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New Formats Give Online Video
Ads Potential

Race k on to Reinvent as Advertisers Seek Cheaper Ways to
Reach Viewers

by Michael Le armnonth
Fubdished: June 29, 2009

QOG0

MEW YORE {AdAge.com) — For years, the promise of anline
video advertising has been just that — a promise. The reality has
been a big disappointment: ads that look and feel like TV, and
are repurposed from TV oreative, only much more annoying.

The reason for this
1= twofold:
advertisers and
aqences were
reticent to spend
Mansy on new
creative for online
video, and the video
mark et itself was
splintered, and
lacked the kind of
content advertisaers
were comfortable
wiith,
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But with the TV-upfront market frozen and advertisers looking
for lower-cost means to reach consumers, apush s on to try
formats that could finally realize some of the potential of online
video with targeted ads that engage with real interactivity, "As
prime-time audiences decrease, it makes sense to go where the
audiences are gaing," said Chris Allen, YP-video Innowvation at
Starcom US4,

Vivakl, lke Starcom a unit of Publias, 15 running a yearlong test
of different formats for both long- and short-form content
known as "The Pool." Earlier this year Reckitt-Bendciser, marketer
of Clearasil and Lysol, primed the market with a £20 million
budget shift to the web from TV for campaigns on ad networks
likke Yume, Brightrol and Nabbr,

'Funky transition period'

mMeanwhile, a flurry of nnovation i1s taking place across the
industry to mowe marketers away from static pre-rolls and
impression-based pricing to different models that take advantage
of the web,

"We're in this funky transition penod in the industry; the lion's
share of what adwvertisers are doing is repurposing TY creative
for wideo, but some are dipping their toe into new creative and
testing new formats," sad Hulu Semor YP Jean-Paul Colaco,

The goal here is to lure more dollars online and inorease the size
of what IPG unit Magna Global estimates will be a £700 milllon pie
in 2009, Mearly 80% of the .5, aonline audience watches wideo,
according to ComScore, but the time spent 15 Just 1% of TV
wviewing, which 1= a $70 bilhon market. So an argument could be
made that online video i getting its share, but no one hereis
making that argument, are they¥

Here's sampling of some of the latest efforts to renvent online
video ads:

= CBS, through its TV .com unit, 1s experimenting with a system
that would allow users to earn credits by watching ads. Earn
enough credits and you can watch ad-free. It's also
experimenting with bigger ad loads, Typically a half-hour show
online has two minutes of ads, compared with eight minutes an
T%. CBS 15 pushing that up to five minutes with no measureable
consumer blow-badk

» Tremor Media has rolled out a host of ad units called wChoice
that bring nterachivity into the player. Yiewers can choose the ad
they watch, dig deeper into related content, watch a product
demo and play 2 game all without leaving the wvideo experienca,
Some units alow advertisers to use therr existing oreative,
Cthers "push the boundaries of what has been done by allowing
new, nonlinear storyteling," said Shane Steele, Tremor
YWP-marketing.

» Hulu pioneered the choose-your-own pre-roll "ad selector”
urit, which allows users to choose an ad, including a long-form
mowie traler in exchange for an ad-free episode, The site has
also experimented with ad-free blocks where an advertiser such
as McDonald's buys up the ad inventary to make prime time
ad-free, The Disney-News Corp.-NBCLU joint venture has also
tried live ads, like the faux "telethon" for Microsoft's search
engine, Bing.

» YouTube introduced its own variation on choose-your-own-ads
Just last week, Google's video site is trying out a system where
viewers can choose to watch a pre-roll ad or a "promoted wideo,”
which itself is a media buy, Either way, the view helps YouTube
fulfil guarantees made to adwvertisers.

= Then there are "engagement” pricng models where the
advertiser pays for a specific action, rather than an mpression.
Yideo-ad network ScanScout, for example, serves rich overlays
that allow users to hover over or chidk to watch an ad or movie
trailer. The network did a deal wath Universal Pictures for "Fast
and the Furious 4," where the studio pad for anumber of
completed views of the traller rather than impressions,
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They just haven't figured it out. It doesn't matter what you
do - if the ads aren't targetted to the viewer, they won't
watch them,
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By martinruss | Mew York, NY June 30, 2009 01:00:17 pr.

The sampling of "targeted ads with real interactivity' has some
interesting ideas, but nothing that really stretches the current
online video format very hard. ['ve found that allowing the
audience member to do things lke choose the duration of an
ad (ke Huluy wins therr favor, but it's not as customized as
letting them show ar hide the presenter, tell one of
thousands of stories or just select the type of content to
watch,

Making videa delivery seamless and instant with these many
aptions gives users amaore personalzed experience and tends
to deliver the brand awareness, click-throughs, engagement,
and ultimately ROI, that these initial online video formats
haven't produced yet,
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By Rodney33 | FRISCO, TX July 2, 2009 12:02:07 am:

a0 COne-Way Spots RIP

& giant miss in this artide and in general for the ad industry is
an understanding of the diminished role TV spots wall play in
the very near future,

Current T spots with one -way communication are being
ignored more than ever and in their current state will soon be
a memary.

Tools ke Klickable, that allow the viewer to dick on objects
they're watching in a video while it's playing in real time, for
more infarmation and links to purchase, will be the norm.
Klickable has already been used on portals ke CBS, Bravo
and a wanety of other sites.

By the way, Klickable experience delivers best results when
embedded in entertanment and news content, not
commercials, YWatching a cooking show and want to know
where to get the special ingredients? Cldk on them and
maybe even get a coupon sent to wour smart phone from
Deal Chime,

Speaking of smart phones, they will soon be the number one
way S consumers access the web, Cell phones outnumber
computers by 3%, smart phone penetration is already in
double digits and a just released survey conducted by Best
Buy shows that even in the middle of a recession, 40% of all
cell phone owners who don't have a smart phone, plan to
purchase one within the next year.

Couple this with a new higher speed wireless internet which is
an the way, induding the 700Mhz spectrum recently vacated
by T¥'s migration to HD and you are talking about truly
engaging real time, one-to-one communication, With new
connection speeds dwarfing 3G, video will become an
impartant part of the hand held web, which will be even
smarter than computer based web, because it incorporates
GPS location-based messaging, like Deal Chime and other
products are already doing.

Additionally, two-way wideo will become an important platform
for smart phones that wil quickly change the query and
an-line shopping experience

So, rather than trying to figure out how the web can adapt to
support TY spots, our ndustry needs to be focused on
putting the web to work for them. A ot of outstanding tools
are already availlable. Hulu and Klickable is low-hanging fruit.
Bulding Deal Chime into ads to prowvide the instant ability to
choot affers to phones and computers when the consumer
engages Is a no-brainer,

Creating informational wvideo chunks that are emotional,
engaging and entertaning ke a good TY spot, that are
designed help consumers make degsions with built-in tools
and link s and allow them to post their own comments in the
content (good or bad) to share with ther trust network of
friends and family through social media sites will accelerate
trust and grow brands faster, because the custamer will own

and endorse the information,

If this sounds a little far fetched and futunstic, it's not, This s
real and it's happening faster than you think. I know because
I've spent a good part of my career working in and around
communications for wireless telecom, cable,
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By Rodney33 | FRISCO, TX July 2, 2009 12:06:29 am:

broadband, technology, entertainment, financial services,
consumer packaged goods and retail.

I've had enough soggy sandwiches in dark rooms reviewing
technological product roadmaps to find solutions in how all
these things can become applicable for consumers to know,
the : 30 one-way spot = dead,

Rodney Mason, ChO
Moosylvania

The Great State Of Design
Wi, N 00Sy lwania. oo m

wivewy, Dt ter .comy/rodmoose

iy Pl ter com oo sylyanta,

2 Permalink

VIDECQ: ABOUT DIGITAL

Tim Armstrong: Why | Left Google for
AOL

& Three-Part Video Interview with Ad Age
Editor Jonah Bloom atthe d &'s Leadership
Confersnce

3 WICRE

WATCH IT
NOW

CLICK HERE

Also See:
Metworks That Reach YVour Target Audignce

THE AD AGE VIFAL VIDEO
CHAET

Who's Hot Sick of Sexualized
Sandwiches? Viral-Video Viewers

W hat People Watched the weels of June 22,
20049

VIDEO: ABOUT DIGITAL

Buiding a Twitter Ad Agency for
Entertainment Companies

Tweeting Star Carn Bughbee Explains Her 'Mad
Men' Success

To submit comments you must be registered, Please Login
or Begister Now

lsernarme: J

Password: |

Comiment:

Fost Comment

Mote: Camments submitted to Adage.com are posted
automatically and will nclude the user name with which you
registered. Ad Age reserves the right to delete comments
that are insulting or personal in nature. Comments may be
used in the print edition at editorial discretion, Comments
are restricted to 500 words or less.

Share & Save (?)

Google | B Rres Feed
hetvil .. Save on Delicio us
Bloglines & | ) | Diga this

£3 yator CIE. Feddit
O widgetbox |G| Book rrark s
LT Windows Live ﬁ LirkedIn

=tay on top of the news and stay ahead of the garme—sign up for
e-rnail newsletters now !
RECENT DIGITAL AD AGE
WHITEPAPERS

» Qnline-Ad Industry Tries to
Stave of Government Regulation
» Web TV Pioneer Joost Gives Up

* Winning Consumers In Ching
* The Mardeting and Media
Dpportunities in Recession

+ Maloolm Gladwell: Chis
Anderson Is Wrong About 'Free’

+ Report: Microsoft Looks to Shed
Razaorfish

* How Commerdal Ratings
Chanoed the $70 Billion T

»» MORE DIGITAL ARTICLES

Q Sestch Advertizing Age

Avanced Search

Advertising Age: Tour Cnline Source for Marketing and Media Mewrs

Latest Mews | Agency Neaws | CMO Strategy | DataCentar | Digital
MedialWorks | Talent™Werks | This Week's Tasue | Your Opinion

The 2009 Ad Age Digital Conference

Mews, Photos and Presentations Fromthe
Marketing Confab

GPECIAL EEFORT
Digital A-List 2009

Case Studies in Digital-manketing Excellence

DATACENTER
Digital Family Trees 2009

Interactive Mentures of Top Media, Web Portal
and Agency Companies

9 MIMUTE AD AGE VIDEO
Recession Accelerates Rising Tide of
Brand Fakes

- L . -

CMi Council Wams of Spread Far Beyond
Lusury Goods

VIDECQ: ABOUT DIGITAL
How Marketers Get It Wrong With Wikis

FinAd A rod et o e

an Ad Age Interaew Wik Jimmy Wales

AGENCY REEFOET 2008
Revenue Grows 8.6%, Propelled by
Digital

Cur Agency Report Finds the Business in
Surprisngly Good Health

Mobile Marketing Guide

&lso Seed

Mohbile Mad:eting Tools and Solutions

MOST READ

1, Coke, Pepsi Make Mice on Twitter

2. BadNews Could Be the Best Thing for
Mille nnials

3, wWhy the Court's Dedsion on Virtual DWVRs
Matters to Mardeters

4, Creatiwe Directors Don't Have to Be
Pedormers

5. State Famm Re-evaluating Agency
Cormpensation

EEANDED CONTENT

Stay in front of the latest e-business
data and trends

DIGITAL MARKETING .
| ANALYSIS CHANNEL  eMarkstor

MORE

EREANDED CONTENT

Intzligence for IT Yendors on How Best
to Market Your Goods

'TECH MARKETING CENTER
CHANNEL i By ,
| =ID :\ii'-.llll'.'.lllln.-

3 MORE

EREANDED CONTENT

Build a more effective search strategy

'"EADCH MADOKETING
SEARCH MARKETING

CHANNEL

MCRE

Global Meves | Hispanic Marketing | Madison+Vine |

Jonah Bloom | Banes Crain | The Meadia Guy | Teressa Iez=i | Al Bies | Lenore Skenazy | Guest Colummnists

W inning Consumers InChina | The Marketing and Media Opportunities in Feceszion | More...

TalentWeorks | 4d Ags Events | Industry Events | White Papers & Marketing Information | a6o Multiplatform Madia

Subscriptions | Media Kit | Help Center | List Rental | E}(What isES57) | Archive | Get the issue digitally (T exterity]

More from Ad Age: Creativity | Ad Age China | Bookstore | Jobs | Signupfor E-mail Newsletters

Copyright © 1g0z-2000 Crain Commmunications | Privacy Staternent | Contact Us



