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Figure i — A Broadcast Audience vs. Online Video
Audience

However they did it, it's clear that the Internet has
changed the way in which content owners and marketers
observe and measure consumer behavior. The one-to-
one link between the online provider and the subscriber
has a new sense of intimacy, whether we like it or not.
Some consider this direct communication to be a threat to
privacy; others believe it is an untapped opportunity.
Either way marketers are scrambling to take advantage
of this new treasure trove of information, consolidate I,
make reasonable sense of it, and then sell it for a lot of
money. The better they understand our consumer
behavior, at an individual level, the more they can satisfy
advertisers and sponsors. This will lead to more
personalized advertising, and customized
recommendations, which will in turn lead to happier
advertisers and more money for better content. It's a
virtuous circle waiting to happen.

Consider the notion that maybe our frustrations with
advertising have been due to the generalized nature of its
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presentation. We are accustomed to the fact that the
majority of advertising we experience on a daily basis we
find personally irrelevant. In fact, for internet-based
advertising this conventional wisdom is not entirely true.
Google’s pay-per-click (PPC) ads have had tremendous
success over the years . More specifically, advertisers
using this service have a direct ability to measure their
success - something which is very hard to do in print
advertising. The point is that this sea-change in the
observation and analysis of consumer behavior is not
entirely a threat - which is often our reaction to change -
but rather an opportunity for consumers to discover
products they would not easily find on their own...or for
that matter, even consider looking for it.

The chances
of a print advertisement

targeting me specifically
are slim and far-between

How subscribers view advertising in the context of
internet video is a solid step in understanding their
motivations. A user study by Ericsson  shows the
overwhelming value of receiving recommendations from
friends and family in suggesting new content. This is
followed by suggestions from a recommendation engine
which has been correlated with past purchasing and
viewing behavior. It's also worth noting how subscribers
also value social media in their purchasing preferences.
Surprisingly  the study shows that expert
recommendations are the least trusted source. What if
advertising could be valued in the same light as personal
recommendations?

Print ads establish a sense of relevance by placing their
ads in physical places where the most eyes will see it, in
publications with a specific demographic, and next to
articles of related interest’. Ads of this type traditionally
measure their success based on total impressions;
whether or not they were “seen” by the target audience.
But relevancy reaches a new level when implemented
online. This happens not only by correlating a web page
with the interests of the web surfer, but also mapping the
user's demographics and past behavior to the
advertisement itself. For example consider
advertisements related to pregnancy: A web site
promoting folic acid, may determine that the user is a
woman, below the age of 30 years. This may suggest
that the user is already pregnant, or not yet, but is in the
family planning stage. So a banner ad offering pregnancy
related products could be displayed. But what if the user
is a man above the age of 60, and searching for folic
acid? In this case advertisements related to products
which prevent heart disease may be chosen instead.
Further refinements in the advertisement could be made
if additional demographic and past behavioral information
became available.

Mining demographic data against a database of products
is complex combination of art and science. At the
moment, there is no magic formula. It's a challenge that
marketing organizations are trying to solve, in order to
uncover hidden opportunities.

Ultimately the choice of print vs. online advertisement
spending depends largely on the target demographic. If



the target audience is an owner of a
Rolex’, runs their own business, but
doesn't own a _computer, then
advertising in Forbes” magazine may be
more appropriate . Likewise, targeting
the 20-something~ generation, may
require focusing on Twitter, Facebook,
and YouTube banner placements.

With the global nature of the internet,
ensuring that online advertising is
relevant requires tracking of several
metrics. A web surfer from the Czech
Republic browsing CNBC in the US
‘may’ be served advertisements
relevant to their location and
demographic. The following approach
is based on the 3MS Initiative ~ and
comScore

¢ |s the advertisement in view  on the target device?
According to comScore, an average of 37% of ads are
not in-view in the European Union ~ (EU). The
location of the ad should be relevant to the target
user. For example a banner at the top of a webpage
maybe overlooked by a user which is focused on
scrolling to the article lower down on the webpage.

Correct
Geography

Productive
Ad Spend

Figure iii - Productive Online Advertisement Spending

¢ |s the ad shown in the correct geography (aka. geo-
location)? According to comScore, up to 7% of
advertisements are served outside of their target
geography. Half of these were served in the wrong
language. On an international scale, relevancy is not
only required on a geographic level, but also required
for cultural and language significance.

o Were the ads served with the target brands?
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Figure ii — Most Useful Recommendations for Internet Video Services

comScore reports that 55% of ads in the EU were
served against inappropriate brand content. A small
fraction of served ads even involve fraud.

Ultimately the main question that needs to be answered
is, “Do my ads reach the correct audience?” Optimizing
these three metrics ensures maximum return on
investment (ROI) ~ for advertising spend. Measuring this
ROl is essential to justifying future advertising spending.

In the print world the cost of an ad is measured by the
cost per thousand impressions (CPM ). National
magazines may charge an average of $6 CPM, whereby
TV placements would range between $10 and $35 for a
popular sitcom . The ultimate success of advertising is
measured by subsequent revenue that is generated. But
in some cases it is hard to map ROl success of an
advertising campaign when other marketing & sales
activities are also contributing to the bottom line.

36 -
Weekly Viewing
Times for Video

’Q‘
24 - 3
0
= the
ﬁ g diffusion
Q gruLlp
E
121 & _
) == ive Broadcast
E =@=|nternet Video
0 ,

2010 2012 2014 2016 2018 2020 2022
Figure iv — Weekly Viewing times for Video

Conversely it is much easier to manage the ROI of
Internet advertising since the entire workflow of prospect
to client can be closely tracked. All of this activity can
even be measured and analyzed in real-time. Online
advertising costs are typically cheaper as well, whether it
is production costs of a short-form video, or the desk top
publishing costs of a small banner ad. Some companies
even save costs by repurposing their print ads and
broadcast TV commercials for subsequent internet
usage.

The success of online advertising can be dynamically
improved with appropriate statistics and data analytics.
Armed with this information, a brand administrator can
pull content which isn’t performing, and explore why
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others are successful. Relevant questions that should be
answered by an online video reporting engine include:

Is my content any good? Is it engaging my viewers?
When, where, and what content has been watched?

How is the content being consumed, and on which
devices?

e Which content is selling the most or the least, and
why?

The overall health of the global advertising industry has
been analyzed by companies like ZenithOptimedia .
From their study Internet based advertising is the only
medium showing consistent double digit growth over the
past six years (the growth in 2012 was 15%). Internet
advertising actually surpasses all other advertising types
in overall expenditure, except for television, which
continues to grow at a healthy 5% per annum. At these
current rates Internet advertising will exceed TV ad
spending within the next 10 years. Interestingly, this
coincides with a related study showing that consumers
will be watching more online content compared to live
broadcast within this decade .

Targeting consumer advertising at a personal level will be
a great opportunity if it's done with privacy, ethics, and
human decency in mind. At least that is our wish. Privacy
issues aside, maybe one day our viewers will be pleased
to see advertisements that know them well enough that
they offer precise suggestions on related interests -
guiding them to new products or services that they would
otherwise not have noticed. Minority Report™ may have
depicted such a utopian advertising future as over-the-
top. But if subtle enough, it may be enjoyable to buy
something on the back of a personalized ad. Consumers
would certainly find a new appreciation for advertising if it
saved them days of researching the purchase
themselves. Imagine that users would trust advertising
suggestions so well, that they would regard them as
highly as recommendations from friends or family. Maybe
that’s how advertising is supposed to work?
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I. Consumption is Personal
e http://dusil.com/2013/02/28/consumption-is-personal/

In the days of linear television, broadcasters had a
difficult task in understanding their audience. Without a
direct broadcasting and feedback mechanism like the
Internet, gauging subscriber behavior was slow. Today,
online video providers have the ability to conduct a one-
to-one conversation with their audience. Viewing habits
of consumers will continue to rapidly change in the next
ten years. This will require changes in advertising
expenditure and tactics.

II. Granularity of Choice
e http://dusil.com/2013/04/01/granularity-of-choice/

The evolution from traditional TV viewing to online video
has been swift. This has significantly disrupted disc sales
such as DVD and Blu-Ray, as well as cable and satellite
TV subscriptions. With the newfound ability to consume
content anytime, anywhere, and on any device,
consumers are re-evaluating their spending habits. In this
paper we will discuss these changes in buying behavior,
and identify the turning point of these changes.

lll. Benchmarking the H.265 Video Experience
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e http://dusil.com/2013/04/22/benchmarking-the-video-
experience/

Transcoding large video libraries is a time consuming and
expensive process. Maintaining consistency in video
quality helps to ensure that storage costs and bandwidth
are used efficiently. It is also important for video
administrators to understand the types of devices
receiving the video so that subscribers can enjoy an
optimal viewing experience. This paper discusses the
differences in quality in popular video codecs, including
the recently ratified H.265 specification.

IV. Search & Discovery Is a Journey, not a
Destination

e http://dusil.com/2013/05/13/Search-and-Discovery-Is-
a-Journey-not-a-Destination/

Television subscribers have come a long way from the
days of channel hopping. The arduous days of struggling
to find something entertaining to watch are now behind
us. As consumers look to the future, the ability to search
for related interests and discover new interests is now
established as common practice. This paper discusses
the challenges that search and discovery engines face in
refining their services in order to serve a truly global
audience.

V. Multiscreen Solutions for the Digital Generation

e http://dusil.com/2013/06/24/multiscreen-solutions-for-
the-digital-generation/

Broadcasting, as a whole, is becoming less about big
powerful hardware and more about software and
services. As these players move to online video services,
subscribers will benefit from the breadth of content they
will provide to subscribers. As the world’s video content
moves online, solution providers will contribute to the
success of Internet video deployments. Support for future
technologies such as 4K video, advancements in
behavioral analytics, and accompanying processing and
networking demands will follow. Migration to a
multiscreen world requires thought leadership and
forward-thinking partnerships to help clients keep pace
with the rapid march of technology. This paper explores
the challenges that solution providers will face in
assisting curators of content to address their subscriber’'s
needs and changing market demands.

VI. Building a Case for 4K, Ultra High Definition
Video

e http://dusil.com/2013/07/15/building-a-case-for-4K-
ultra-high-definition-video/

Ultra-High Definition technology (UHD), or 4K, is the
latest focus in the ecosystem of video consumption. For
most consumers this advanced technology is considered
out of their reach, if at all necessary. In actual fact, 4K is
right around the corner and will be on consumer wish lists
by the end of this decade. From movies filmed in 4K, to
archive titles scanned in UHD, there is a tremendous
library of content waiting to be released. Furthermore,
today’s infrastructure is evolving and converging to meet
the demands of 4K, including Internet bandwidth speeds,
processing power, connectivity standards, and screen
resolutions. This paper explores the next generation in
video consumption and how 4K will stimulate the
entertainment industry.

VII. Are You Ready For Social TV?
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o ht}[p://dusiI.com/20l3/08/12/are-you-ready—for-social—
tv

Social TV brings viewers to content via effective brand
management and social networking. Users recommend
content as they consume it, consumers actively follow
what others are watching, and trends drive viewers to
subject matters of related interests. The integration of
Facebook, Twitter, Tumblr and other social networks has
become a natural part of program creation and the
engagement of the viewing community. Social networks
create an environment where broadcasters have
unlimited power to work with niche groups without
geographic limits. The only limitations are those dictated
by content owners and their associated content rights, as
well as those entrenched in corporate culture who are
pre\llcej:nting broadcasters from evolving into a New Media
world.

IX. Turning Piratez into Consumers, |

e http://dusil.com/2013/10/25/turning-piratez-into-
consumers-i/

IX. Turning Piratez into Consumers, Il

e http://dusil.com/2014/07/15/turning-piratez-into-
consumers-ii/

X. Turning Piratez into Consumers, llI

e http://dusil.com/2015/05/12/ott-multiscreen-digital-
video-series-10-turning-piratez-into-consumers-iii/

Xl. Turning Piratez into Consumers, IV

e http://dusil.com/2015/05/26/ott-multiscreen-digital-
video-series-11-turning-piratez-into-consumers-iv/

XIl. Turning Piratez into Consumers, V

e http://dusil.com/2015/09/22/ott-multiscreen-digital-
video-series-12-turning-piratez-into-consumers-v/

Content Protection is a risk-to-cost balance. At the
moment, the cost of piracy is low and the risk is low.
There are no silver bullets to solving piracy, but steps can
be taken to reduce levels to something more acceptable.
It is untrue that everyone who pirates would be unwilling
to buy the product legally. It is equally evident that every
pirated copy does not represent a lost sale. If the risk is
too high and the cost is set correctly, then fewer people
will steal content. This paper explores how piracy has
evolved over the past decades, and investigates issues
surrounding copyright infringement in the entertainment
industry.
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