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WHAT IS TV’IZATION  

OF ONLINE VIDEO? 
Consolidation of TV/Digital Video buying or Agency Move 

Towards Video Neutral 

TV Lingua Franca: GRPs, CPP 

Nielsen Audience Guarantees 

Video as a ‘daypart’ on the TV flowchart 

Cross Platform Optimization 



Why? Audience Fragmentation 

15 Years Ago 

5 TV Channels 



Why? Audience Fragmentation 

Today 

20+ digital FTA channels 

120+ pay TV channels 

IP TV channels 



Why? Audience Fragmentation 

Original channels now cover 

60.8% of TV share 
not including online viewing 

(2012 OzTam 6pm-midnight) 

In 2010 20% of people now stream or 
download online video, twice the level for 
2008. 
 
 
Source: Screen Australia using Roy Morgan single source data  



In the US: within 3 years 15% of 

TV viewing will be consumed 

online 

In Australia:  

• Online video advertising market 

grew 58% - 12 months to June 

2012 

• Market to grow at a CAGR of 

39% from 2012 to 2017 

Why? Audience Fragmentation 



Why? Nielsen OCR 

Overnight audience ratings by demo, consistent with TV 

Nielsen OCR 



Scalable, census-like panel.  45% to 50% direct match rate 

GRPs, Reach/Frequency, Cost per Point, Effective CPM 

How? Using TV metrics across online 



% of total impressions 
delivered to target 

audience 

Total GRPs 

TRPs 

How? Using TV metrics across online 



THE IMPACT 



The Impact 

Why is OCR going 
to be so 

disruptive 



 

 

 

 

 

 

 

The Impact 

 

• Online video will be packaged bought and sold like TV. Inventory volumes and quality 
will come under immense pressure. TV like audience guarantees will be massively 

disruptive to both buyers and sellers of online video 

• Publishers ‘on hook’ for ‘waste’. OCR in target will cause under deliveries and will 
cause  publisher make goods. 

• Digital (data) promise of 1-1 is overstated 

• Just like TV, more niche audiences will be more expensive 

• Digital CPMs more expensive – but still cheaper than TV - especially niche 

targets 

• EDUCATION needed for market to adapt 



 

 

 

 

 

 

 

The Impact – A US Example 
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1,800 campaigns 47% in-target 22% for niche; 78% for 
broad 

$8 CPM with a 50% in-
target delivery = $16 

eCPM  



Moving Forward 



XCR:  Cross Platform Optimization 

(Release date in AU TBC) 

 

 

 

 

 

 

 

 

25,000 TV people meter  
panel  Basis of TV ratings 

Partnership with Facebook 

% In-target delivery (TV vs. Video) 

TRPs & CPM (TV vs. Video) 

Duplication by channel (TV vs. Video) 

R/F (Total, Only, Only, Both) 

XCR 

OCR Nielsen TV Ratings 

ONLINE TV 
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XCR Reporting Example 



Measuring brand ‘impact’ of TV vs. Video 



Nielsen TV Audience Targeting 

Exposed to TV 
schedule 

Under-exposed 
to TV schedule 

 Nielsen TV people meter panel 

– basis for TV Ratings 

‘Fused’ to 7,000 Nielsen 

Online panelists 

‘Lookaliked’ for scale & offered 

for online targeting 
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