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Content Source as Percentage of Total Time Spent Watching Video on TV Set

With margins for content
shrinking in the on-
demand digital video
world, many digital video
service providers must
rely increasingly on
advertising revenue to
retain customers with
low-price or free content
services. This report
evaluates current
audience metrics tools
being implemented in
digital video, identifies
key players in the
audience measurement
services industry, and
assesses the future for
digital video advertising
and audience
measurement.
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“With the growth of non-linear Internet video and the decline in linear video
viewership, audience measurement providers must rethink the way they track non-
linear viewership to provide value to both media inventory sellers and buyers.
Advertisers in particular must shift their philosophy from buying media via
programming to buying media via unique audience and individual viewers,” said
Glenn Hower, Research Analyst.
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