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Today I want to talk about...
Why the growth in online video?

Consumers use of online video

A perfect storm for advertisers

Creativity and Evaluation



A Sunday afternoon in the Worrell household



Digital is disrupting all forms of media



ITV1 share of all adult viewing



Consumption falling?

SO NOBODY READS THE 
NEWS ANYMORE?



Show of hands

How many people have read a newspaper 
today?

How many people feel up to date with the 
news?

How many people have listened to a CD in 
the last week?

How many people have listened to music on 
any format in the last week?

How many people have watched a DVD in 
the last week?

How many people have watched a movie / 
show on any format in the last week?

Question for a gift: what is the oldest 

English language daily newspaper still in 

publication?

Question for a gift: which band released the 

first ever CD globally?

Question for a gift: which film was first 

released on a DVD?



Consumption fragmenting...



Video content online is a key growth area



Source: comScoreVideo Metrix, January 2011

The UK Consumer



How and why is this happening?

TECHNOLOGY TIME

CONSUMERS DEVICES



Content is consumed in the traditional TV domain

HOME: 97.4%
WORK: 13.1%
COMMUTE: 12.7%
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Weekday Weekend

< 1 HR / WEEK: 44.2%
> 1 HR / WEEK: 55.8%

HEAVY WEIGHT OF VIEWING, IN THE 
EVENINGS AND AT HOME ςDIGITAL HAS 

INVADED THE LIVING ROOM

Source: Specific Media Research, 1,000 sample, Toluna, March 2011



Content consumption is mainstream
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Business

Retail / Commerce

How To Guide

UGC

Full Length Movie

Movie Clip

TV Show Clip

Sports

Movie Trailer / Preview

News

Music Video

Full Length TV Show

Source: Specific Media Research, 1,000 sample, Toluna, March 2011



38%

62%

Passive Active

66%

34%

Passive Active

Mindset is different to TV

Online Viewing: TV Viewing:

ONLINE CONTENT VIEWING IS DIFFERENT 
TO TV VIEWING ςA DIFFERENT USER 

EXPERIENCE WITH DIFFERENT MOTIVATORS

Source: Specific Media Research, 1,000 sample, Toluna, March 2011



This is why ςonline experience is different

Watch With Family
Habit

Watch With Others

Comfort
Watch With Friends

Convenience

TV ONLINE CONTENT

Choose Content
Interactivity

Fit Around Lifestyle

CONTROL  AND CHOICE COMBINE WITH 
THE ABILITY TO INTERACT TO CREATE A 

RICH, INVOLVING USER EXPERIENCE

Source: Specific Media Research, 1,000 sample, Toluna, March 2011



Lorem ipsum 

dolor sit amet

Lorem ipsum 

dolor sit amet

Participatory Choice Engaging

Involving Interactive Situation

Involving, Participatory, Engaging

Source: Specific Media Research, 1,000 sample, Toluna, March 2011



UNIQUE USER EXPERIENCE ALLIED TO THE 
TARGETING POTENTIAL OF ONLINE CREATES 

A PERFECT STORM FOR ADVERTISERS

What's the advertiser opportunity?



Video works with Display and TV

.

Ad Combinations % of brand recall

TV + Display + RM + Video 52%

TV + Video Only 48%

TV + Rich Media Only 39%

TV + Standard Display Only 39%

TV only 35%

Source: Nielsen, Based on online ad exposure in 30 days prior to TV ad exposure



Data bring the consumer alive



Combine the TV brand experience with digital data

USING TRADITIONAL TV ROUTE TO MARKET 
IS RESTRICTED IN ITS OFFERING



Combine the TV brand experience with digital data

TAKE EXISITNG BRAND EXPERIENCE AND 
COMBINE IT WITH RICH DATA LED INSIGHT



What is the best way to evaluate effectiveness?

SHOULD WE MEASURE THE CLICK? JUST 
BECAUSE WE CAN...IS THERE VALUE?



Talk the language marketers talk

Source: Bain and Company



A Specific Media example

+10.2

+8.6

+6.5

+3.2

+2.9

+2.7

-2.6

Six of the seven brand attributes measured in the research saw a 
positive uplift when comparing those exposed to the digital activity 
for Nissan Juke to those who had not seen the activity ςincluding 
efficiency, lifestyle and urban

Research conducted by Survey Interactive across the Specific 
Media Network using a test / control methodology amongst 

111 respondents. Research conducted 1 ς10th April 2011.



Evaluation and planning examples
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The opportunity for online



The classic TV experience ςsurvival of the fittest?



Evolution of the television



5ƻƴΩǘ ƭŜǘ ŎǊŜŀǘƛǾƛǘȅ ƻŦŦ ǘƘŜ Ƙƻƻƪ



Online welcomes brands

2011: VIDEO + DISPLAY + DATA + 
CONSUMER = WELCOME BRANDS ONLINE


