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The Digital Content Boom: 

In a new era of digital content creation, how will agencies and production 
companies keep up with the global trends in video advertising consumption?
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1.
 

The digital landscape is a turbulent one. Global content consumption is 

growing	 at	 a	 gradient	 steeper	 than	Everest	 and,	 unlike	 those	 climbing	

The Peak of Heaven, there are no signs we’ll be descending any time soon.

In 2011 we watched an average of 39 minutes of digital video every day. 

Last	year	that	figure	had	nearly	tripled	to	1h	55m	1.	This	paper	looks	at	the	

future	of	how	agencies	and	marketers	will	use	this	change	in	behaviour,	and	

crucially,	how	they	will	make	the	new	content	that	the	rise	in	consumption	

demands.

As we enter a new era, advertisers have already begun to address the 

change	in	consumption:	digital	marketing	spend	increased	to	$5.4	billion	

this year 2. 

Their	spending	typically	focuses	on	today’s	media	hubs:	YouTube,	Facebook	

and now Instagram. Digital has overrun traditional outlets with its mass 

of user generated content while the social platforms have transformed to 

host both user content and professionally produced adverts. As part of this 

transformation, social channels are re-inventing themselves to carry video. 

It’s	estimated	that	around	1	in	3	posts	seen	on	Facebook	are	video.

“We’re particularly pleased with our progress in video as we move 
towards a world where video is at the heart of all of our services.” 

Mark Zuckerberg - Facebook 2016 Q2 Report 3

INTRODUCTION

1. A NEW ERA IN DIGITAL CONTENT
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The	increase	in	smartphone	use	has	facilitated	the	growth	of	the	market.		

Previous limiting factors are gone - we have 4G wherever we roam; every 

iPhone	streams	faster,	we	carry	battery	packs	so	we	can	watch	longer.

The numbers are staggering. Such is the scale of this media boom, what we 

upload	in	30	days	totals	more	than	the	top	US	TV	Networks	have	created	

in 30 years 4. 

What	does	this	mean	for	agencies	and	marketers?	 It	means	opportunity:	

the global reach of viral video is an advertisers dream.

Combined with advances in Real Time Bidding and targeting methods, 

digital agencies can see their reach stretch to vast audiences provided they 

can	make	video	content	too.	More	advances	are	on	the	way;	software	 is	

being developed to host and optimise video as well as change how we 

interact with it.5

1.1 Industry challenges

However, this changed landscape isn’t all smooth, and it remains to be 

seen how the historic methods of production will cope with this increased 

demand for video content. To compound issues, it is not just demand that 

is changing. As discussed, consumer generated content is now uploaded 

in record amounts. Combined with the innovations on social media to 

integrate native ads, there is a need to produce a different and new type 

of content.

How agencies can adapt to a new era of online content.

Instagram and Snapchat ads are 30 seconds or less, and if the 
advertising industry wants to communicate on the consumers terms, 
then the communications must match the consumer’s perameters.6
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While	 advertisers	 are	 renowned	 for	 innovation	 and	 fresh	 thinking,	 the	

process of video production remains unchanged for decades. Costs are 

often	prohibitive	for	small	productions	and	projects	take	months	not	weeks	

to complete - a death blow to real-time reactive advertising. As a result, 

there are issues ahead and threats to advertisers are numerous.

How will you compete with the explosion of user-generated content? Those 

same devices that allow your audience to see video content also have high 

definition	cameras,	and	now	more	 than	ever	 it’s	 important	 to	be	able	 to	

cut	through	the	noise.	As	competition	to	do	that	rises,	so	do	pay-per-click	

costs; many advertisers will face tough decisions on their budgets. Should 

they spend on promotion or production?
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2.
However, there’s a problem. While promotional return on investment is easily 

calculated, it’s not as simple to see where your money goes in production. 

Digital advertising may have seen major recent developments, but the 

video	production	process	has	not.	The	structure	to	how	we	make	content	

hasn’t	changed	in	decades:	we	still	have	the	same	flows	and	processes,	and	

they’re	by	no	means	efficient.	

This	 inefficiency	 feeds	 into	 one	 of	 the	 biggest	 hurdles	 for	 many	 video	

productions:	 prohibitive	 cost.	 It’s	 well	 known	 that	 large	 numbers	 are	

commonplace	 in	 feature	film	as	well	 as	TV.	 Large	audiences	mean	 large	

budgets, and that’s not a problem.

The problem is that these large clients have dictated the model that 

production houses use, and as more diverse clients demand video content, 

this	working	model	becomes	more	and	more	inappropriate.

It’s	a	fair	question.	In	some	cases,	it’s	because	they	can.	The	film	industry	is	

rife with ancient practices. Relationships between agencies and production 

teams,	while	positive	in	some	lights,	result	in	a	lack	of	competition.	

While it’s extremely unfair to claim all production companies are affected, 

complacency	in	some	has	resulted	in	stagnant	workforces	and	the	shifting	

of	emphasis	from	quality	to	profit.	

While digital advertising has developed, the process by which 
production houses make content hasn’t changed in 50 years

THE PROCESS OF CONTENT CREATION:

2.1. Why are production houses charging so much?
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For	a	number,	there	has	been	no	choice.	Many	have	faced	huge	challenges	

to	stay	afloat	while	they’ve	been	either	undercut	by	in-house	teams.	Others	

have seen client brands become simply unable to afford a service that they 

perceive as a luxury and responses to these challenges have been varied.

No	 industry	 likes	 to	 admit	 that	 the	 good	 times	 are	 over	 -	 but	 though	

it’s	 unlikely	we’ll	 ever	 return	 to	 the	 pre-2008	 highs	 there	 is	 a	 resistance	

to change within the large production houses. Crucially, while agencies 

continue to use these companies, they’ll continue to use their outdated 

models. This leads in to the question, what are these models, and why are 

they	so	flawed?

2.2 Structure of a production house

While smaller production businesses are dynamically run by a centre of 

filmmakers	and	creatives,	the	largest	have	a	different	structure:

Heads of production, executive producers and development directors are 

the	core	of	the	business;	these	are	the	people	you’ll	meet	in	the	offices.	

While they are often very experienced and justify a high fee, they’re not 

who’s	on	set	making	the	film.	While	you	may	imagine	a	production	company	

to contain production teams, that not what happens. Instead, their wage 

spend is focused on client relations.
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Without this, they can’t manage a large client base, and in busier times they 

end	up	turning	work	away,	damaging	relations	further.	However,	they	still	

need to create content, and a big production team means a big wage - so 

the model they have to adopt is two-tiered.

Upper sized production houses use freelancers; the second layer. Pulled 

in	on	a	per-project	basis,	directors,	kit	and	crew	are	all	contracted	in,	and	

invoiced for. Compared to in-house staff, their day rates are higher, but for 

the company, there’s no choice. Creatively this is a bonus too: with the ability 

to	take	on	specialised	staff	for	each	project,	they	can	take	on	any	brief.

This	may	sound	an	efficient	model,	and	aside	from	the	time	delays	from	

sourcing	staff,	it	makes	total	sense	to	the	production	companies.	There’s	no	

need	for	them	to	take	a	risk	on	a	salaried	staff	when	the	client	will	pay	the	

bill for the increased rates of a freelancer.

However, the process of hiring an entire team of freelancers is frustratingly 

slow.	A	production	company	has	to	go	through	their	black	book	of	contacts	

every time they get a project, and this comes with restrictions. Your best 

contacts	might	be	double-booked	by	a	competitor	-	resulting	in	massive	

quality variations, or worse, a project might have to be delayed while you 

wait for them to become available.
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The	bulk	of	costs	are	then	included	in	these	freelance	invoices	and	fees	are	free	

to	be	directed	in	to	the	business.	However,	with	the	focus	on	keeping	clients	

through relationships and contact, more money is spent on client facing roles 

like	New	Business,	with	less	and	less	for	skeleton	creative	teams.	

An	 attractive	 office	 becomes	 more	 important	 than	 a	 groundbreaking	 set:	

monthly	rents	average	at	£92	per	square	foot	in	a	typical	London	office.

Does the blame fall on agencies account directors for not identifying this? 

Perhaps not. Film production is complex: agencies and brands need to feel 

they	can	trust	their	content	producers	with	their	ideas.	Previously,	a	big	office	

in the city convinced clients that your company was serious and experienced.

For many howevever, that’s no longer nessesary. In an age where conference 

calls and digital portfolios are commonplace, companies with big physical 

overheads are lagging behind: to progress as an industry, a more modern 

approach is needed.

Many	 production	 companies	 are	 on	 that	 path:	 an	 online	 presence	 is	 now	

vital to the smaller, more nimble creatives. But while there are some forward-

thinking	production	outfits,	 in	 the	 landscape	of	digital	video	the	traditional	

workflows	are	just	not	flexible	enough.	

While	 the	 structure	copes	with	big,	bulky	media	productions	 like	films	and	

TV series, there is nothing in place to deal with the dynamic digital content 

demanded	by	the	audience	of	today.	Minute	long	explainer	videos	and	native	

ads	are	in	massive	demand,	but	businesses	are	baulking	at	the	quotes	the	old	

system is demanding.

A	combination	of	significant	overheads	and	expensive	freelancers	are	putting	

professional, but medium-budget content out of the reach of brands at a time 

when they need video most.

With the biggest production companies inhabiting colossal offices, 
annual rent costs run into the millions - who foots the bill? The client.

2.3 Overheads
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3. AGENCY COPING STRATEGIES 

Despite the problems, agencies are not giving up. The industry is coping using 

a number of new methods and practises.

A huge trend in the last decade has been the blurring of lines between producers, 

agencies	 and	brands.	 Big	 brands	 like	BMW,	 Starbucks	 and	Unilever	 now	use	

huge in-house creative teams, while some advertising agencies equally hire their 

own production staff. 

3.1 Hiring in-house

At	 a	 cursory	 glance,	 it	 makes	 sense:	 no	 cross-company	 blockages	 or	 long	

meetings, reduced costs and total control over the entire process. However, 

while this solves a problem at face value, it creates others.

As any agency will tell you, every project is unique, and if you’re using a permanent 

in-house	production	team,	that	is	going	to	create	an	issue:	like	all	professionals,	

your	team	will	have	strengths	and	weakness.	

“There’s no guarantee [a] director will allow themselves to be loaned out 
to an in-house agency unit. That will affect their reputation and standing 
in the creative community” 7 - Patrick Murphy, Founder MCA
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When using outhouse teams, clients shop around for the team that are the 

best	fit	for	their	brief,	but	with	pressure	to	utilise	the	in-house	staff,	briefs	

become tailored to suit facilities instead. As briefs become more restricted, 

predictable	creativity	is	stifled	-	and	that’s	whether	you’ve	found	top	staff	in	

the	first	place.	

Where, previously, creative differences would mean a visit to a competitor, in-

house teams have to be humoured. It’s not just an issue from the advertiser’s 

perspective: many producers enjoy a variation of projects, resulting in many  

talented	producers	refusing	to	take	in-house	positions,	and	those	that	do,	

suffering from boredom.

To avoid this many other agencies simply outsource their content creation, 

but to channels other than production houses. Of these channels, many are 

available	online.	Hubs	like	Fiverr	and	Upwork	allow	an	extensive	overview	

of	creative	freelancers.	Upwork	alone	has	almost	70,000	members.	The	sites	

host	portfolio	examples	and	previous	employers	 reviews	and	feedback	to	

increase trust.

However, while there are many options at extremely low rates, the range of 

quality	does	not	suit	clients	looking	for	polished	and	professional	work.	A	

clear majority of the freelancers using the sites are also based in low living 

cost	areas	like	Bangladesh	and	South	America.	While	perhaps	suited	to	work	

like	graphic	design	or	content	writing,	the	trust	and	expertise	required	for	

a production team is just not available; that agencies have had to resort 

to	 using	 under-skilled	 workers	 is	 a	 damning	 testament	 to	 the	 industry’s	

predicament.

3.2. Outsourcing online?

“Cheap film technology has never looked better. However when it comes to the real 
objective of advertising - to tell stories, deliver messages and change people’s minds - 
this gap is wider now than it ever was” 8 - Steve Davis, Chief Executive, APA
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Other	film	oriented	platforms	offer	hope.	Vimeo	is	full	of	showreels	from	

talented directors, editors and animators. However, no agency has the time 

or	hours	to	search	through	the	weeks	of	footage	that	Vimeo	hosts:	for	every	

top director, there are sure to be ten times the number of cat videos. 

Another interesting option is Tongal - built around a competition process, 

it allows brands to pitch their idea to the Tongal community, and receive 

project	 proposal	 in	 return.	With	 specific	 time	 deadlines,	 in	 theory,	 it’s	 a	

great concept. However, the competition structure means the very best 

directors	will	never	risk	their	time	on	a	proposal	they	may	not	get	paid	for.
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4.A NEW FUTURE – A NEW WAY, 
THE PLATFORM ERA

It’s no longer a secret: the production process needs change, and it is trying 

to	change.	It	 is	waiting	on	the	edge	of	a	revolution,	and	it	 is	likely	that	this	

revolution will follow the paths cut by other sectors.

Film	 is	 not	 the	 first	 industry	 to	 lag	 on	 slow,	 unscalable	 models,	 and	 the	

transformations of those other industries reforms have been well documented: 

Uber’s rise and revolution of the taxi service has completely changed how we 

travel, and Airbnb turned the stale and cumbersome hotel / rental model onto 

its	head.	Will	we	see	something	similar	with	film?

4.1 Consumer / Creator relationship

Crucial to these platforms is their self-serving nature: Uber drivers get paid, 

Uber users get a cheap and convenient service. Airbnb landlords get an extra 

income	 stream,	while	 holidaymakers	 have	 access	 to	 a	whole	 new	world	of	

locations. These platforms have done more than just facilitate connections: 

they’ve	 initiated	 a	 positive	 change	 to	 society,	 increasing	 efficiency,	 and	

breaking	down	old	barriers.

Can	film	go	through	a	similar	process?	For	a	platfrom	to	do	so,	it	must	provide	

a service to both clients and creators, while also managing the complexities to 

provide a smooth experience for its users.

At	Movidiam,	that	is	core	to	what	we’ve	set	out	to	achieve.	With	experience	in	

producing,	we	know	what	production	companies	can	and	can’t	do,	as	well	as	

their	strengths	and	weaknesses:	our	founders	ran	a	creative	agency	for	12	years	

working	on	campaigns	 for	brands	 like	Samsung	&	Google.	We	 recognised	

there	needed	to	be	an	easier	way	for	brands	&	agencies	to	produce	world-

class content.

Uber changed how we travel, and Airbnb turned the hotel model 
on its head. Will we see something similar with film?
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4.2 The future of video creation

There	is	a	future	of	video	content	where	agencies	can	take	their	concepts	

straight	to	quality	filmmakers,	without	the	crippling	overheads,	and	without	

the sluggish management. A future where top content creators can spend 

their	time	working	on	the	high-value	projects	they	want	to	take	on,	while	

their portfolios are available to browse for their next job.

We’ve	 reached	 that	 future	now.	The	Movidiam	network	has	over	12,000	

verified	directors,	animators	and	production	companies,	while	the	platform	

has the staff and project management software to oversee and produce 

high-quality	 briefs.	 Because	 of	 the	 size	 of	 the	 network,	 none	 of	 the	

traditional	blocks	apply:	 a	global	network	means	 there	are	professionals	

in	178	different	countries,	as	well	as	a	huge	range	of	expertise,	from	stop	

motion animators to high altitude drones.

The world of high-quality video and digital content creation is 
opening up to agencies in a totally new way.
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At Movidiam’s heart is the most comprehensive, professional global network of talent in the 
video production industries. M-Studio is a service built specifically for brands, agencies and 
production companies looking for a more efficient way to create world-class content.

We work with over 15,000 trusted & verified producers and production companies from the 
Movidiam Network to deliver your project. 

  Inside, we’ll share:

   1.  Our proven process for creating world-class content

   2.  Case studies from ambitious agencies and clients

   3.  More about our expert team and pricing structure

Download our introduction guide to M-Studio

Want more from Movidiam? 

http://resources.movidiam.com/m-studio-explainer-pack
http://resources.movidiam.com/m-studio-explainer-pack
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