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1.   Executive Summary 
 

In July 2007 it was reported by the Pew Internet Life Study that some 57 percent of adult 

Internet users in the U.S. are watching or downloading video content and that 19 percent 

do so on a typical day, primarily at YouTube and news and network TV web sites. These 

numbers swell to 76 percent and 31 percent for the young adult (18 to 29 year old) 

market, clearly painting a picture of the importance of video and multimedia content both 

today and in the future. What’s more, users are actively distributing this content, with 57 

percent of all adults and 67 percent of 18 to 29 year olds reporting sharing links to 

multimedia content with others, thusly demonstrating the powerful viral nature of video-

based content on the Internet. 

While these numbers clearly demonstrate a powerful attraction to video and multimedia 

content online, once again site owners and operators find themselves caught distributing 

content without having clear measures and goals for that content’s distribution. Despite 

estimates that advertising in streaming video will total over $1.3 billion in 2007, a 39 

percent increase from the previous year according to Accustream iMedia Research, 

robust and useful measures of content attraction and distribution are only now emerging, 

largely through panel-based audience measurement services like Nielsen, comScore, 

and Quantcast. 

While panel-provided metrics are certainly better than nothing, Web Analytics 

Demystified proposes that multimedia content is like any other content being produced 

and should also be measured as such, as a component of the site deployment and 

optimization process, in the context of existing site measurement applications. Treating 

video content as “content” by leveraging a new measurement paradigm dubbed Web 

Analytics 2.0 allows marketers and advertisers to examine both multimedia content 

consumption and the effect that new media has on overall visitor engagement. 

This white paper explores the emerging direct measurement model for multimedia 

content by examining several common business cases for deploying video and providing 

a new set of definitions and key performance indicators designed to help companies 

effectively track their investment in video-based content. 
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2.   The Explosion of Multimedia Content 
 

Video over the Internet is certainly nothing new — in various formats video has been 

available online since the late 1990s — but in the past 3 years this medium has been 

receiving near exponentially increasing attention.  

The expansion of available bandwidth to consumers, the explosion of YouTube, and the 

emergence of Internet TV are all driving tremendous interest in the use of online video as 

a communication and advertising medium.  

Coupled with advertisers desire for media buying opportunities that more closely mimic 

the advantages of television-based advertising, estimates that online video ad spending 

will approach $3 billion in 2010 begin to look conservative.  

Given that consumer generated content and online advertising have started to influence 

TV programming, it is clear that sites of all kinds need to be looking more closely at 

multimedia programming strategies and their investment in video-based content and 

advertising.  

2.1  The Business Case for Multimedia Content 

The business case for multimedia content is relatively clear in most cases: video 
provides a rich medium designed to drive awareness and engagement, to 
entertain, and to deliver advertising impressions in a format more targeted, 
focused and familiar to consumers.  

Regardless of whether the content is programming delivered via Internet TV networks, 

news, product reviews, live events, commercials, or even consumer generated content, 

the large population watching video online creates a substantial opportunity for all 

involved to better engage their audience.  

And given consumers stated propensity for sharing links, the use of video has the 

potential to drive engagement far beyond the intended audience, effectively lowering the 

cost of viewer acquisition effortlessly. 
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2.2  How to Measure Multimedia Content using Web Analytics 

Despite the spectacular growth in interest and deployment of video-based content, 

available technology designed to help producers and site operators track the popularity 

and long-term effect of this content are largely lacking.  

Online video in the age of YouTube creates an entirely new suite of tracking problems, 

arising primarily from the distributed nature of this medium. Previously site operators 

could rely upon server-side tracking mechanisms that would report on streams delivery 

activity arising from internally hosted servers.  

Now, thanks to Web 2.0 sites like YouTube, Dailymotion and Sevenload and 

technologies like Flash, XML, and AJAX, server-side reporting mechanisms fail to provide 

a complete picture of viewership and content consumption. Given that 49 percent of 

viewers age 18 to 29 report watching video on YouTube, and another 15 percent report 

viewing on MySpace, reliance on server-side reporting is unlikely to provide enough 

accuracy to be truly useful. 

Fortunately, these emerging technologies lend themselves moderately well to reporting 

from the perspective of the client. Thanks to relatively straightforward tracking 

mechanisms powered by JavaScript and ActionScript, content producers are now able to 

generate a more robust view of the “what, where, and when” of video consumption.  

This information can then be leveraged to make business decisions about content 

programming, delivery, and subtle-but-important aspects related to length of clip and 

placement of advertising units. 

 

 

Standard report from Nedstat Stream Sense™ showing the details of a single playlist. 
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Thanks to recent advances in web analytics technology, this view can also be integrated 

into the holistic view of the web site, thusly providing far greater insight into the long-term 

business effect impact that video-based content is able to drive. 

 

 

An example from Nedstat Stream Sense™ showing the integration of multimedia measurement into a traditional 
acquisition funnel. The second step in the funnel, “model.*.video” entry, demonstrates Nedstat’s ability to blend 
video and non-video content into the traditional web analytics fallout report. 

Given that traditional web analytics vendors are beginning to support robust, client-side 

data collection strategies, the balance of this white paper will focus on new metrics, key 

performance indicators, and business use-cases that Web Analytics Demystified 

believes will become increasingly important as the move towards online video and video-

based advertising continues. 
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3.   The New Metrics for Multimedia Measurement 
 

Historically speaking, web analysts needed to rely on somewhat inelegant “hacks” to 

track the use of video. Lacking a flexible data schema with an appropriate container for 

events commonly associated with online video (starts, stops, video views, shares, etc.), 

analysts were forced to track video-based content by forcing everything into a “page 

view”.  

Unfortunately this abuse of the traditional model created a cascade of problems, foremost 

being the need to double, triple, or quadruple-pay every time a normal web page was 

loaded. And because this hack created artificial “page views”, the tracking of online video 

either had to be contained to separate accounts or analysts had to painstakingly 

reconcile data collected from video players back out of normal site tracking. 

Fortunately the web analytics data model has started to evolve as we move into the “Web 

Analytics 2.0” era — a new era of measurement that will be characterized by more 

flexible and appropriate data schemas reflective of the challenges posted by Web 2.0 

technologies and the integration of qualitative data used to paint a more accurate picture 

of visitor behavior.  

Now, a handful of companies around the world have made true event-based data 

collection possible, enabling far more accurate and appropriate tracking for online video. 

Improved data collection support the definition of more appropriate business objectives 

around video, new metric definitions, and a suite of new key performance indicators that 

can be deployed to evaluate the performance of one’s investment in multimedia content. 

3.1  Common Business Objectives 

Generating useful reports and analysis using web analytics tools always starts with 

clearly defining one’s business objectives and using those objectives as a guide for data 

collection and reporting efforts.  

The appropriate definition of objectives is especially important when measuring emerging 

technology since often times data collection efforts are untested and require attention 

above-and-beyond normal tracking. When this is the case, simply tagging content and 

assuming that necessary data will materialize is a fallacious assumption at best and 

dangerous at worst.  
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Web Analytics Demystified believes there to be three primary business objectives 

associated with multimedia content deployed on the Internet: to sell advertising, to 

promote viral marketing, and to drive visitor engagement. 

Sell Video Advertising 
The sale of pre-roll and other video-based advertising units is expected to generate 

nearly $3 billion by 2010. While this is but a tiny fraction of total advertising spend offline, 

multimedia advertising is the strongest growth driver in the online advertising market 

according, predicted to grow at a rate of 64% annually according to eMarketer.  

Given this growth, sites selling video-based advertising units need to pay careful attention 

to which ads are being seen, which ads are being clicked, and which placements (pre-

roll, post-roll, in-banner, in-video, etc.) are most effective at generating brand exposure 

and clicks.  

 

Video-based advertising, designed to highlight the company’s new cars and drive clicks back to the Audi web 
site. 

Especially given a fragmented indirect measurement market (panel-based services) that 

is still very much working out how to best measure video-based advertising, the onus is 

on the site operator to provide high-quality reporting about the viewership and efficacy of 

video-based advertising. 

Promote Viral Marketing 
Given the success of viral marketing campaigns and the explosion of consumer 

generated content, it should come as little surprise that many companies are beginning to 

explore how viral marketing through video can be used effectively.  
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According to a MarketingSherpa study of 2,914 U.S. Marketers conducted in April 2007, 

30 percent of experience viral marketers report “great results” through the use of video 

clips, compared to only 13 percent reporting “dismal results.”  While direct measurement 

is not always the best way to track the viral distribution of video, marketers looking to 

leverage this strategy need to pay special attention to the following measures: 

> The total number of views and total duration of clips 

> The distribution of referring sources 

> The URL’s where your content is displayed 

> The frequency with which viewers are using commonly available social networking 

tools associated with video such as “Share”, “Favorites” and “Add to Playlist”.   

Additionally, those sites paying to syndicate content want to pay extra attention to the 

traffic driven to the site through individual syndication channels, especially when revenue 

sharing or incremental payments are involved. 

Drive Visitor Engagement 
“Engagement” has very much become the dominant buzzword of the measurement 

industry in 2008, and there are a number of focused efforts attempting to define and 

measure engagement in meaningful and useful ways.  

Unfortunately as an industry we are still quite far from achieving consensus on what the 

term means and how it should be measured. Fortunately, taking a microscopic view of 

engagement to examine how video-based content drives visitor interaction is less difficult 

and less contentious.  

Marketers working to use video to drive visitor engagement are primarily concerned with 

the events that occur after the first clip has been viewed, tracking whether visitor click 

through to the web site, whether visitors watch additional videos, and whether these 

visitors exhibit different behaviors than the non-video watching population interacting with 

the site. 

Once you have a handle on your business objectives and the types of activities you need 

to measure, the next step is to explore the definitions and key performance indicators 

most relevant to online video. 
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3.2  Definitions 

It should come as no surprise that the measurement of video and multimedia online 

requires a new set of metrics and definitions. Because video is delivered so many 

different ways, the traditional “page view” model is hardly adequate and therefore needs 

to be augmented.  

Playlist 
A selection of files (called clips) that contain audio or video content and can be played in 
a web-based media player. 

Program 
One or more "branded" audio or video streams that may contain series of episodes. 

Episode 
Additional information about the programme, such as the name, number, and date, 
consisting of one or more clips in a playlist. 

Clip 
The portion of the audio and video file streaming in a media player.  One or more 
clips create an episode.   

Unique Multimedia Event 
A specific, measurable event associated with a distinct playlist counted a single time 
based on interaction with the playlist. 

Views and Viewers 
While “views” and “viewers” sound very much like page views and visitors, in the context 

of online video there is an important distinction given that video is often designed to be 

viewed outside of the creator’s web site.  Given this, site operators cannot necessarily 

rely on traditional measures of page view and visitors (although when the views happen 

on the web site, viewers and visitors are directly analogous.)  
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Duration  
Duration is defined as the elapsed time between start and stop events for a given video 

clip, recorded and reported in seconds. The average duration for a clip is the total sum of 

durations divided by the total number of start events. 

  

A completion report by length of clip from Nedstat Stream Sense™, highlighting that at this site 20 second clips 

are not being completed nearly as frequently as nominally shorter clips. 

Starts, Stops, and Completions 
Starts are exactly what you would expect, the number of times a clip actually starts 

playing either automatically when the page loads or manually when a viewer clicks the 

“start” button.  

It is important to note the difference between actual clicks on the “start” button and page 

views when clips are not started automatically - if you rely on the page views metric and 

visitors need to click the start button, you are likely to over-count actual starts.  Same for 

stops, which are the number of times the clip stops playing, either because the clips is 

completed or because the visitor has clicked the “stop” or “pause” button. 

Completions and the completion rate is the percentage of times the clip is played in its 

entirety, measured across all viewers. For example, if three people watch a clip, if one 

viewer watches 100% of the clip, one viewer watches only 90% of the clip, and one 

viewer watches 70% of the clip, the clip completion rate is 33% (1 completion / 3 views). 

Some technologies support the use of thresholds to define completion rate, allowing for 

clips to be counted as “completely viewed” if the watcher views a substantial percentage 

of the clip’s length (for example, 90% of the total clip). If the completion threshold was set 

to 90%, using the same three viewers above, the completion rate would be 66% (1 full 

completion + 1 completion at the 90% threshold / 3 views). 
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A completion rate report from Nedstat Stream Sense™, showing a wide range of completion rates for different 
program and episode combinations. 

The advantage of being able to set a threshold is giving credit to a clip when one can be 

confident that the brand or product message has been largely communicated to the 

viewer despite the clip not having been fully viewed.  

Also, in situations where the goal is to measure engagement (for example, when 

streaming a live concert or sporting event), thresholds can be used to measure the 

number of viewers who were engaged enough to surpass a certain viewing duration.  

Interaction Events 
In addition to starts and stops, given the highly distributed nature of video on the Internet, 

there are a number of common interaction events that are worth tracking. Each of these 

events are defined by a specific interaction, often player or platform specific. 

Clicks If the video is designed to drive viewers to take some type of action, it is 

imperative that clicks are tracked. Depending on what the click is designed to do, 

producers may need to deploy some type of click-tracking using JavaScript or server-side 

redirects, depending on the situation.  
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And, if the click is designed to bring the viewer to the producer’s web site, normal 

campaign tracking functionality should be used to best leverage the web analytics 

application already in place. 

 

 

The typical path a visitor would follow after clicking on a video advertisement.  Most sites will bring the visitor to 
an intermediate page (middle) and then attempt to funnel respondents into some time of lead generation or 
purchase path. 

Shares If the video is played in popular social networking sites like YouTube, Dailymotion 

and Sevenload there are likely options to share the video with a friend.  Especially if the 

video is designed for viral marketing efforts, clicks on the share button should be tracked 

if possible. Same for “favorites”, “add to playlist”, “rate video”, and other such events 

supported by the platform. 
 

 

An example showing common interaction events found in Flash-based media players across the Internet 
(YouTube). 

Downloads If the platform gives the viewer the ability to download the video or save the 

video file locally, this event should be tracked. 
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Once you’ve taken the time to learn the fundamental definitions associated with 

measuring video online, you can extend those measures and make them more directly 

actionable by using them to define key performance indicators appropriate for sharing 

widely throughout the organization. 

3.3  Key Performance Indicators 

The use of key performance indicators is very much in vogue for one primary reason: 

web analytics is hard. Because web analytics is hard, it is unlikely that enough people in 

a given organization will take the time required to learn the nuances of web site 

measurement.  

But key performance indicators are designed to make web analytics more palatable and 

more widely useful throughout the organization. Specifically, key performance indicators 

are designed to present complex metrics in a business context, essentially transforming 

often confusing raw numbers into rates and ratios that any thoughtful reader can 

appreciate and use.  

Readers seeking more information about the use of key performance indicators may 

benefit from Eric T. Peterson’s Big Book of Key Performance Indicators available at 

www.webanalyticsdemystified.com. 

The following key performance indicators are newly defined by Web Analytics 

Demystified and appropriate for use when measuring video and multimedia content on 

the Internet. 

Average View Duration for All Clips 
Most video measurement applications will provide average view duration information for 

each individual clip tracked. Unfortunately, except when a site has but a few sites this 

level of granularity is inappropriate for widespread distribution.  

If the site has a large number of clips available for viewing, it is perhaps better to report 

the average view duration for all clips if that number is available. 
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The duration distribution report from Nedstat Stream Sense™, showing the duration of viewership for all 
episodes and programs on the site. 

If the site has only a small number of clips available for viewing, or if the number and 

content of clips is essentially fixed, this indicator can be used to quickly ascertain whether 

the viewing audience is more or less engaged with video content than during the previous 

measurement.  

Unfortunately if the site has a large number of clips, has clips of widely disparate total 

durations, or if clips are frequently uploaded, this indicator is less valuable as a 

comparator over time. 

Percent Repeat Views 
One measure of engagement with video is the rate at which viewers repeatedly watch an 

individual program or clip. Especially for viral marketing efforts and creative content like 

music videos and concerts, the rate at which clips are watched multiple times is perhaps 

a better measure of success than a high completion rate or high view rate. 
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The repeated viewership report from Nedstat Stream Sense™. 

While this indicator is likely automatically reported by measurement applications and a 

clip-by-clip basis, the global calculation appropriate for more widespread distribution is: 

Number of Repeated Starts / All Starts 

A related key performance indicator albeit one that may not have as much value is the 

repeat completion rate. Essentially: 

Number of Repeated Completions / All Starts 

While some sites may find this rate to be more useful, one can just as easily argue that if 

a viewer has watched a clip at least one time, subsequent views may not require 

complete viewing but still describe engagement. 

Completion Rate 
While completion rate for an individual clip is a fundamental measure described 

previously, the completion rate for all clips is: 

Number of Completed Clip Views / All Starts 

Keep in mind that some measurement applications support the use of thresholds. 
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Percent High/Medium/Low Completion Views 
At sites having a large volume of video content it is often times more useful to group 

individual clips by high, medium, and low completion rates. After generating completion 

rates for each individual clip: 

> Those having a completion rate of 90% or better would be the “high completion” 

group 

> Those having a completion rate between 50% and 90% are the “medium completion” 

group 

> Those having a completion rate less than 50% are the “low completion” group 

For example, if a site has 100 clips available for viewing, 20 of which were watched to 

completion more than 90% of the time, 50 of which were watched to completion between 

50% and 90% of  the time, and 30 of those watched to completion less than 50% of the 

time: 

> The high completion view rate is 20% 

> The medium completion view rate is 50% 

> The low completion view rate is 30% 

Cost per View 
With the exception of user contributed content, video content all has some production 

cost. Given that these costs are often substantially higher than other types of web-based 

content, it is appropriate for producers to keep track of the relationship between creation 

costs and the total number of views generated.  

The calculation is relatively straightforward: 

Relative Creation Cost for all Clips / All Starts 

The relative creation cost becomes somewhat tricky since these are primarily one-time 

costs designed to be amortized over the lifetime of the video’s deployment.  

Depending on how and why the video was created, here are a few guides for calculating 

creating costs: 

> Previously created content such as music videos, news and entertainment clips,  

   and commercials simply imported from offline formats have a creation cost of $0. 

© Nedstat BV       18 



Measuring Multimedia Content in a Web 2.0 World 
 

 

> Content created specifically for the Internet has a production cost that should 

   be spread over a reasonable amount of time. So if you spent $12,000 to     

      Create a video commercial that was likely to be used for one year, the creation cost   

      per month would be $1,000 for the first twelve months then $0 thereafter. 

The goal of this metric is not to call specific attention to the high cost of video production 

but rather those videos that have particularly low and particularly high costs relative to the 

volume of viewers.  

Low cost per view content, especially when you have a mix of low and high cost per view 

clips, should be given additional consideration when planning new efforts. High cost per 

view content, even when the content is generating a high number of views, should be 

viewed critically and compared to other success metrics such as clip percent repeat 

views, completion rate, and clip conversion rate. 

Clip Click-through Rate 
The clip click-through rate is the rate at which clips generate immediate viewer clicks. 

Essentially: 

Number of Clicks on Clips / All Starts 

Most commonly associated with advertising content, click-through rate is tricky given that 

some clips are not designed for immediate click-through and that viewers are potentially 

less likely to click on advertising clips when they intend to view the primary clip.  

Still, many research firms report that online video advertising units are still enjoying very 

high click-through rates (as high as 5% in Europe according to ADTECH AG in May 

2007, and as much as 0.74% for in-stream ads as reported by DoubleClick ) and thusly 

this metric is very important to sites buying and selling this type of placement. 

Clip Interaction Rate 
The clip interaction rate is similar to the click-through rate but is a measure of viewer 

engagement with the application being used to present the video content. Typically used 

to measure the start, stop, pause and other interaction events described previously in this 

document, the definition of clip interaction rate is: 

Number of Interaction Events / All Starts 
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DoubleClick reported in March 2007 that consumers are much more likely to interact with 

video advertising units than JPEG or GIF ads, clicking the “play” button 0.32 percent of 

the time (compared to 0.1 or 0.2 percent for JPEG or GIF ads.) 

Percent Clip Referrer Sessions 
Clips designed to drive visitors back to a web site should be tagged and tracked as 

normal online campaigns using whatever campaign tracking functionality available in your 

web analytics application. This tracking allows marketers to monitor the impact of video-

based content and advertising as a traffic driver and is especially important to calculating 

return on investment. 

 

A standard campaign conversion report from Nedstat. 

At a very high level it is appropriate to track the total percentage of sessions referred by 

multimedia content back to the site. The calculation is: 

Sessions Referred from Video Campaigns / All Referred Sessions 

Depending on how much video content you have available on the Internet and the 

volume of non-video campaign efforts currently running this percentage may be quite 

small. Still, as with all good key performance indicators, the absolute value is not nearly 

as important as the direction of change over time. 
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Clip Conversion Rate 
For many efforts leveraging online video, the clip conversion rate is the ultimate measure 

of success, essentially describing the rate at which people are so engaged with the 

content of the ad that they click through to the site and complete some important success 

event. This activity can be a purchase, a download, providing personal information, or 

any number of activities that support core site business objectives, and the conversion 

rate is defined as: 

Video Referred Sessions having Success Events / All Video Referred Sessions 

Making this calculation usually requires that the web analytics application is set up for 

campaign tracking and that success events are defined in advance, or that moderately 

robust visitor segmentation capabilities are available to differentiate sessions originating 

from clicks on video-based content located elsewhere on the Internet. 

 

A standard campaign return on investment (ROI) report from Nedstat. 

Percent Visitors who are Viewers 
Percent visitors who are viewers provides a high-level overview of the percentage of 

overall audience exposed to video-based content. Calculated as: 

Unique Viewers / Unique Visitors 

Keep in mind that unique viewers may not necessarily be unique visitors to the site if the 

content is distributed via sites like YouTube, Dailymotion and Sevenload. In some 

situations, especially in very successful viral marketing efforts, site operators may 

generate a ratio of viewers to visitors that exceeds 100%. 
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Percent Visitors who are Repeat Viewers 
Percent visitors who are repeat viewers provides a more granular picture of viewers who 

have seen at least one piece of video content previously.  Calculated as: 

Unique Visitors who have Previously Viewed a Clip / Unique Visitors 

It is likely that your reporting application will make this calculation for you, but if not you 

can get the denominator from a report showing the distribution of number of clip views by 

visitor counts. 

Percent Viewing Sessions 
Percent viewing sessions is similar to percent visitors who are viewers and designed to 

provide a high-level summary of the total number of sessions on site where video-based 

content is viewed: 

Sessions with Views of Video / All Sessions 

Sites working to use video to drive engagement should pay special attention to this 

indicator and work to increase the percentage through creative placement, messaging, 

and perhaps the use of multivariate testing if appropriate. 

Ratio of Video Views to Page Views 
Site making a heavy investment in video may benefit from this proxy measure of 

engagement designed to describe the overall attraction of video-based content compared 

to more traditional HTML-based content. Calculated as: 

Total Video Views / Total Page Views 

Depending on the distribution strategy in place for video-based content, site operators 

may want to make this calculation for video views exclusively on-site, exclusively off-site, 

or the sum of views regardless of where those views occurred. 
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4.   Putting it All Together 
 

Once you have come up with a measurement strategy, implemented a technology 

solution that supports both client-side and server-side data collection for video-based 

content, and defined the key performance indicators that will best benefit the 

organization, the final step is putting it all together and using your new measurement 

capabilities to drive the business forward. The following examples provide insight into 

how your company might best be able to leverage the types of measurements described 

in this document. 

4.1  Measuring Internet Television Adoption 

The metrics described in this document are critical to Internet TV providers as a measure 

of the overall success of the business. Knowing which shows, streams, and advertising 

are receiving the greatest amount of attention, and understanding how that attention is 

translating into measurable visitor engagement, provide a powerful input to the content 

and programming planning process.  Especially when the goal of Internet TV projects is 

content syndication and viral uptake, being able to generate a clear picture of where 

shows are being viewed and how external views are driving visitors back to the site is 

critical. 

 

An excellent example of Internet  TV, the BBC iPlayer, one of the premier online television services available on 
the Internet today. 
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Interactive television sites are encouraged to pay special attention to the following 

metrics as measures of success: 

> Percent Visitors who are Viewers 

> Percent Visitors who are Repeat Viewers 

> Clip Completion Rates 

> Clip Interaction Rates 

> Cost per View 

The final recommended metric, Cost per View, is especially critical to site producing 

original content and is perhaps one of the most likely measures of the site’s likelihood to 

succeed or fail. 

4.2  ‘Traditional’ Content Publishers Moving Into Multimedia 

Content publishers who are now exploring the use of multimedia as part of their online 

offering need to pay special attention to the adoption of video, especially when production 

and deployment costs are incremental.  Especially when the readership is well-used to 

reading, potentially expensive video-based content may not generate the surge in loyalty, 

frequency of visitation, and new customer acquisition desired. 

 

An example of a traditional content publisher that is experimenting with online video and multimedia to drive 
visitor engagement and loyalty. 
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Content publishers should pay special attention to metrics like: 

> Percent Visitors who are Viewers 

> Ratio of Video Views to Page Views 

> Clip Conversion Rate 

> Cost per View 

> Clip Referrer Sessions 

The last proposed metric, Clip Referrer Sessions, is important to help the business 

understand how the addition of video helps to drive incremental traffic to the site.  

Especially when these clips are being intentionally or opportunistically repurposed, a 

good measure of the success of multimedia deployment efforts is the volume of new 

traffic acquired. 

4.3  Advertising in Live Events and Entertainment Content 

Sites producing and deploying live events like concerts, and those sites focusing on 

music and entertainment, are likely to be dependent on including multimedia advertising 

as part of their content. In this situation, although this is hardly exclusive to live events 

and entertainment, the onus usually falls on the site to produce accurate and simply 

understood metrics regarding content distribution, especially when revenue sharing or 

differential payments based on viewership are in place. 

 

The Fabchannel website which is deploying live concerts across Europe. 
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Live event and entertainment publishers need to pay special attention to metrics like: 

> Average Duration for Clips Viewed 

> Percent Viewing Sessions (for sponsored content) 

> Clip Interaction Rates 

> Percent Repeat Views 

 

 

 

Sample report from Fabchannel showing distribution of tracks played by record label, both on their web site and 
through their distributed “Fabplayer”. 

 

The last two metrics are good measures to report to your advertising partners in addition 

to a line-by-line breakdown of ad-supported content as they both help demonstrate how 

engaged the audience is with the specific content.  Knowing that a clip generates a large 

amount of interaction and a high percentage of repeat views can be very valuable when it 

comes time to set future programming strategies and assess the overall value to 

advertisers, especially in the context of Clip Completion Rates for advertising content. 

4.4  Auditing Multimedia Measurement 

One thing that is clear regarding the shift towards multimedia content is the need for 

standard definitions and reliable and accurate systems for measuring the use of video 

online.  Without standards and trustworthy systems, it is likely that the adoption rates and 

shift of advertising dollars will be slow as each new site and each new advertiser will 

need to work out their own ability to measure adoption.   
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On this point, Adam Williams, Group Head of Global Radio has publicly said, “Streaming 

is a massively significant channel for Global Radio and its importance is growing 

constantly. Global sees online as very much as part of our future and has a huge desire 

to continue to invest in digital. Using Sitestat and Stream Sense™ from Nedstat we will 

be able to fully monetize our online audiences using a reliable measurement system. 

We'll also gain a better understanding of our audience's interaction with our sites and our 

streaming media, understanding what are our most effective areas of content." 

 

Heart FM of Global Radio which is using Stream Sense™ to monetize it’s online audience. 

We recommend that any site owner, advertiser, or content publisher looking to leverage 

multimedia content on the Internet either provide or emphatically request the following 

measures as a bare minimum before committing resources: 

> Average Duration for Clips Viewed 

> Percent Viewing Sessions 

> Percent Repeat Views and Viewers 

> Clip Interaction Rates 

> Clip Click-Through Rates 

These metrics, at a minimum, provided universally using a standard data collection 

format able to gather information from both web servers and client viewers would have a 

profoundly positive impact on the adoption of multimedia across the Internet.  

Measurement standards are profoundly lacking in the larger web analytics sector -

hopefully the same will not be said in three years about multimedia.
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5.   Conclusions 

 

It is a very exciting time in the history of the Internet given the increase of bandwidth 

around the world and the resulting explosion of high-quality multimedia content 

continuing to drive visitor and viewer engagement. But every new application released 

creates a new set of measurement requirements, some of which are easily met and some 

of which require additional investment in technology, methodology, and process.  

In the author’s opinion, the worst thing that any site wanting to understand their audience 

can do is create a void of information every time new technology is deployed. Hopefully 

this document has done a good job of describing the requirements, definitions, and an 

emerging set of key performance indicators appropriate for sites investing in video-based 

content such that the reader has a better understanding of how to “avoid the void” and 

generate a rich set of metrics for online video. 

Questions about this document may be directed to the document’s sponsor, Nedstat, or 

directly to the author by emailing eric.peterson@webanalyticsdemystified.com.  
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