Economy

One-third of Americans don’ t mind, and even like, ads that are about a product that interests them.
Yet that same population is using ad blockers in record numbers. What’ s the disconnect? Consumers are
inundated with so much interruptive, irrelevant, data-heavy content, that they’ ve turned to ad blockers
for respite. And publishers are hit hard as a result, with up to 27% of revenues being lost. Some
publishers are tooling up their ad tech to beat the ad blockers, with counter—-measures that include content
capping, content blocking, or serving ads through a CMS rather than a recognized ad-server. Plus there’ s
a rash of tech companies springing up to bypass ad blockers, but this technological arms race is surely
part of the problem not the solution. Consumers have had enough of interruptive ads and in 2016 advertisers
who want to re-connect with ad-avoiding audiences will create content that earns consumer attention and
deliver it in a way that engages — not enrages - the viewer.
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11. Agility Triumphs

Ninety percent of marketers believe that active testing and learning is the number one strategy for
responding effectively to disruptions. However, currently only 55 percent deploy agile marketing
processes. As the competition for people’ s attention is tougher than ever before, the battle for consumers’
hearts, minds and wallets is only going to get fiercer, and brands, agencies, ad tech companies and
publishers are going to have to do everything they can to make sure they are battle-ready. From creative
newsrooms and dynamic war rooms, through to real-time responses to Internet memes, we expect more brands
to adopt and scale agile marketing capabilities with a growth in adaptive content in response to zeitgeist
moments.

RREI— T4 0T TAEANERNT S

I—7 i —D 0%, HLIEREIAADARR FREIKE, BEMETR NEFFEEZTVWET, LAL. K
TERBLEI—5 T4 0770 RZEALTVWEAY =4Sy a—IE, hIH5LNTT, HEEDT7ToYavER
BODBMEIENDTHNIEHLVSHIZCH T, HEEDD. T L THHOREEOHLIIBIEO—&ZW
S2TWEYT, IS5V KR, LGEREE. ZRTFI0E, NJY vy rv—F, COBWVHEZLE-HICHPE &
EETLEFNEEL AL G>TVES, U IATA ET 4 BNDZ1—RXIL—LOEBISEND, RV b
ETHRATOTLBREADEEMIGET. COBKOARIDODIZESBESEDE NIV TUVEEDLIRL,
BI—T4U0T8EEEHD, TARITSURAEZEIETLELES,

12. Dazed and Gonfused? Simple Ads Offer Respite To Gonsumers Suffering From Future Shock

As consumers are inundated every day with new content, new media platforms, new technologies, new apps
new wearables, and new smart devices, the rapid pace of innovation can feel overwhelming — a condition
diagnosed and defined as “Future Shock.” With more people looking to escape the demands of “always
on” and seeking a return to simple pleasures, we’ || see brands respond by crafting simple stories and
homespun tales of friendship and ads that focus on craftsmanship. The threat of terrorismwill contribute
to the need for escapism. When Brussels was placed on Twitter lockdown in November 2015, how did Belgians
respond to the terrorist threat? By posting adorable pictures of Internet-favorite kittens, substituting
a narrative of fear for a stream of lolz — a simple response to the uncertainties and complexities of
life in 2016.
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