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1952 
BBM introduces TV 

measurement service 
coinciding with first 
Canadian  stations 

1999 
After launch of the 

WWW in 1991, Media 
Metrix first to offer 

digital measurement  in 
Canada 

B E H I N D  E VE R Y  G R E A T  M E D I U M  I S  G R E A T  M E A S U R E M E N T  

1915 
Launch of ABC 

ushers in Golden 
Age of Newspapers 

1944 
BBM Canada Launches 
during Radio’s Heyday 

Presenter
Presentation Notes
Before we start talking about the specific of where we are in terms of measurement within video,  it’s illuminating to step back a bit and put video’s emergence onto the scene into perspective.  As you can see, it’s a very new medium – YouTube only launched 10 years ago.  In contrast, the first TV commercial ran in 1941.  ��So when we think about convergence of TV and video, it is understandable that we still have a few hurdles to work out.  From an industry perspective, the legacy systems that are in place are not going to be displaced overnight. �
Brief history.

The first feature movie (The Great Train Robbery) was released in 1903
The first movie theater opened in 1905 in Pittsburgh
Radio was invented in 1922 – and was already in 60% of households by 1930. People wanted audio.
The first feature film with sound (The Jazz Singer) comes out in 1927
First TV commercial airs in 1941. It was for Bulova watches and cost somewhere between 4 and 9 dollars.
TV takes over radio as the primary source of information in the 1950s
Color TV launches in 1960 and is in 80% of households by 1975
Internet launches in …. (adoption)
Smartphones in …. (77% adoption)
Youtube launches in …. 4 billion video plays per day
Netflix launches in ….  – 44% of households have SVOD
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CANADIAN GROWTH HAS BEEN 
UNPRECEDENTED  

of Millennials  
watch online video* 

93%  
75% 

of Canadians 
watch online 

video* typically watch video  
Content online only  

– up 44% YOY** 

25%  
more time with video than  

American counterparts 
– Most Netflix subscribers  

outside of US 

26%  
use internet-connected  

device while watching TV,  
i.e. Second Screening* 

53%  

Source: *Videology/Marketing Magazine survey, Jan 2015; ** comScore/Google,  
Feb-Mar 2015; ̂ comScore, March 2015;  ^^SNL Kagan, 2015 

Presenter
Presentation Notes
But from the consumers’ perspective, the growth in video has been astoundingly fast.   ��- Not surprising, since comScore consistently finds Canadians spend more hours online than audiences in any other country�
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B E H I N D  E VE R Y  G R E A T  M E D I U M  I S  G R E A T  M E A S U R E M E N T  

1952 
BBM introduces TV 

measurement service 
coinciding with first 
Canadian  stations 

1999 
After launch of the 

WWW in 1991, Media 
Metrix first to offer 

digital measurement  
in Canada 

1915 
Launch of ABC 

ushers in Golden 
Age of 

Newspapers 

1944 
BBM Canada 

Launches during 
Radio’s Heyday 

? 
CONVERGENCE 

Presenter
Presentation Notes
Before we start talking about the specific of where we are in terms of measurement within video,  it’s illuminating to step back a bit and put video’s emergence onto the scene into perspective.  As you can see, it’s a very new medium – YouTube only launched 10 years ago.  In contrast, the first TV commercial ran in 1941.  ��So when we think about convergence of TV and video, it is understandable that we still have a few hurdles to work out.  From an industry perspective, the legacy systems that are in place are not going to be displaced overnight. �
Brief history.

The first feature movie (The Great Train Robbery) was released in 1903
The first movie theater opened in 1905 in Pittsburgh
Radio was invented in 1922 – and was already in 60% of households by 1930. People wanted audio.
The first feature film with sound (The Jazz Singer) comes out in 1927
First TV commercial airs in 1941. It was for Bulova watches and cost somewhere between 4 and 9 dollars.
TV takes over radio as the primary source of information in the 1950s
Color TV launches in 1960 and is in 80% of households by 1975
Internet launches in …. (adoption)
Smartphones in …. (77% adoption)
Youtube launches in …. 4 billion video plays per day
Netflix launches in ….  – 44% of households have SVOD
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What are the biggest  
Challenges surrounding  
video advertising? 

48% 
37% 

48% Measuring Campaign 
Performance 

37% Measuring Audiences  
Across Screens 

VIDEO MEASUREMENT HASN’T  KEPT UP  

Presenter
Presentation Notes
So it’s not surprising, that there are going to be some gaps,  and one of those is measurement.
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- Lord Kelvin 
1824-1907 

“What gets measured,  
gets done.” 

Presenter
Presentation Notes

You’ve probably all heard this saying, attributed to Lord Kelvin – the famous Scottish physicist who invented the Kelvin scale for temperature measurement and was instrumental in figuring out how to transmit the first transatlantic telegraph – he was a man who knew how to get things done.

Without a standardized form of cross-screen video measurement, video growth will not reach its potential.

This holds true today.  Advertisers are unlikely to change how they do things, or where they spend their money, if they are unable to measure the effectiveness of that spending. 
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Brand Metrics 
• Brand Awareness 
• Intent to Purchase 

• Favorability 

Sales ROI 
• Online or Offline  

sales tied to ad  
exposure 

A MULT I - T IERED APPROACH  
TO MEASUREMENT 

 

Campaign Metrics 
• Performance Metrics:  

 CRT, Completion 
• Reach:  

 GRPs, TRPs,  
 Viewability,  
Frequency 

• In-Target Delivery:   
 Audience  
 Verification 

Presenter
Presentation Notes
So what are we talking about when we talk about measurement.  ��There are three main buckets… 
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45% 
CROSSSCREEN 

PC Only 
50% 

OTT only 
3% 

PC, 
Mobile, 

OTT 
12% 

PC & 
Mobile 

33% 

Mobile 
Only 
2% 

Video Campaigns by Device Campaign Objectives 

SOURCE: Videology Platform, Canadian Impressions, Q2 2015 

64% 

55% 

38% 

12% 
7% 5% 

Audience Verification VTR
CTR Reach
GRPs Viewable Rate

WHERE ARE WE NOW?  
 

<1% 
Brand Impact/ 
Sales Conversion 
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Where are we headed? 
U.S. Cross-screen Measurement Across TV and Digital Video 

DIGITAL AD RATINGS TV RATINGS 

Presenter
Presentation Notes
Cross-device Ownership of Data = Next Generation of Converged Advertising
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Where are we headed? 
Canadian Cross-screen Measurement Across TV and Digital Video 

TV RATINGS 
DIGITAL AD RATINGS 

Presenter
Presentation Notes
Cross-device Ownership of Data = Next Generation of Converged Advertising
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WHY DOES IT  MATTER?  
 

32.3% 

21.8% 22.5% 

Online + TV
Targeting

Online Purchase
Targeting

Online Demo
Targeting

SALES LIFT OF MULTI-DEVICE VS. DIGITAL 
TARGETING  

UNITS VELOCITY (units per 100HHs)

13.2% 

70.8% 

Br
an

d 
Li

ft
 

Over 
6x 

Higher 

Nielsen Norms Videology Norms 

Brand Lift Offline Sales 

Presenter
Presentation Notes
Addressability & Convergence

Videology drives 6X higher than Nielsen’s norm. This is purchase intent compared to the Nielsen OBE average*

TV + OLV yielded greatest conversion:
33% greater than OLV-only
12x greater than TV-only
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Thank You! 
 
Scott Ferber, Chairman & CEO 
Videology 
 
 
 
 
Questions? Email me at: 
Scott@videologygroup.com @scottferber 
 
   

 
 

mailto:Scott@videologygroup.com
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