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l. Research Abstract

This report discusses the findings of an experiment designed to test which actions result
in a “view” as measured on eight online video websites. The impetus for this research
was to identify the differences in view counting among popular video sites — particularly
as the online video industry has not yet adopted a standard definition for a view. The
implications are relevant for video advertisers, content publishers, and those that might
seek to artificially inflate the popularity of a given video.

TubeMogul is an online video analytics company serving publishers large and small who
need independent information about video performance on the Web’s top video sharing
sites. TubeMogul’s analytic technology aggregates video-viewing data from multiple
sources to give publishers improved understanding of when, where and how often videos
are watched, track and compare what’s hot and what’s not, measure the impact of
marketing campaigns, gather competitive intelligence, and share the data with colleagues
or friends.

The methodology employed in this study is a starting point and by no means an
exhaustive list of testable scenarios.

I1.  Methodology

Five scenarios were tested for this experiment:
a. Watching a video start-to-finish multiple times
b. Watching a video and stopping at various points before the video ended
i. Less than half-way
ii. More than half-way (but not to completion)
c. Refreshing the browser after video play has begun
d. Watching a video start-to-finish multiple times through a player embedded on
another site

All tests were run from a single computer between 6/5/07 and 6/12/07, and each website
tested had approximately 100 plays.

I11. Summary of Findings

Site Full View =1/2 View =172 View Refresh Embed
AL Uncut Count Count Count Count Count
Dailymotion Count Count Count Mo Count Mo Count
Google Count Mo Count Count Mo Count Mo Count
Metacafe® OnedlP addr. |OnedP addr. |OnedP addr. |OnedP addr. [OneddP addr.
hyspace Count Mo Count Count Count Count
Fewer Count Count Count Count Count
Yahoo! Widen OneflP addr. Mo Count Mo Count OneflP addr. Mo Count
YWouTuhe Count Mo Count Mo Count Mo Count CnedlP addr.
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* Metacafe does not provide a “Private” setting for videos, so there was no control
over views counted for the test.

Site specifics:

Google Video - Video was marked “Unlisted” to prevent others from viewing it through

a search on the website (testing was performed in both “Unlisted” and “Live” modes). A

video play resulted in views counted only when it was for more than half the length of the
video. Google Video does not count views that result from an embedded video.

Metacafe — Metacafe does not provide a “Private” setting for videos, so there was no
control over views counted for the test. Attempts were made with different videos, but
all garnered over 50 outside views in the first day. Metacafe informed us that they count
a view if 50% of the video was viewed or at least 30 seconds. However, from our testing,
it appears that even multiple full-length views are not counted in full. Communications
with admins at the site revealed that views are tracked by IP address, so perhaps even full
views in multiple are not actually counted from a single computer. MetaCafe counts a
single view that originates from embedded videos. It appears that if multiple views come
from the same IP address, just the first is recorded.

Myspace — Video was marked “Private” to prevent others from viewing it through a
search on the website. All tested categories resulted in views counted except when the
video was stopped less than halfway through. Refreshes may have counted because it
took approximately half of the video for the page to reload. Myspace counts all views
that originate from embedded videos.

Revver — Video was marked “Online” during testing and “Offline” in between testing
sessions to prevent others from viewing it through a search on the website. All tested
categories resulted in views counted. However, it is important to note that Revver
switched their methodology for counting a view in March, whereas previously they had
been one of the more stringent in counting views. At that time, the site switched from a
view being a completed play to being an initiated play. Revver still captures
“completions” in the API data, though completions aren’t published publicly. They are
the only site in the study that has completions in their API, and this information reflects
that the advertisement was viewed. Revver counts views that result from embedded
videos.

Yahoo! Video — Yahoo! does not provide a “Private” setting for videos, so there was no
control over views counted for the test. However, there was little to no outside influence
on the view count. From testing, it was determined that even multiple full-length views
are not counted in-full. The refresh test showed the counter going up, but then the system
corrected itself and the counter went back down. Yahoo! Video does not count views
that result from embedded videos.

YouTube — Video was marked “Private” to prevent others from viewing it through a
search on the website. Only multiple full-length views count in-full from a single IP
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address. Multiple embed plays counted as one view. YouTube counts a single view that
originates from embedded videos. If multiple views come from the same IP address, just
the first is recorded.

AOL Uncut - Video was marked “Private” to prevent others from viewing it through a
search on the website. All tested categories resulted in views counted. Views that
originate from embedded views are counted.

Dailymotion — Video was marked “Private” to prevent others from viewing it through a

search on the website. No views were logged from refreshing the browser after play had
started or from embedding the video on another site. DailyMotion does not record views
that result from embedded videos.

Most Stringent Sites for Counting Views

‘fahoal Video hlost Stringent
Metacafe” Maost Stringent
YouTube Yery Stringant
Google stringent
Dailymotion Moderate
Myspace Less Stringent
AL Uncut Least Stringent
Rewear Least Stringent
Conclusions

The top online video websites differ greatly in how they record video views. This lack of
standardization presents complexity to content producers and advertisers in
understanding the relative popularity of videos across video sites. To fully realize the
potential of advertising models in the online video medium, increased standardization and
transparency is required.
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