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Company Background

TubeMogul is a video advertising and analytics company.  Our service helps brand advertisers distrib-
ute their video ads to sites where they will be seen by their target audience.  We provide advertisers 
with complete control over ad placements, 100% transparency before, during and after the cam-
paign, and the world’s best video analytics and custom research.  Since the TubeMogul ad platform is 
built on top of our massive video analytics service (used by publishers), we can connect brands with 
highly targeted audiences and actively optimize each video for engagement.  The control, transpar-
ency and optimization offered by TubeMogul makes our solution the most accountable and effective 
way to get videos watched.

  

Methodology

Data for this report comes from TubeMogul’s InPlay analytics platform, which tracks detailed video 
viewership data from billions of monthly streams on the Internet’s top publisher sites, video sharing 
sites, video platforms and social networks.  In addition, we track viral video data harvested using APIs 
or crawlers.

More specific methodology is outlined within the individual sections of the report.  Additional data 
was provided by Brightcove (the leading online video platform) and DynamicLogic (a research com-
pany with expertise in measuring advertising and marketing effectiveness).
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Viewers Watching More, Longer

First off, why video? The obvious answer is that video is increasingly where the eyeballs are, but that 
only begins to tell the story.  According to joint research we conducted with Brightcove, media com-
panies (top magazines, newspapers, broadcasters and music labels) are not only growing their number 
of viewers, but people are watching longer than they have in the past and watching more videos per 
session.

Audience engagement levels across all media verticals are trending upward.  Specifically, in the fourth 
quarter of 2010, the average viewing time per video stream was 2:04 minutes, with media companies 
seeing a completion rate of 47%.  

In one study, Brightcove asked its clients precisely: “Why are you using video on your site?” The re-
sults are below (surprisingly, increasing advertising inventory ranked fourth):
    
             

Why Video?
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Why Video?

Increasingly Effective Advertising Medium

To advertisers, video presents an advertising format that is superior in effectiveness to other mediums. 
According to Dynamic Logic, video advertising — both display and pre-roll — leads to purchase 
intent for 1.4% of all viewers that saw an ad, a number that grew for three consecutive quarters and 
ranks above other mediums.
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Advertisers are willing to pay for this premium, and it’s clear from the data why -- ad awareness and 
brand favorability are impacted more effectively: 
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Why Video?

From a Brand’s Perspective

In Q2 of 2010, Brightcove and TubeMogul conducted a survey of more than 300 brand managers rep-
resenting major consumer and B2B organizations, including dozens of Fortune 500 companies, about 
their on-site video initiatives.

Online Video Investments
Nearly 85% indicated that they are currently using online video on brand websites for marketing 
products and services.  Of those not currently using online video, 75% said they plan to add online 
video to their websites with the next 12 months.

                     

No

Yes

Online Video Strategy
66% of brand managers said their online video initiatives are focusing on branding and awareness, 
21% use video for direct response and lead generation campaigns, and 12% to drive e-commerce and 
sales.

The majority of those using online video to drive e-commerce and sales initiatives found video to be 
highly effective at increasing customer engagement and time spent on the brand website (53%) and 
in increasing sales conversions (35%). Additionally, 12% noted that video helped to reduce product 
returns and customer support calls, while also lowering shopping cart abandonment.

               

Reduce shopping cart abandonment

Reduce product returns and customer support calls

Improve sales conversion

Increase website stickiness and consumer engagement

6%

53%35%

6%
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Distribution and Social Media
80% of the brand managers surveyed indicated that they use a blended distribution strategy that 
involves video content on ther brand websites as well as on YouTube.  12% distribute video content 
exclusively on YouTube, while 3% feature videos only on their brand websites.

                   

YouTube

Brand Website

Both

Neither

80%

12%

3%

5%

        
Additionally, nearly 90% distribute video content through social media destinations like Facebook.

Why Video?
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Going “Viral” Rare; Paid Media Increasingly Common

Fewer than 1% of videos ever exceed one million views, according to our research, which took a 
sample of 2 ,508,420  random YouTube videos to compare all-time views.

                    

31.5%
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12.2%
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1.9% 2.4%
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100 k-500 k
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Even getting featured on YouTube’s homepage yields fewer views than it used to, despite the site’s 
meteoric growth (or perhaps because of it).  Videos in the “Featured” or “Spotlight” spots on You-
Tube’s homepage average 86,100 views per day that they are featured.  That represents a 28.2% 
reduction compared to the same measure two years ago (June 2008), when videos featured averaged 
119,864 views per day.

The result is that paid media is now necessary to get videos watched, even in viral video campaigns.

Creative: Custom or Repurposed TV?

A longstanding question we hear from agencies is: “Should I repurpose my 15 and 30-second televi-
sion ads or make custom creative for the Web?” Courtesy of Dynamic Logic, which took a sample 
of hundreds of display video ad campaigns spanning millions of views, we have a clear answer to the 
tradeoffs involved.

It turns out that there is no one superior production format.  Repurposed TV spots typically result 
in higher impact on awareness metrics, while made-for-web video content more ably persuades its 
viewers.

Advertising
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It turns out that there is no one superior production format.  Repurposed TV spots typically result 
in higher impact on awareness metrics, while made-for-web video content more ably persuades its 
viewers.
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In particular, targeted consumer segments, women and ages 18-34 exhibit particularly positively im-
pacted purchase intent when exposed to custom video content.
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Advertising
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Overall, repurposed TV generally has a slightly higher completion rate.  More importantly, however, 
more viewers are lost due to exiting repurposed ads than from made-for-web content, likely because 
they are less engaged and do not find the ads as valuable.
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Optimal Video Ad Length

When length is factored in, medium length (1:00–1:30) video ads outperform both longer and shorter 
videos in terms of completion rates, regardless of production format, length or industry category.  
This sample includes 100 major brand video ad campaigns, spanning 1 9.8  m i l l i o n  streams.
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In short, when making custom content for the Web, 1:00 to 1:30 is the sweet spot in terms of length 
- longer or shorter loses viewers faster.

Advertising



12

             
              

www.tubemogul.com     sales@tubemogul.com     PH: 510-653-0677

Where Should I Buy Media?

Pre-Roll Advertising Works in Some Places, Not Others
How often do viewers click away from pre-roll video advertisements before the video content starts 
playing? For a 48-hour period, we tracked the number of viewers that clicked away from a pre-roll 
video during 10-30 second ads for a sample of 7,870,263  video streams.  The sample includes both 
on-site and off-site data for top television broadcasters, magazines, newspapers and video-sharing 
sites.  Only short-form videos (i.e. 3-10 minutes) were included in the sample; full-length TV episodes 
were excluded.  The ads were served by a range of ad networks, including AdTech (US), BBE, Google 
and Tremor Media.

The results:

                     

Click-Away Rates (Before Content Starts Playing)

9.3%

24.6%

16.5%

38.4%

TV Clips: Shorter
Pre-Rolls

TV Clips: 30 Second
Pre-Rolls

Newspaper / Magazines:
15 Second Pre-Rolls

Video Sharing Site
Pre-Rolls

   
In summary, pre-rolls appear to work well with premium content (i.e. TV clips), but drop off rates are 
significant for other types of content.

Display Video Ads More Effective on Sites that Feature Video
Brand favorability and purchase intent and consideration were measured across different categories 
of sites that featured video ads and those that did not feature videos.  Courtesy of Dynamic Logic 
(the sample includes hundreds of video campaigns run in the past three years):

       
   

Advertising
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Not surprisingly, video advertising campaigns ran on sites that feature video (i.e. a magazine’s site 
with integrated video) tend to outperform publisher sites that do not have video as part of their con-
tent mix.  The results were consistant across site categories.

Facebook: An Engagement Goldmine
Ever wonder which Facebook video advertising units are available and work best - or why you 
should care? Here’s our data-driven guide.  We used a sample of 25 major video advertising cam-
paigns that ran identical videos within four different types of Facebook ad units and comparable 
click-to-play video ad units on publisher sites (i.e. standalone 300x250 ad units), comparing resulting 
cost, viewing-time and more.  The sample spans 60.2 million views.

Brands included Symantec, Microsoft, Hyundai, 20th-Century Fox and several others.  The Facebook 
ad types were in-application display ads, interstitials and virtual currency placements, as well as a 
limited number of their official “Sponsored Video” unit.

Why Should I Care About Video on Facebook?
First, Facebook is a top-ten video site without without setting out to be.  According to Comscore, 
Facebook was the #6 video site in January 2011 measured by video content views, among such giants 
as Yahoo! and Hulu.  

Second, Facebook is home to some of the most engaged viewers online.  Taking a sample of 34.5 
million streams from top media companies’ video clips embedded within Facebook, we found that 
Facebook led all other discovery sources in terms of minutes-watched per view in May 2010. This 

Advertising
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was the first time that Facebook has surpassed Twitter in time-watched, so this is significant.

FacebookTwitterGoogleYahoo!Bing

Minutes Watched Per View by Discovery 
Source (May 2010)

1:16

1:28
1:32

1:44 1:45

Ad Types
Video advertising on Facebook comes in several forms, including:

Branded Fan Page embeds and uploads

            

Advertising
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    Facebook’s official “Sponsored Video” unit

 
                                                            Facebook’s official “Sponsored Video” unit clicked                                                                                                                                                  popopopopopopopopopopopopopopopopopopopo

    In-banner display ads within applications

Advertising
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             Interstitials within games and apps

                                                                                        Virtual currency within games

              Benchmark: Standalone click-to-play display video ads

          

Advertising
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Results
Viewers of video ads on Facebook tend to watch longer and click on more ads — at a lower average cost per 
view.

Video completion rates by ad unit:
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Advertising
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Sharing and click-through rates:
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Average pricing:         

               

Cost Per ViewCost Per Minute Viewed

$0.80

$1.07

$1.22
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We hope this is a helpful guide to what is available on Facebook for video advertising and the trad-
eoffs associated with each format.  Overall, the virtual currency ad unit format leads most metrics, 
including price.  Understandably, a lot of advertisers are hesitant to use incentivized placements in 
particular, which is why they often turn to a service like TubeMogul (via our PlayTime video ad plat-
form) to run the campaign and prevent multiple viewings, guarantee engagement and provide verifi-
cation that an ad ran.

Advertising
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Online Video’s Short Shelf Life

In June 2008, we released research looking at a typical video’s lifecycle, breaking out views by 
number of days passed since a video was uploaded (i.e. one day old, two . . . 90).  We updated these 
numbers in June 2010, and it turns out that videos peak far earlier than they did two years ago.  Back 
in 2008, for instance, it took two weeks for a video to get half of its 90-day view total, whereas to-
day it only takes six days.  Similarly, a video in 2008 took 44 days to hit 75% of its total views, and 
today it only takes 20 days.

As before, hundreds of media companies (i.e. CBS), news outlets (i.e. AP) and YouTube stars (i.e.     
iJustine) were included in the sample, which spans multiple video sites and platforms.

The results:

          

Video Lifecycle: % of Total Views in 90 Days
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Content Viewership Trends
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Rebuffering Nightmares

Another question we are often asked is: “What is the best video player for my branded microsite?”  
Short answer: Brightcove, which has the fewest video delivery errors and longest engagement rates of 
any player in our network.

While this seems like a minor technical issue, the stakes are high.  Why?  When viewers encounter a 
rebuffer (i.e. the spinning wheel denoting that a video is loading), they click away 81.2% of the time 
rather than wait for the content to load.

To calculate this metric, we recorded a sample of 192 ,268,561  streams from six top video sites and 
platforms over a 14-day period, tracking detailed data on video delivery quality.  The data comes 
from the following top content delivery networks: Akamai, Edgecast and Limelight.  The sample is 
primarily short-form content (i.e. 2 - 10  minutes), although long-form TV content is included.

In detail:

• Rebuffers are commonplace, occurring in 6.8% of all streams.
• When encountering a rebuffer, viewers click away 81.2% of the time rather than wait 
   for the video to re-load.
• Delays in start-time (the amount of time that passes between someone clicking “play” 
  and a stream starting) were above one second for every network tested.

         
 Rebuffer % of All Streams % Streams >=2 Rebuffers % Streams >=4 Rebuffers

6.8%

2.5%

1.0%

How Common are Rebuffers?

When you consider that one out of every 15 streams experiences a rebuffer and most people click 
away when that happens, it’s probably fair to conclude that far fewer ads are getting clicked (or 
watched) than advertisers believe.

Content Viewership Trends
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Who’s Engaged?

Social Networks
For brand videos, viewers coming from Facebook and Twitter watch the longest, while Bing searches 
led to the shortest view times.  Compared to media companies, brands had shorter viewing-times, 
partly due to the nature of the content and the fact that they tend to post videos that are shorter in 
length.

           
Bing Google Yahoo  Twitter Facebook

1:31

1:49
1:56

2:04 2:05

Average Minutes Watched Per Stream by Source

 

Here are the results for media companies from our joint quarterly research with Brightcove - worth 
noting again is the longer viewing times from social networks.

             
Brands Broadcasters Magazines Newspapers Online Media

1:45

2:15

2:30

2:08

2:26

1:30

1:59 1:57

2:14

1:18

1:15
1:20

1:24

1:48 1:46

1:19

1:55

1:45 1:46

2:072:07 2:06

1:39

2:05 2:04

Minutes Watched Per View by Discovery Source

Bing  Google  Yahoo! Facebook Twitter
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Spanish Speakers
Since several top U.S. broadcasters we are tracking have separate destination sites in Spanish with 
many of the same videos as their counterparts in English, we thought it might be interesting to com-
pare completion rates (how long people actually watch before clicking away).  Taking a sample of 
26,478,788  video streams of short TV clips, we discovered that Spanish-speaking viewers watch 
videos an average of 5.8% longer with 6.2% more viewers completing a video.

     

Non-Spanish Speaking

Spanish-Speaking

Completion Rates for TV Clips

Watching > 50% Watching > 75% Completing Video

59.8%

45.4%

51.8%

41.7%
43.9%

37.7%

Video Discovery: Social Media vs. Search

The number of viewers finding video via links on Facebook is outpacing both Twitter and the major 
search engines.  We looked at average monthly growth in streams referred by each source between 
Q3 and Q4 across our partner s i tes.

          

Average Monthly Growth in # of Streams Referred 

BingGoogle Facebook

Yahoo!

Twitter

-6.3% -2.1%

1.4%

4.2%

11.2%
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Media Company Trends

Due to TubeMogul’s partnership with leading video platform Brightcove, we are tracking billions of 
streams from top media companies.  Below are a few key trends.

Overall, 51.8% of all video streams in the media company sample were discovered via direct traf-
fic, meaning that viewers are directly navigating to videos once they are on a given publisher’s site.  
Google is the largest external source of traffic, with 61.2% of all streams in the sample referred by 
Google searches, followed by Facebook (11.8% of all streams), Yahoo! (9.6%) and Bing (2.5%).

By category, broadcasters and Web media brands (i.e. Huffington Post) saw the most growth in terms 
of video streams.
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In the sample, online video content from broadcast networks garners the longest viewing-time, av-
eraging 2:53 minutes watched per stream.  Broadcast networks are followed by music labels at 1:50 
minutes and newspaper publishers with 1:41 minutes per stream.  Magazine publishers registered the 
shortest duration of video content viewed per stream at 1:22 minutes.  Although much more time 
is spent overall with broadcast and music video content, much of this is due to longer video length 
relative to other categories.  Holding time constant, newspapers and magazines are the best at get-
ting viewers to watch an entire video.

         

MagazinesNewspapersBrandsOnline MediaBroadcasters

Average Minutes Watched Per Stream

3:15

2:03 2:03
1:49

1:11

 

In a survey of its media clients, Brightcove asked how companies are monetizing video. The results:

    

0%

20%

40%

60%

What ad formats are you currently using? (Check all that apply)

In-stream Video
 Overlay          Companion   Takeover/Billboard

Player Skin Sponsorship   Other
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While the type of content may contribute greatly to the numbers, traditional broadcasters – which are generally 
recognized as having more “professional” video content - also garner longer than average viewing times than 
most other categories. 

   

Q4

Q3

1:03

2:03

2:50

3:15

1:11

1:31
1:20

2:03
1:49

1:08

Minutes Watched Per View by Quarter

MagazinesBrands NewspapersBroadcasters Online Media

Overall, a disproportionate share of online video viewing (42.3%) occurs during the eight-hour workday, making 
online video one of the best ways to reach people at work.  Broken out by category, an interesting trend emerg-
es: broadcasters, unlike other media companies, have a “primetime” that mirrors broadcast television.
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What Counts as a View?

The success of online video initiatives are often measured in terms of views -- but what does a 
“view” actually mean? TubeMogul conducted a study in September 2010 to test which actions trigger 
a “view” on eight popular video sharing websites.

Five scenarios were tested in this experiment:
1.  Full View - watching a video from start to finish
2. Half View - watching a video more than half way (but not to completion)
3. Refresh - refreshing the browser after video begins playings
4. Embedded - watching a video through a player embedded on another site
5. Embedded Autoplay - watching a video set to start automatically when the page loads through a 

player embedded on another site

The overall trend for standards on what counts as a “view” appears to be loosening: 

     

      
      

Site

      
      
      
      
      
      
      
 

Full View > 1/2 View Refresh Embedded Embedded Autoplay

blip.tv
Dailymotion
Metacafe
MySpace
Viddler
Vimeo

Yahoo! Video
YouTube

one/sess. one/sess. one/sess. one/sess.

one/sess.one/sess.

count count count count count
count
count
count
count
count

count
count
count
count
count
count

count
count

count
count

count
count
count

count
count

no count

no count

no count

no count

count
count
count

count
count

Publishers and advertisers often measure success of online video initiatives in terms of “views”.  
While the industry has moved closer toward a standardized metric of what a “view” actually 
constitutes, it remains relatively unclear.

Similar to how “time-spent on site” can be a more useful metric than just “visits” in Web traffic 
measurement, more transparency and detail in video metrics would likely give publishers and 
advertisers greater opportunities for growth.  Luckily, the technology to do this is readily avail-
able, easy to integrate, and rapidly expanding in terms of adoption.

Content Viewership Trends
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Pre-Roll Ads Miss a Broad Swath of Site Visitors

On average, 86.9% of unique visitors to a site’s homepage will never watch a pre-roll video ad.

For a 14-day period, TubeMogul tracked unique homepage visits and resulting video views for a large 
sample of media companies, including top television broadcasters, print publications and online me-
dia outlets.  Views came from anywhere within the publisher’s site; views from off-site embeds were 
excluded.  The sample only includes publishers that are monetizing video through pre-roll advertis-
ing.  We limited the sample to sites with video players embedded somewhere on their homepage.  
We logged every time a unqiue visitor loaded the player on the homepage and then watched a full 
pre-roll video ad throughout the site.  The results showed that on average 13.1% of unique visitors to a 
media company’s homepage end up watching a pre-roll ad. 

    

Percent of Unique Homepage Visits Resulting in a Full Pre-Roll View

Broadcasters

Magazines

Newspapers

20.4%

14.9%

10.5%
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Composition

Ever wonder what types of videos are consistently the most popular on YouTube (and what percent 
are carrying ads)? We tracked YouTube’s top 100 daily most-viewed videos by content type for a 
30-day time period, comparing results to six months ago.  Overall, YouTube is doing fairly well: 
athough only 41.9% of  the most popular videos have ads, that number is growing by 0.8% per 
month and both unofficial and user-generated content are down.  

    

Six Months Ago

Current

YouTube: Top 100 Daily Most-Viewed By Type

 % Carrying Ads % YouTube
Partners

% Pirated % User-
Generated

% That is an Ad

36.7%

41.9%

36.3%

44.7%

36.1%

33.3%

23.1%

17.1%

4.5% 4.9%

Pertinent to agencies, advertisements increased by 0.4% in their share of YouTube’s top 100 videos.

Here’s the breakout by ad type (note: this doesn’t include YouTube’s homepage, which is arguably 
their largest advertising outlet):

•  300x250 display ads: 93.6%
• Pre-Rol l:  5.5%
• Over lay:  0.9%

YouTube: The Elephant in the Room
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Age, Gender and Geographic Breakdown

Taking a sample of 1,693,334  YouTube profiles, we estimated YouTube’s age, geographic and gender 
breakdown.  This is self-reported (users enter this data when they sign up for YouTube), likely skewing 
the sample somewhat toward people more likely to comment and be active, but it is a good gauge 
overall and aligns with other data we have seen.

Worth noting is that a majority of viewers are between 18 and 30 years old.  Also, a large number are 
likely lying about their age by selecting the maximum age when they sign up (we are guessing these 
are mostly minors, since YouTube does not allow anyone under 14 years old to sign up to upload or 
leave comments, though this does not stop “tween” phenoms like “Fred” from having success on 
YouTube).
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Using the same sample, we broke down gender:

         

Unknow n

Male

Female5%

56%

39%

Questions? Feedback?

Feel free to e-mail us any time at comments@tubemogul.com

Report compiled by david@tubemogul.com

YouTube: The Elephant in the Room


