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the Bottom line

Video publishers looking to earn 

additional revenue from online 

video should add more mid-roll ads 

to longer videos, especially when 

they are played on larger connected 

screens. Mid-roll video ads also have 

higher completion rates, on average, 

which means more viewers stay 

engaged with paid content longer, 

which leads to more revenue.

Online video analytics help media 

companies, networks, brands and 

broadcasters understand how 

audiences watch TV online today. 

These real-time insights inform 

innovative and profitable online 

video strategies that maximize 

revenue and viewer engagement 

across all connected screens. 

The same engagement patterns emerge when we factor in device type and video length.  

When people watch a video on a gaming console, connected TV, or tablet, they are  

more likely to watch it to completion. Our data shows this is true for short-form, mid-form  

and long-form videos.

Playthrough by device and video length Q4 2012
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Turning Information Into Insights

When you optimize digital revenue strategies for each viewer, device and 
location, you deliver more relevant ads to the right screen at the right time.

The result is more money for online video publishers.

Ooyala uses Big Data and real-time video analytics to help you understand 
your audience like never before, and connect with them in meaningful ways. 

Only Ooyala delivers a more personalized and profitable media experience 
that benefits viewers and content publishers alike.  

That is the power of information. That is the power of Ooyala. 
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Branded Video Conversion Rate

26.03% 100.00%
29.00% 111.42%
29.53% 113.45%
32.46% 124.71%
42.40% 162.88%
26.92% 103.43%

Branded 
Video Content 

- Q4 2012

10/01 - 10/16
10/17 - 10/31
11/01 - 11/15
11/16 - 11/30
12/1/ - 12/16
12/17 - 12/31

Average 
Conversion 
Rate (Plays/ 

Displays)

Growth of 
Conversion 

Rate

Branded 
Video Content 

- Q4 2012

Oct 1, 2012
Nov 22, 2012
Dec 16, 2012
Dec 17, 2012
Dec 24, 2012

Conversion 
Rate

Gain With 
Respect to 
Oct 1, 2012

28.71% 0.00%
31.40% 9.35%
54.84% 90.98%
33.97% 18.31%
19.87% -30.80%

28.71%
26.44%
25.01%
28.04%
29.04%
23.43%
26.32%
24.44%
24.63%
23.83%
25.82%
27.97%
24.75%
26.71%
25.20%
26.13%
24.21%
27.80%
29.07%
24.01%

Branded 
Video 

Conversion 
Rate, Q4 2012

 Plays/
Displays

Oct 1, 2012
Oct 2, 2012
Oct 3, 2012
Oct 4, 2012
Oct 5, 2012
Oct 6, 2012
Oct 7, 2012
Oct 8, 2012
Oct 9, 2012
Oct 10, 2012
Oct 11, 2012
Oct 12, 2012
Oct 13, 2012
Oct 14, 2012
Oct 15, 2012
Oct 16, 2012
Oct 17, 2012
Oct 18, 2012
Oct 19, 2012
Oct 20, 2012

Nov 7, 2012
Nov 8, 2012
Nov 9, 2012

25.25%
26.79%
27.77%
28.73%
31.24%
34.01%
28.56%
30.66%
32.95%
29.10%
34.91%
27.55%
31.35%
23.60%
24.25%
30.59%
30.50%

Oct 21, 2012
Oct 22, 2012
Oct 23, 2012
Oct 24, 2012
Oct 25, 2012
Oct 26, 2012
Oct 27, 2012
Oct 28, 2012
Oct 29, 2012
Oct 30, 2012
Oct 31, 2012
Nov 1, 2012
Nov 2, 2012
Nov 3, 2012
Nov 4, 2012
Nov 5, 2012
Nov 6, 2012

30.78%
29.55%
34.67%

Nov 10, 2012
Nov 11, 2012
Nov 12, 2012
Nov 13, 2012
Nov 14, 2012
Nov 15, 2012
Nov 16, 2012
Nov 17, 2012
Nov 18, 2012
Nov 19, 2012
Nov 20, 2012
Nov 21, 2012
Nov 22, 2012
Nov 23, 2012
Nov 24, 2012
Nov 25, 2012
Nov 26, 2012
Nov 27, 2012
Nov 28, 2012
Nov 29, 2012

33.79%
32.17%
29.66%
29.40%
27.63%
27.47%
33.11%
33.46%
32.55%
29.25%
29.34%
29.17%
31.40%
29.72%
31.39%
32.06%
38.12%
35.83%
33.34%
31.91%

Nov 30, 2012
Dec 1, 2012
Dec 2, 2012
Dec 3, 2012
Dec 4, 2012
Dec 5, 2012
Dec 6, 2012
Dec 7, 2012
Dec 8, 2012
Dec 9, 2012
Dec 10, 2012
Dec 11, 2012

52.03%
44.11%
48.76%
49.01%
54.84%
33.97%
33.86%
34.92%

36.26%
43.82%
30.33%
36.81%
32.51%
37.50%
42.97%
38.59%
40.98%
49.10%
38.24%
38.76%

Dec 12, 2012
Dec 13, 2012
Dec 14, 2012
Dec 15, 2012
Dec 16, 2012
Dec 17, 2012
Dec 18, 2012
Dec 19, 2012

20.41%
22.03%
22.62%
29.90%
19.87%
26.60%
24.23%
24.93%
27.28%
27.74%
31.45%
24.04%

Dec 20, 2012
Dec 21, 2012
Dec 22, 2012
Dec 23, 2012
Dec 24, 2012
Dec 25, 2012
Dec 26, 2012
Dec 27, 2012
Dec 28, 2012
Dec 29, 2012
Dec 30, 2012
Dec 31, 2012
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Connected TVs & Gaming Consoles: Percentage of Time Watched by Video Length

Sep 3, 2012

0.37%
2.35%
2.22%
2.36%

92.70%

Sep 10, 2012 Sep 17, 2012 Sep 24, 2012 Oct 1, 2012

0.35% 0.33% 0.29% 0.23%
2.46% 2.30% 1.87% 2.21%
2.12% 2.03% 1.85% 2.68%
2.81% 2.70% 2.66% 5.12%

92.25% 92.65% 93.33% 89.76%

Oct 8, 2012 Oct 15, 2012 Oct 22, 2012 Oct 29, 2012

0.34% 0.41%
2.63% 2.26%
2.81% 2.92%
5.87% 6.58%

88.34% 87.84%

Nov 5, 2012

0.83%
5.03%
4.87%
4.63%

84.63%

Nov 12, 2012 Nov 19, 2012

1.02% 1.45%
7.28% 12.97%
6.07% 4.56%
4.60% 7.07%

81.03% 73.96%

Nov 26, 2012 Dec 3, 2012 Dec 10, 2012 Dec 17, 2012

1.71% 1.21% 1.54% 2.26%
11.56% 6.67% 9.42%
4.73% 3.32% 4.18%
7.87% 4.05% 4.85%

74.12% 84.75% 80.01%

Dec 24, 2012

3.60%
13.30% 19.54%
5.26% 5.01%
5.95% 6.59%

73.23% 65.26%

Dec 31, 2012

2.29%
12.06%
3.80%
5.67%

76.17%

% Of All Hours 
Watched, 
CTV&GC       
Q3, Q4 2012

Jul 2, 2012 Jul 9, 2012 Jul 16, 2012 Jul 23, 2012 Jul 30, 2012

less than 1
1 to 3
3 to 6
6 to 10
greater than 10

0.27% 0.22% 0.23% 0.34% 0.29%
2.31% 1.91% 1.87% 2.31% 1.72%
2.35% 1.93% 1.58% 1.46% 1.28%
2.57% 2.64% 2.11% 2.25% 1.61%

92.49% 93.30% 94.22% 93.65% 95.10%

Aug 6, 2012

0.28%
1.86%
1.55%
2.26%

94.05%

Aug 13, 2012 Aug 20, 2012 Aug 27, 2012

0.24% 0.21% 0.32%
1.44% 2.31% 2.40%
1.46% 1.93% 2.33%
2.58% 2.32% 3.14%

94.28% 93.22% 91.80%

less than 1
1 to 3
3 to 6
6 to 10
greater than 10

0.59%
3.40%
3.87%
3.97%

88.18%

0.32%
2.49%
2.79%
5.10%

89.30%

less than 1
1 to 3
3 to 6
6 to 10
greater than 10

% Of All Hours 
Watched, 
CTV&GC       
Q3, Q4 2012

% Of All Hours 
Watched, 
CTV&GC       
Q3, Q4 2012
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Connected TVs & Gaming Consoles: Percent of Time Watched by Video Length, December 2012

CTV&GC % Of Time Watched 
by Length (Minutes)
less than 1
1 to 3
3 to 6
6 to 10
greater than 10

Dec 17, 2012 Dec 18, 2012 Dec 19, 2012 Dec 20, 2012 Dec 21, 2012 Dec 22, 2012 Dec 23, 2012 Dec 24, 2012

2.64% 1.44% 2.46% 4.36% 2.51% 1.59% 1.46% 4.91%
14.36% 10.56% 14.85% 18.67% 15.24% 11.22% 10.53% 10.44%
8.80% 4.90% 7.72% 4.84% 4.03% 3.23% 3.55% 3.93%
5.98% 5.05% 6.78% 5.19% 6.80% 7.07% 5.40% 6.48%

68.22% 78.05% 68.19% 66.94% 71.42% 76.89% 79.05% 74.24%

Dec 25, 2012 Dec 26, 2012 Dec 27, 2012 Dec 28, 2012 Dec 29, 2012 Dec 30, 2012 Dec 31, 2012

3.42% 4.00%
24.27% 23.44%
5.60% 4.73%
7.85% 6.50%

58.87% 61.33%

4.24% 3.30% 3.19% 3.05% 2.87%
22.20% 22.64% 18.55% 16.60% 17.47%
5.34% 5.95% 5.09% 4.76% 5.36%
6.65% 8.03% 6.28% 4.64% 6.82%

61.57% 60.09% 66.89% 70.94% 67.48%

Average 
share of Short 
form content 

July 1st- 
October 31st

Average 
share of Short 
form content 
Dec 25 - 27

7.97% 39.41%
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Tablet Video: Share of Total Hours Watched, Christmas 2012

Tablet Share 
of Total Hours 

Watched

Tablet Video 
Share, Q4 
Average

Dec 17, 2012
Dec 18, 2012
Dec 19, 2012
Dec 20, 2012
Dec 21, 2012
Dec 22, 2012
Dec 23, 2012
Dec 24, 2012
Dec 25, 2012
Dec 26, 2012
Dec 27, 2012
Dec 28, 2012
Dec 29, 2012
Dec 30, 2012
Dec 31, 2012

2.64% 3.07%
2.82% 3.07%
2.49% 3.07%
2.27% 3.07%
2.29% 3.07%
3.59% 3.07%
4.24% 3.07%
3.82% 3.07%
5.33% 3.07%
3.89% 3.07%
3.34% 3.07%
3.41% 3.07%
4.97% 3.07%
4.82% 3.07%
3.64% 3.07%

Desktop Tablet
Net Change in 
Share
% change

-3.46% 2.25%

-3.65% 73.23%
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Live and VOD Time per Play by Device

VOD Time Per 
Play

Time Per Play 
(Seconds)

Time Per Play 
(Minutes)

Desktop
Mobile
Tablet
CTV & GC

136 2.26
134 2.23
147 2.45
286 4.76

Desktop
Tablet
Mobile
CTV&GC

Live Time per 
Play/ VOD 

Time per Play
18.23
5.36
3.63
9.62

Live Vi deo Time 

Per Play (Minutes)

Desktop Mobile Tablet CTV&GC

Q4 Minutes Per Play 41.22 8.12 13.1 45.8
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Mobile and Tablet Video Share of All Hours Watched Online, 2012

Mobile 110.09%
Tablet 86.62%

Devic rowth of 
Median Share 

of Time 
Watched from 

January to 
December 

2012

e g Median Share 
by Device 
(Top 150 

Providers)

Tablet Mobile Tablet + 
Mobile

January
February
March
April
May
June
July
August
September
October
November
December

1.99% 2.16% 4.15%
2.49% 2.70% 5.19%
2.26% 3.02% 5.28%
2.72% 3.61% 6.33%
2.85% 3.63% 6.48%
3.35% 3.91% 7.27%
3.88% 4.22% 8.10%
3.39% 4.32% 7.72%
3.70% 4.27% 7.96%
3.50% 4.00% 7.50%
3.14% 4.29% 7.43%
3.71% 4.54% 8.25%
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Mobile Video: Android vs. iOS Share of Time Played Online, 2012

Mobile Video 
Android vs. 

iOS

Median 
Android 
Share of 

Mobile Video 
Time Played

Median iOS 
Share of 

Mobile Video 
Time Played

Jan 2, 2012
Jan 9, 2012
Jan 16, 2012
Jan 23, 2012
Jan 30, 2012
Feb 6, 2012
Feb 13, 2012
Feb 20, 2012
Feb 27, 2012
Mar 5, 2012
Mar 12, 2012
Mar 19, 2012
Mar 26, 2012
Apr 2, 2012
Apr 9, 2012
Apr 16, 2012
Apr 23, 2012

32.88%
32.87%
33.17%
29.29%
31.71%
34.93%
31.36%
33.95%
33.97%
35.62%
32.49%
32.83%
31.53%
30.78%
35.93%
35.77%
33.23%

67.12%
67.13%
66.83%
70.71%
68.29%
65.07%
68.64%
66.05%
66.03%
64.38%
67.51%
67.17%
68.47%
69.22%
64.07%
64.23%
66.77%

Apr 30, 2012
May 7, 2012
May 14, 2012
May 21, 2012
May 28, 2012
Jun 4, 2012
Jun 11, 2012
Jun 18, 2012
Jun 25, 2012
Jul 2, 2012
Jul 9, 2012
Jul 16, 2012
Jul 23, 2012
Jul 30, 2012
Aug 6, 2012
Aug 13, 2012
Aug 20, 2012

36.56%
34.91%
34.60%
31.98%
36.13%
31.92%
33.89%
32.54%
33.08%
31.76%
34.15%
31.42%
34.00%
34.24%
36.58%
33.98%
34.80%

63.44%
65.09%
65.40%
68.02%
63.87%
68.08%
66.11%
67.46%
66.92%
68.24%
65.85%
68.58%
66.00%
65.76%
63.42%
66.02%
65.20%

Aug 27, 2012
Sep 3, 2012
Sep 10, 2012
Sep 17, 2012
Sep 24, 2012
Oct 1, 2012
Oct 8, 2012
Oct 15, 2012
Oct 22, 2012
Oct 29, 2012
Nov 5, 2012
Nov 12, 2012
Nov 19, 2012
Nov 26, 2012
Dec 3, 2012
Dec 10, 2012
Dec 17, 2012
Dec 24, 2012
Dec 31, 2012

31.68%
31.06%
31.73%
33.97%
33.45%
37.07%
35.60%
35.29%
34.32%
32.71%
34.22%
29.39%
30.61%
31.41%
29.40%
33.96%
34.97%
35.70%
33.87%

68.32%
68.94%
68.27%
66.03%
66.55%
62.93%
64.40%
64.71%
65.68%
67.29%
65.78%
70.61%
69.39%
68.59%
70.60%
66.04%
65.03%
64.30%
66.13%



Appendix: Data Tables

24GLOBAL VIDEO INDEX: 2012 YEAR IN REVIEW

Time Watched By Video Length & Device, Q4 2012  

% Of All Hours 
Watched by 

Length (Minutes)  
Q4 2012

Desktop Mobile Tablet CTV&GC

less than 1
1 to 3
3 to 6
6 to 10
greater than 10
less than 10 
minutes
10 to 30
30 to 60
greater than 60

3.52% 4.03% 3.33% 1.25%
16.48% 24.90% 15.53% 7.61%
15.81% 17.86% 11.20% 3.91%
7.24% 9.58% 6.96% 5.57%

56.95% 43.64% 62.98% 81.66%
43.05% 56.36% 37.02% 18.34%

11.88% 14.70% 9.89% 16.87%
20.76% 15.59% 21.45% 27.66%
24.31% 13.34% 31.65% 37.12%

53.9%

Percent of Long 
Form Video Views 
by Device

Desktop Mobile Tablet CTV&GC

Q1 2012
Q2 2012
Q3 2012
Q4 2012

41.1% 46% 88.5%
62% 48% 67% 93%

59.9% 47.6% 71.2% 93.8%
57.0% 43.6% 63.0% 81.7%
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Viewer Engagement by Device

Engagement 
by Device, Q4 

2012

25% 50% 75% 100%

Desktop
Mobile
Tablet
CTV & GC

58.85% 52.17% 47.45% 41.10%
59.62% 51.55% 45.76% 32.88%
71.05% 62.01% 53.19% 38.06%
63.27% 57.29% 52.78% 44.61%

Playthrough by 
Device, Length - 

Q4, 2012
Desktop
Mobile
Tablet
CTV & GC

< 1 min1  - 3 min3  - 6 min6  - 10 min>  10 min

63.98% 52.08% 31.66% 43.37% 26.80%
51.08% 43.86% 32.78% 31.19% 22.34%
71.62% 59.46% 46.98% 46.76% 39.24%
76.93% 73.10% 62.36% 62.32% 35.30%
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methodology

DATA SOURCES & SAMPLE SIZE  

The data sample used in this report covers 2012, from January 1 through December 31. All data was 
taken from an anonymous cross-section of Ooyala’s global customer and partner database—an array 
of broadcasters, studios, cable operators, print publications, online media companies and consumer 
brands. 

These firms broadcast video to over 130 different countries from more than 6,000 unique domains. 
Nearly 200 million unique viewers watch an Ooyala-powered video every month.

This data sample is not intended to represent the entire Internet, or all online video viewers. 

DATA COLLECTION  

Ooyala’s video analytics technology collects all anonymized video data in real time. 

During playback, Ooyala’s video player gathers information continuously and relays it to an analytics 
module, which then stores the data in a distributed file system, Hadoop. 

Viewer statistics are then compiled and stored in a Cassandra data cluster, where the information is 
made readily available for analysis.

ANALYSIS & METRICS  

Ooyala’s video analytics module tracks a range of standard variables, such as:  

 Displays, plays and time watched        

 Viewer engagement and video completion rates     

 Sharing by social network         

 Geography (region, state, city, Designated Marketing Areas)   

 Device type (mobile, desktop, tablet, connected TV devices and game consoles)

 Operating system (Windows, Android, iOS)       

 Browser (Safari, Chrome, Firefox, Internet Explorer)
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gloSSary 

CONVERSION RATE:  
The ratio of plays to displays. 10 displays with 1 play is a conversion rate of 10%. 

COMPLETION RATE:  
The rate at which viewers watch a specified portion of a given video. Sometimes used interchangeably with 
“play-through rate.”    

DISPLAY:  
Each (and any) time a video is loaded in a browser and displayed to the viewer

MOBILE DEVICES:  
All smart phones, including iOS, Android, Blackberry, and others.

VIDEO PLAY:  
Each time a video starts playing.

CONNECTED TV DEVICES & GAMING CONSOLES:  
Set-top boxes and OTT devices, including Wii, Playstation, Boxee, Roku, Xbox and Google TV.

TABLETS:  
All media tablets, including iOS and Android.

diSclaimerS & aSSumptionS

Data is not aggregated across all videos or providers for vertical data, and only publishers with a meaningful 
amount of videos watched are included. Publishers with incomplete data for 2012 have been excluded.

When selecting items for inclusion in the report, Ooyala’s data science team selected metrics that were clear 
and meaningful. Granular measures were broken down along many categories, which resulted in a large 
amount of data. Rather than reporting all of this data, the Ooyala team chose to highlight those measures that 
give a good impression for the data set as a whole.


