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v\ WHAT IS THE 2025 STATE OF

} Q ~  VIDEO TECHNOLOGY REPORT?

This is an annual study conducted by Atomik
Research and commissioned by Idomoo, surveying
a representative sample of over 2,000 consumers
in the U.S. and the U.K. about their preferences
relating to how brands communicate with them,
particularly when it comes to video.

This year’s report also includes an additional
500+ business owners for a more detailed look at
business video needs.

ners expect more video, and they demand

rom video.

As in previous years of this study, the vast majority of consumers want more video content from brands.
They also value pushing the boundaries of video innovation, which now includes Al video. This is especially
true when it comes to the most desirable customer demographics.

In 2025, 78% of consumers want brands that
communicate with them to use video more. This is
despite the fact that most businesses (89%) say
they already use video as a marketing tool.

Clearly, there’s a gap between how brands are
using video and what their customers perceive.
Over 4 in 10 consumers say they’ve never received
video content from a brand they do business

with. But many companies use video for broad
messaging, like TV commercials, that customers
don’t interpret as sent directly to them. This
suggests brands may not be leveraging video in
ways that align with consumer expectations for
more personal engagement.

The gap is even wider when it comes fo next
generation video: that is, video that enhances
the viewing experience through personalization,
interactivity, Al or other advanced technologies.

And this kind of content has a big impact on a
brand’s bottom line, the study shows. Validating
the findings from previous years, personalized
videos are still an impressive 3x-4x more likely

than generic videos to increase positive consumer
sentiment and behavior: things like recommending
the business, becoming or remaining a customer,
trusting the business and feeling valued by it.

Personalized video is 3.5x more likely
to make someone become or remain
a customer than generic video.

CLICKTO POST ON X

Similarly, interactive video content is in high demand
from consumers (77%), but very few people (30%)
are aware of having received such content. Even
fewer (20%) have ever received a video that they
could identify as made with Al.

Most consumers are thrilled with these new
technologies — for example, consumers are 2x more
likely to prefer receiving an Al video generated from
a document than the document itself.
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Consumers are 58% more likely
to buy from businesses that use
next generation video in their
communications.

CLICKTOPOSTON X

There's also a strong correlation between usage
of advanced video tech and customers’ purchase
intent — consumers are 58% more likely fo buy
from brands that use next gen video, meaning
when brands don't leverage video to its full
potential, they’re missing out.

This is especially true when we look at high-value
consumer groups like younger consumers and
high-income earners.

Reinforced every year in this market studly,

these two cohorts have similar preferences and
aftitudes, surprising given how little overlap there
is between these populations. They both demand
more video and especially more next gen video
and are more prone to rewarding brands that use
these tools and punishing those that don't.

For example, Gen Z and millennials are 20% more
likely than other generations to see brands who
use next gen video as customer-focused. High
earners are 13% more likely than low-income
earners to feel the same.

Similarly, digital-first consumers, who are savvy
with tfechnology, are more excited about video
innovation from brands. They’re consistently more
likely to want video that’s personalized, inferactive
or Al-generated and to reward brands that use
these technologies.

New this year, the study included what businesses
think of video, specifically in regards to creating
videos with help from Al.

After all, if consumers want more video, it falls to
the brands to deliver, and Al simplifies the process.
The data shows that most marketers (82%) and
business executives (84%) are interested in a text-
to-video Al tool, a promising combination of doers
and decision-makers that will hopefully help close
the video gap in the near future.
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The Video Gap Remains

Brands are still failing to deliver what customers want.

Continuing the trend from the past three years of this annual study, consumers want video, and brands
still aren’t meeting those expectations. This year, a staggering 78% of consumers said they want more video
from brands they do business with.

Consumers Who Want More Video From Brands

But video isn't used as a brand communications o
tool nearly often enough. A whopping 44% say they
never get video from brands who communicate o

with them, indicating a huge missed opportunity for
businesses looking to connect with their customers. Of consumers

When people do get videos from brands, they’re who receive video content from
generally happy with them. Of those who are brands say they like it.

lucky enough to receive video content in digital
communications, an overwhelming 82% say they

like it (the same ass last year) This is good news for brands, illustrating how

consumers are easily satisfied with video content
when they get it.

GenZ and high earners are both Two cohorts who especially love video content
likely to d d id — and have every year we've conducted this
s LS 0 demana more video study — are younger consumers and high earners.
from brands. These are both high-value consumer demos,
with younger consumers driving trends and high
CLICKTO POSTON X earners having the most to spend.
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Turns out, their preferences are conveniently (and
surprisingly) closely aligned: 84% of high-income

consumers want more video from brands. For Gen

Z, it's 92%.

Gen Z also tends to be the happiest about the
video content they do get, with 87% saying they
like the video content they receive. Millennials
aren’t far behind at 86%.

In this year’s study, we also looked at digital-

first consumers who rate themselves “extremely
comfortable” with technology. This cohort is
significantly more interested in video content: 84%
would like brands to use video more frequently to
communicate with them.

Although historically, text has been the easiest
form of communication for brands to use, it’s not
what delivers the most value — not according to
consumers anyway.

Only 26% of consumers say text commmunications
make them feel more valued as a customer. That

drops to an abysmal 177% for Gen Z and millennials.

These desirable demos demand video content.
They reward brands that use it and punish those
who don't.

Video quality matters.

Want More Video From Brands

92% 847%

GenZ High Earners

In short, video communications is what consumers
want, and although brands are attempting fo
close the gap, demand still far outstrips what
they’re delivering. Given that around 8 out of

10 consumers want more video and are happy
with video when they do get it, there’s a very low
threshold for brands to delight their customers with
the content they want. And (as you'll read below in
the analysis of Al-generated video) creating this
content is simpler and faster than ever before, a
massive opportunity for brands to drive customer
satisfaction, especially for some of the most
desirable consumer demographics.

Whenever the topic of brand video creation arises, the question of quality naturally follows. Should a
requirement to create high-quality video be a barrier to producing video content at all?

The short answer is no — as is often the case, the
perfect shouldn’t be the enemy of the good. Given
the video gap identified above, the key thing is to
provide video content to meet consumer demand.
Remember that the data shows most people (82%)
are happy with the videos they’re getting now —
when they get them.

However, consumers do appreciate higher quality
videos, especially younger and more affluent
consumers. Almost 8 out of 10 consumers feel
more valued when a brand invests in high-quality
communications. That jumps to 88% for Gen Z, 86%
for high earners, 85% for millennials and 83% for
digital-first consumers.

Consumers Who Feel Valued by High-Quality Communications

All Consumers

Digital-First Consumers

79%

84%

86%

85%

88%
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Video quality can impact consumer behavior the top of the list. Useful personalization is a close
too. When shown two personalized videos, one second.

with high production value and one with much
less, consumers responded more favorably to the
higher quality video. They were 42% more likely to
buy or contract additional services from the brand
that had the higher quality video.

In summary, simply starting to use video gives
businesses much of the value for improving the
customer experience. From there, investing in
higher quality communications and advanced
video tech delivers even more value, especially
And when it comes to what they want in with consumer segments like high earners,
personalized videos, high-quality visuals are at younger generations and digital-first users.

Omnichannel distribution is essential.

While it’s helpful to know the kind of content consumers want (video), the question remains — how should
you deliver it? Like other forms of digital communications, videos can be sent via email, streamed in-app or
on a website, and more. So what works best?

While emaiil is still the No. T channel consumers prefer for brand communications across generations, it's
dropping fast year over year with 28% ranking it first this year vs. 36% in 2024, 43% in 2023 and 52% in 2022.

Consumers Who Prefer Email for Brand Messages

S2% 43
-0 36%

—o—__ %%

2022 2023 2024 2025

7

Armong delivery options ranging from SMS Email is still king for brand comms, but
and apps to chat, website, social media and it’s dropping year over year, with 52%
more, consumer preferences are increasingly of consumers ranking it No. 1in 2022 to

fragmented. This reinforces the mandate to A . .
brands that omnichannel messaging isn't just only 28% saying the same in 2025.

nice fo have. It's essential. CLICKTO POSTON X

Consumers say this too: 74% prefer communications be delivered across multiple channels. This rises to 79%
for digital-first consumers (i.e., those who are more comfortable with technology), millennials, and high
earners. For Gen Z, it jumps as high as 84%.

Consumers Who Want Multichannel Messaging

All Consumers 74%
Digital-First Consumers 82%

79%

79%

84%

Interestingly, when it comes to what’s inside the email, Gen Z and millennials both prefer video content — over
80% more than other generations.
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Consumers Are Clamoring
for Next Gen Video

Each year, this State of Video Technology report analyzes how consumers feel about innovative video
technologies, which we generally refer to as next generation video. Next gen video does things that
traditional video can’t do, such as being personalized in real time, interactive, evergreen or created by Al.

As found in past research, consumers are highly interested in this kind of content from brands, and we see
next generation video becoming more important from year to year.

zed video delivers massive 3x-4x uplifts
d to generic video.

The demand for personalized content from brands is well-documented, including research from McKinsey
& Company that found 76% of consumers get frustrated when brands don’t personalize interactions. So it's
no surprise that each year, consumers say they’re inferested in having their videos personalized too.

Personalized video is fully
personalized to the individual in real

time, meaning each viewer has a

) 9 : - P o
unique experience. For example, it | \ r\
could be a recap from your favorite
video game showing your top Video Data Automation Personalized

. . Video

stats and wins or a car lease video
visualizing your upcoming payments, Personalized video is customized for the individual

terms and coverage. viewer using their data.

Consumers are 3x more likely to want fo receive a personalized video than a generic video from a business
they trust. And this impressive uplift isn't an anomaly. It’s been validated since the inception of this study in 2022.

The demand for next gen video is incredibly high Consumers are
for Gen Z and more affluent consumers with

roughly 9 out of 10 of these demos showing interest

in getting personalized video content from brands. x

Zoomers are the most enthusiastic: 47% say they’re

[ )
not only interested but would “love” fo receive it more Ilkely

— high praise from a generation that isn't easily to prefer receiving a personalized video
impressed by new tech. than a generic video.

93% 88%

A strong majority of """"""""""
Gen Z and high earners LU AR ALY
want to received personalized !!!!!!!!!!!!!!!!!!!!
videos from brands. IARARAARRARRARAARAAL)
tretteee
GenZ High Earners
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Fewer than ® O (¢
3 out of 10

consumers have ever received ' ' 1
a personalized video.

With customers clamoring for next generation video content, it shouldn’t be a surprise that brands that use it
see the impact directly in their bottom line: In our last three market studies as well as this year’s, the data has
shown that personalized video drives loyalty much more than traditional video content.

Personalized Video Compared to Generic Video

X 3x

more likely to make more likely to
a customer feel make a customer
valued by a brand recommend a brand

X 3.5x
more likely to more likely to make
make a customer someone become or
trust a brand remain a customer

But here again, brands are missing the mark. Only 25% of consumers report ever receiving a personalized
video from a business.

This represents a quick win for brands looking

93% of Gen Z are interested in N
to stand out. Personalizing videos at scale has

getting personalized videos from become relatively simple, so the opportunity to
brands, and 47% say they’d “love” it. capitalize on this interest is low-hanging fruit, an

easy way for brands to differentiate themselves
CLICKTOPOSTON X from competitors.
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Consumers are willing to share data for a more
personalized experience.

Personalizing videos is easier than you think. It requires customer data, but most consumers are willing to
share their data with businesses they have a relationship with to enable a more personalized experience,
especially Gen Z, millennials and high earners.

And over three quarters (76%) trust companies to keep their data secure, up slightly from 74% in 2024. Again,
younger and more affluent consumers are the most likely to trust companies to keep their personal data safe
and fo want communications that are more personalized.

Consumers Who Want More Personalized Communications

74% 77%

All Consumers GenZ High Earners

It's not just about what consumers want — it's also Why Customers Like
about what they don’t want. If consumers reward Personalization
personalization (personalized video outperforms

generic video by 3.5x in terms of increasing

loyalty), they also punish businesses who ignore 1
personalization: 44% of all consumers get upset

when communications aren’t personalized to them.

They simplify things and
are easier to understand.

They save me time because
, . the information is relevant
If brands don’t personalize, they

risk alienating half their customer 3 | feel valued

base — and that’s a problem. as an individual.

CLICKTO POSTON X I’'m able to discover new

things of interest to me

And over half of younger consumers (51% for Gen
Z and 50% for millennials) get upset with brands
that don’t personalize their communications. This
means when brands use generic communications,
they risk alienating half their customer base. And
that’s a problem.

b idomOO idomoo.com


https://twitter.com/intent/post?url=https://www.idomoo.com/resources/state-of-video-technology-report/&text=If%20brands%20don%E2%80%99t%20personalize%2C%20they%20risk%20alienating%20half%20their%20customer%20base%20%E2%80%94%20and%20that%E2%80%99s%20a%20problem.%20%23stateofvideotech2025&via=idomoo
https://idomoo.com
https://www.idomoo.com

Next gen video helps brands engage diverse
audiences and foster inclusion.

One interesting finding in this year’s study is that minorities have a marked preference for video in all its
forms. This appears to be due to the clarity that next gen video brings to brand communications.

Nearly 9 out of 10 (88%) of minority racial and ethnic groups say they want more video from brands. This puts
them ahead of high earners (84%) and approaching Gen Z levels of demand (92%).

Compared to white consumers, they’re also 18% more likely fo want inferactive and personalized video and
22% more likely to be interested in receiving Al videos. And personalized video is more likely to increase their
trust in a business — fortunately, most (72%) are willing to share data with brands to enable personalization.

of minority consumers say personalized
86% video makes new products and services
easier to understand.

Why the higher interest in next gen video? One possibility is that it makes important information clear.
That was the fop reason these consumers provided for wanting video to be personalized — 86% said a
personalized video would make a new product or service they signed up for easier to understand.

We see this with Al video, too, where their preference for receiving a video generated from a document
vs. the document itself skews much higher. White consumers are just over 2x more likely to choose the Al-
generated video, but minorities are over 2.5x more likely.

Another reason may be that they value quality. While 76% of Caucasians say that a company investing in
high-quality communications makes them feel valued, this jumps to 86% for minorities.

And most minorities (85%) find personalized video more engaging than generic. The same percentage feel
that a business that uses this kind of video content to communicate with them cares about them. Black and
Latino consumers feel the strongest about this.

Would receiving a
personalized video make 7%

you feel the company -

cared about you?

But if they’re more likely to feel valued with personalized video, it's no surprise that they’re more likely fo
punish brands who don’t personalize. Over half (53%) of minority consumers get upset when communications
are generic. This rises to 55% for Black consumers and 63% for those who are Hispanic or Latino.

This shows brands a clear imperative if they care about inclusivity. By prioritizing next generation video
in their communication strategies, they can build trust, encourage feelings of value and care and make
important information more accessible to historically underserved populations.
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Consumers are ready for Al video, especially when it

makes things easier.

Al video grew dramatically last year, both in terms of the tools available and public awareness of the
technology. Interest in Al video has held steady year over year with 65% of people saying they’re interested or

open to getting Al videos from brands.

Of all kinds of next generation video tech, Al video is what consumers say they get the least of, possibly
because it leverages newer technology, but they also may not know if videos were created with Al. Only 20%

report having received an Al video from a brand.

of consumers are open to
or interested in receiving
Al videos from brands.

As with all next gen video, younger and wealthier consumers are at the front of the line for this new kind of
video technology with over 75% open to or interested in getting Al videos. Millennials are the most keen with

78% interested or open fo receiving Al video from brands.

Demographics Especially Interested in Al Video

Digital-First Consumers

Consumers especially value Al video when it
makes content easier to understand. Shown a
document and a video made with Al from that
document, consumers were 2x more interested in
receiving the video. This preference is consistent
across generations from Gen Z to boomers.

It's a significant finding for brands since creating
Al videos is dramatically faster and less expensive
than traditional video production.

Consumers want Al video to make
things easy. They’re 2x more likely to
want an Al video generated from a
doc rather than the doc itself.

CLICKTOPOSTON X

76%
77%
78%

76%

Consumers are

2X

more likely

to prefer receiving an Al video generated
from a document than the document itself.

Overall, consumers are optimistic about Al video
tech. Digital-first consumers (74%) and high earners
(72%) were the most likely to feel favorable. Among
generations, millennials feel the most optimistic
about Al video with 70% feeling favorable about it
and 36% feeling “very favorable.”
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How Do Millennials Feel About Al Video?

8%

Less Favorable Neutral

U.K. consumers also slightly edged out U.S.
consumers when it comes to feeling more positive
about Al video tech. They were 9% more likely

to feel more favorably toward Al video tech
compared to their U.S. counterparts.

587%

of consumers

have some concerns about Al.
Millennials are the least concerned (48%).

70%

More Favorable

Millennials are the least concerned
and most excited about Al video
with 78% wanting to receive Al
videos from brands.

CLICKTOPOSTON X

While the overall outlook is bright, consumers do
have some concerns about Al. About the same as
last year, 58% of consumers said they have at least
one concern about Al. These range from a generall
lack of trust with Al to quality issues. Millennials are
the least concerned. Only 48% say they have any
concerns about Al.

Fortunately, 67% of those who do have concerns about Al believe those concerns can be addressed.

One key takeaway, like last year, is that consumers value transparency. About 7 in 10 consumers (71%) want to

know if a video is made with Al.

One of the concerns about Al video, cited by 29% of consumers, was its potential lack of personalization. By
far the highest concern (61%) was the risk of inaccurate content.

of consumers believe
their concerns about Al
can be addressed
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To combat the concern about the lack of personalization, brands can still add personalization to an Al-
generated video just as they would a video produced by a studio.

The concern about accuracy is even more essential but not a surprising fear given the prevalence of Al
hallucinations. To address this, brands need fo be sure the video content is correct. One way fo do this is by
connecting the Al to the brand’s content library through a process called retrieval-augmented generation
(RAG), which ensures all content comes from approved materials rather than the open web or being
fabricated by the Al.

The good news is that brands who want to close the video demand gap can do so by leveraging Al. But they
should bear in mind consumers’ preferences for transparency, accuracy and personalization so they deliver
content that both engages and builds frust.

As last year, Gen Z are especially interested in
inferactive video content, but the general population
isn’t far behind.

Another easy way to upgrade traditional video content is by adding interactivity. Over three quarters of
consumers (77%) are interested in getting interactive video content from brands, but only 30% do. This is another
big opportunity for brands to take advantage of.

Consumers Want Interactive Video But Brands Are Falling Short

77% 30%

(R O
of consumers are interested in of consumers have never received
interactive videos from brands. an interactive video from a brand.
Gen Zis sfill leading the curve here with an When it comes to getting interactive
astonishing 934 mferesfed |n'|n‘rerochv'e vpleo, videos from brands, 49% of digifal
the same as in 2024. Millennials and high-income X P >,
earners are close behind at 89% and 86% first-consumers say I'd love it.
respectively. These levels of preference are
unusually strong for a consumer research study. CLICKTOPOSTON X

One possibility for this higher rate of preference
compared to other consumer studies is that

respondents were provided an example of Digital-first consumers also have a marked
interactive video. This way, they could experience it preference for interactive video with 85% showing
firsthand. interest and 49% saying “I'd love it!”
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Want Interactive Video The use of next generation videos (i.e., videos that

incorporate personalization, interactivity, Al, etc.)
by brands also shows a strong correlation with

) o
93% 86% desired consumer behavior.
Consumers are 58% more likely to buy from
brands that use these videos and 2x more likely to
engage with their content. For brands, this means

next gen video solutions can serve as a shortcut to
higher customer engagement and sales, especially
when you consider how easy it is to make videos
with Al and how much people are asking for them.

GenZ High Earners

For younger consumers, with their love for alll Consumers are
things video, next generation video is even more

effective.
While all consumers are 2x more likely to describe x

brands who use next gen video as customer- .
focused, younger consumers (Gen Z and more I|ke|y
millennials) are 20% more likely to feel this way

) o describe brands who use next
compared fo older generations.

gen video as customer-focused.
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The Young and the Rich

Younger and more affluent consumers lead the charge
when it comes to the demand for next gen video.

As in years past, these two cohorts share similar

characteristics in their demand for video tech and o
how they reward brands who use it. It’s surprising
given the fact that these two demographics don't o

have much overlap. (Only 17% of zoomers in
the study were high-income individuals.)) But it’s Of Gen Z
possible youth and wealth both provide a certain

o . want more video from brands.
optimism when it comes to technology.

Whatever may be the cause, by generation, Gen Z adults (ages 18-28) are often the most interested in video,
though sometimes millennials (29-44) eclipse them, as in the case of Al-generated video.

All Consumers 65%

Are you interested in
receiving Al videos
from brands?

76%

78%

77%

All Consumers 63%

Are you interested in
an Al tool that creates
videos from texi?

78%

79%

74%

Gen Z are all in on video innovation — to an almost unbelievable degree. The vast majority (93%) are
interested in both personalized and interactive videos from businesses, showing just how essential this content
is for the youngest generation of adult consumers. High earners are right behind them with 88% wanting
personalized video and 86% wanting interactive video.

Unsurprisingly, given their stated preference for Gen Z and millennials are
next gen video, Gen Z and millennials are 33%

more likely than other generations to buy from o
brands that use this kind of video content. o
High-income earners are 15% more likely to do

so than consumers at other income levels. more Iikely

than other generations to buy from
brands that use next gen video.
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Aligning closely with their preference for personalized video, 80% of zoomers and 77% of high earners want
more personalization in brand communications on the whole.

And they’re more likely than other consumers to believe those communications should be delivered across
channels: 79% of high earners and 84% of Gen Z prefer having messages from the brands they do business
with available across channels.

On average,

8 out of 10 ® 6 o o

zoomers and high earners
(77%-84%) want brand
communications to be

personalized and multichannel.

Digital-first consumers love video.

Digital-first consumers (who identified themselves as “extremely” comfortable with technology) have
strikingly similar preferences to the young and affluent consumers above.

It’s easy to assume that digital-first is a proxy for Gen Z. After all, “digital natives” is a longstanding nickname
for this generation. However, it turns out that only 20% of zoomers fall into this category.

Be that as it may, digital-first customers want video — and next gen video — almost as much as the cohorts
mentioned above.

Digital-First Consumers

want interested in interested in interested in
more video personalized video interactive video Al video
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Spotlight on Business

3rands are eager for Al to help scale video content

reation.

Consumers want more video, but the challenge for businesses looking to meet that demand has always

been the time and cost it takes to create a quality, branded video. With the advent of Al, that’s changing.

Along with the over 2,000 adult consumers
surveyed, this year’s market study also
included an additional 500 self-employed
business owners and freelancers to get a
better sense of what businesses want from
advanced video tech, particularly Al

Almost

7 out of 10

(68%) of business owners are
interested in an Al tool that lets
them create videos from text.

That’s even higher for marketers (82%) and
business executives (84%) like CEOs and
department heads.

For those who are interested in such a tool,

they care about quality most, followed by relevant
visuals, a good sign given what consumers said
about preferring high-quality videos.

With Al, anyone can make a video, whether you're
an individual, an SMB or a Fortune 500 company,
but businesses have a vested interest in acquiring
and using these fools. Nearly 7 out of 10 (68%) of
business owners reported being interested in an Al
that lets them create videos from a text prompt.

What Users Want From Al Video

—_

Overall quality

2 Relevant visuals

3 Speed and ease of editing

4 Variety of narrators

5 Ability to include an Al avatar

6 Interactive elements like CTAs

7 Variety of aspect ratios

P> idomoo
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Interest in creating Al videos is highest when

the content is automatically pulled by the Al,
such as from a website or marketing materials.
Over 90% of self-employed business owners
expressed inferest in creating Al videos if it could
be automated in this way (and with today’s
technology, it can be).

Interest was similarly high for those employed by
other businesses. In general, the data shows that
employees are most inferested in creating videos
in their field of work.

Al could also be an avenue to smooth the path
of video ad creation for businesses. Almost three
quarters (74%) of employed or self-employed
respondents would start or increase their video
advertising with access to an Al that could create
video ads in minutes. And this is technology that
exists today.

867 of execs would start or
increase their video advertising
if they had an Al tool that could
create video ads in minutes.

CLICKTOPOSTON X

of customer service
employees would make
customer support explainers.

of salespeople would make
sales videos.

of marketeers would
create video ads.

And most impressive of all is the view from the C-suite: 86% of executives and department heads would start or
increase their video advertising with this kind of Al solution. The takeaway? Your boss wants you to use Al video.

of business executives would start
or increase video advertising if
they had access to an Al that could
create video ads in minutes.
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Conclusion

Customers, especially high-value demographics,
expect next gen video and punish brands not using it.

In 2025, the call for transformative video experiences is louder than ever. These findings reinforce that next
generation video does far more than capture attention. It influences customer behavior and, by extension, a
company’s bottom line.

This kind of video content has the potential to
enhance brand perception and ultimately turn
customer engagement into genuine loyalty.
Continuing the frend from previous years,
personalized and interactive videos resonate
especially among younger demographics and
more affluent consumers. Digital-first consumers
have similar preferences for advanced video tech.

At the same time, Al-driven video is emerging

as a key enabler, simplifying production while
opening the door to a host of possibilities, from
customer service explainers to ads. Although
questions around trust and accuracy remain, the
overall customer outlook is optimistic. If brands
can deliver on quality, consumers are ready.

Al video can enable brands to close
the video gap, standing out in an
increasingly competitive landscape.

CLICKTO POSTON X

In a landscape where digital communication

is increasingly more competitive, brands must
embrace video innovation to not only meet
growing consumer expectations but to avoid
alienating their customer base. If brands want
to keep their customers happy — and keep their
customers — it’s time to close the video gap and
communicate with consumers in the way they
want, which next generation video does.
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Sharing This Report

You are welcome to share data from this market study on
your website as long as you provide a link fo [domoo in a

prominent place alongside the statistics and findings shared.

Methodology

Idomoo commissioned Atomik Research to conduct
an online survey of 2,005 consumers in the U.S.

and U.K. The sample consists of 1,002 U.S. adults
and 1,003 U.K. adults. Demographic characteristics
such as gender, age, region, employment status
and household income are representative of each
country’s overall population. The margin of error is
+/-2 percentage points with a confidence level of
95%. Fieldwork took place Jan. 20-Feb. 5, 2025.

High earner respondents are considered to be
those with an annual income over $150,000 in the
U.S. or over £75,000 in the U.K.

The survey also included an oversample of 505
self-employed business owners and freelancers
in the U.S. and U.K. to achieve stafistical validity

About
ldomoo

Idomoo’s Next Generation Video Platform
empowers the world'’s leading enterprises to
transform their CX with personalized, Al-driven
and inferactive video at scale. With Lucas Al Video
Creator, brands can create videos in minutes
from simple prompts, slashing production costs.
And Next Gen Videos are dynamic, leveraging
hyper-personalization and real-time live data to
maximize relevance and conversions. Idomoo
delivers unmatched ROI for market leaders like
Activision, Chase, Google, Vodafone, SelectHealth,
Oracle and American Airlines.

Learn more at www.idomoo.com.

when summarizing findings for those who

are self-employed. The 505 additional self-
employed respondents with the 125 self-employed
respondents from the consumer study yielded an
overall sample of 630 self-employed individuals.
The overall margin of error for this cohort is +/- 4
percentage points with a confidence level of 95%.

Consumers were shown various personalized
videos created using Idomoo’s Next Generation
Video Platform fo gain an understanding of this
concept prior to being asked questions related
to the survey fopic. They were also shown a non-
personalized video as a point of comparison.

Atomik Research is an independent, creative
market research agency.

About Atomik
Research

Atomik Research, a division of 4media group,

is a versatile market research agency offering
insightful qualitative and quantitative findings that
get people talking.

Their dedicated team includes experts with
backgrounds in consumer research, behavioral
profiling, business intelligence, communications,
performance measurement and advanced data
analytics.

Learn more at www.atomikresearch.com.
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