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The continued rise of video advertising --
which gives brand marketers the familiar 
messaging medium of TV combined with 

online'stargeting and measurement 
capabilities -- is the main driver for online 

ad ǎǇŜƴŘƛƴƎΩǎsteady annual growth
eMarketerςJune 2011



Online Video Landscape is Explodingé
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Growth In Total Viewership

ÅIn 2010, two-thirds of US internet users are watching some 

form of online video content at least once per month

ÅBy 2015, 76% of internet users will watch online video

éand in Ad Dollars Spent

ÅIn 2010, two-thirds of US internet users are 

watching some form of online video content at least 

once per month

ÅBy 2015, 76% of internet users will watch online 

video
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Banner ads Rich media Video

Source: eMarketer Feb 11

Note: CAGR (2009-2015)=6.9%; individuals of any age who watch video content online at least once per month

Source: eMarketer Nov 2010



Viewers of TV Content Online Growing Faster
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Online Video Viewers

Adult Internet Users Who Watch TV 

Shows Online

Note: *internet users who download or stream video online via any device at least once per month; **ages 18+

Source: eMarketer, Feb 2011
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Top Reasons for Watching 

TV Shows Online

ÅWatch at times when normally 
wouldnôt watch TV

ÅCatch up on missed episodes

ÅMore convenient to setting DVR
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Adding Online Video to Your TV Buy Increases Effectiveness
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A multi-wave ad effectiveness study of an on-going TV/Online sponsorship demonstrates that the 

combination of Online + TV exposure is more effective than TV exposure alone

Source: InsightExpressAdInsight
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Brands on Premium Content Sites Perceived More Positively

òA Sense of Place: Why Environments MatteròOPA/Harris Interactive June 2010
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Advertisers are High Quality/Reputable

Relevant Brands

Respected Brands

Premium Content SitesPortals Social Media

Purchase intent on Premium Content Sites is 163% higher 

than overall market norms and 93% more than Portals

Source: Dynamic Logicôs MarketNormscampaigns over last 3 years through Q4 2009

OPA N=77 MN=294; Portals=113


