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From large enterprises to startups, nonprofits 

to brand marketers, educational institutions to 

governments—and, yes, media companies—video 

serves as a crucial channel to drive business 

objectives and organizational missions. It’s no 

wonder that video now accounts for nearly 50 

percent of consumer Internet traffic. Over time, video 

is forecasted to become 58 percent of all traffic.1 

Beyond its unmatched impact for communication 

and persuasion, video is also big business. Online 

video advertising is expected to grow by 52% in 2011 

-- more than any other segment -- with the broadcast 

industry alone delivering more than $719 million 

in ads in 2010.2 Many top Brightcove publishers 

regularly sell out all of their online video ad inventory 

at healthy rates. Whether through advertising or 

direct-to-consumer messaging, online video is a 

powerful way to drive conversions such as purchase, 

registration, and renewals. New pay models let 

media companies and other producers monetize 

premium film and television programming content 

directly online via cable and satellite subscriber 

authentication (a.k.a. “TV Everywhere”) and protect 

that content through digital rights management 

(DRM) technology. 

WHAT WE’LL COVER
Online video has gone mainstream. No longer reserved  

to media companies and special interest sites, video is now a 

core part of the online strategy of organizations of all kinds. 

 1 Cisco Visual Networking Index: Forecast and Methodology, 2010-2015 
 2 eMarketer, “Online Advertising Market Poised to Grow 20% in 2011”

But success in online video is far from automatic. 

Each organization has its own reasons for using 

video, such as gathering and monetizing an 

audience, creating awareness, selling a product, 

promoting a cause, or communicating important 

ideas. Each of these objectives calls for a different 

mix of tactics and priorities. While some best 

practices do exist, they’re not always as well 

known as they should be. Without a clear sense 

of what works, and what doesn’t, for a particular 

strategy, organizations can find that their 

performance falls far short of their goals. 

There’s no one way to do online video right—

but there is a right way to develop the ideal 

online video strategy for your organization: the 

Brightcove Video Strategy Framework. 
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Monetization. These seven aspects are surrounded 

and supported by an eighth which provides 

crucial insight to increase their effectiveness: 

Analytics. In discussing each of these elements, 

this guide provides best practices and benchmark 

data to help you evaluate its importance to your 

business as well as the adequacy of your current 

performance. Relevant features of Brightcove 

Video Cloud are highlighted to help you achieve 

your goals in each area. The experiences of 

Brightcove customers provide real-world examples 

of the impact that can be achieved through the 

right video strategy, supported the right way.

THE BRIGHTCOVE VIDEO  
STRATEGY FRAMEWORK 

The Brightcove Video Strategy Framework provides a straightforward, coherent 

way to think through the role of online video in your business and identify and 

prioritize measures you can take to increase your success.

Based on knowledge and best practices Brightcove 

has developed during six years of work with 

thousands of customers of all kinds, the Video 

Strategy Framework can help you achieve more 

business value through your use of Brightcove 

solutions. In fact, it guides our own research and 

development as we continue to introduce new ways 

for organizations to maximize the return on their 

online video investments. 

The Video Strategy Framework addresses every part 

of a complete online video strategy: Mix, Quantity, 

Quality, Discovery, Distribution, Devices, and 

MONETIZATION

MIX

VIDEO STRATEGY

ANALYTICS

QUANTITY

QUALITY

DISCOVERYDISTRIBUTION

DEVICES
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Brightcove Video Cloud offers a truly 

professional-grade live streaming service 

that incorporates HD multi-bit rate streaming, 

DVR recording capabilities, and a full range of 

monetization options to help make your live 

streams as successful and effective as your on-

demand video.

Video success in the real world

The Church of Jesus Christ of Latter-day Saints  

has a mission to deliver their message to the 

whole Earth. To increase reach and impact, 

the church has added HD live streaming to 

its video mix. The results have been dramatic: 

the broadcast of a recent General Conference 

delivered more than two million streams. Beyond 

this stream itself, each of these viewers was 

exposed to the church’s messages and imagery, 

as well as additional video content, as part of 

the overall experience—helping enhance the 

impression it made. 

While on-demand video traffic has seen 

tremendous growth in recent years, live streaming 

has also increased rapidly. Although some 

publishers tend to favor one or the other, our most 

successful publishers have found that a mix of 

on-demand and live event streaming delivers the 

highest growth in traffic, engagement, and return 

on investment. Beyond the traffic that live events 

bring, they can also create a significant halo effect 

for on-demand viewership, as viewers become more 

deeply engaged with the brand by virtue of a live 

event, then come back to the site to watch archived 

footage of the event as well as other videos.

For the most part, though, too many publishers 

neglect the live event side of their video mix. For 

some, live streams simply aren’t relevant or feasible. 

Many others simply haven’t been thinking about 

it, and may find that opportunities do exist to add 

live streams to their properties, such as events, 

webinars, announcements, behind-the-scenes  

features, or other content. 

Optimizing your mix with  
Brightcove Video Cloud

Live streaming involves a different  

set of tools than on-demand video.  

While there are commodity services  

available to support live streaming,  

these typically offer a less-than- 

ideal viewer experience which can  

alienate your audience rather than  

engaging it. Monetization options  

are often highly limited as well.

MIX 
Mix refers to the blend of on-demand and live 

video programming that you offer on your 

online properties. 

Fig 1: The Church of Jesus Christ of Latter-day Saints uses live and on-demand 

video to reach members around the world
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AOL broadcast live “pop-up” concerts 

from the South by Southwest festival 

within a high-quality video experience 

in a customized, branded player. 

Innovative advertising units enabled 

AOL to monetize the  

resulting traffic. 

Fig 2: AOL broadcast ad-supported live concerts from South by 

Southwest.

Fig 3: U.S. Department of State broadcasts live video regularly on 

its website and Facebook.

The U.S. Department of State  uses video to 

communicate the policy positions of the U.S. 

government on the State Department website as 

well as through social media sites such as Facebook. 

The ability to broadcast live streams directly within 

the Facebook environment helps the agency reach 

new audiences and contribute to the social media 

conversations that help shape today’s social and 

political movements. 

MIX 
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UGC, it can be an important part of a strategy 

for increasing your quantity, and can also pay 

off in terms of enhanced audience participation 

and viral appeal. 

Building quantity with Brightcove  
Video Cloud

In addition to helping you manage, publish, and 

distribute your growing library, Brightcove is 

focused on making it easy for you to increase your 

quantity by licensing third-party content. To this 

end, we have partnered with 5Min Media, one of the 

most extensive libraries of instructional, knowledge, 

and lifestyle video content on the web. Almost any 

website can find videos to fit their content mix in the 

5Min Media library; these can be monetized as easily 

as any in-house content. 

Here’s how it works: 5Min Media has a Brightcove 

Video Cloud account stocked with their massive 

database of content. Video Cloud customers 

who strike a licensing agreement directly with 

5Min Media can take advantage of Video Cloud’s 

advanced media sharing features and start 

publishing 5Min Media content from their own 

accounts, through their own Video Cloud players 

and playlists, with complete control of advertising 

options and access to video analytics. 

We’re currently in discussions to set up similar 

arrangements with additional content libraries 

to offer even more ways for you to access and 

monetize a high volume of carefully curated, high 

quality content.

Increasing your quantity can be one of the simplest 

ways to build your online video success. Simply 

put, the more video you have, the more traffic you 

draw. Conversely, insufficient video quantity is one of 

the most common obstacles to success with online 

video. It’s essential to reach critical mass to attract an 

audience and keep it coming back. 

Publishers typically draw video from four sources:

 In-house production. In practice, this often 

involves the use of contractors, but this won’t 

always be the case. Just as most companies now 

employ their own Web developers and visual 

designers, in-house videographers and video 

producers will become increasingly common in 

the years to come. 

 Licensed content. Tapping into third-party 

providers can be a good way to ramp up quickly, 

giving you access both to a large amount of video 

in a short time, and to a wider variety of video 

than most organizations could produce in-house. 

 Partner content. Video from the companies you 

do business with, such as supply chain partners, 

can be a useful complement to your own content. 

For example, retail suppliers often provide video 

to support their products on the sites of the 

companies that sell them. 

 User-generated content (UGC). This kind of 

video plays a different role from professional-

grade content, relying heavily on the engagement 

you’ve already built with your community, and 

with much less control over the content produced. 

It can also yield serendipitous results, though, 

with a quirkiness or creative spark to complement 

your own efforts. While you probably wouldn’t 

want to base your entire online video strategy on 

QUANTITY 
Just as it sounds, Quantity refers to the amount 

of video in your library.  
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Video success in the real world

Brightcove customer AOL has consistently been ranked in the top 10 in the U.S. in terms of unique video 

viewers.. This is the direct result of the organization’s systematic approach to acquiring and licensing new 

content—including its acquisition of 5Min Media as part of the AOL Advertising.com Group. While buying 

a major content library isn’t an option for most publishers, the good news is that you don’t have to: the full 

breadth and depth of 5Min Media’s video content is now available through Video Cloud. 

Citrix, the leader in virtual computing solutions, has built a deep library of videos including product 

descriptions and demos, customer case studies, webinars, technical briefings, events, and how-tos—making the 

site a true one-stop shop for anyone interested in virtualization technology and solutions. Presented through 

an outstanding playlist experience tailored to the Citrix brand and its online look and feel, these videos have 

attracted high interest and engagement from Citrix customers and prospects, with some drawing more than 

300,000 views each. 

Fig 4: Citrix highlights new products, demos, customers and events in its extensive video library.

QUANTITY
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Behind the scenes, the Video Cloud player 

enhances the quality of the viewer experience 

through features such as multi-bitrate streaming, 

which means that content is encoded into multiple 

renditions of varying quality and file size. While 

a user is viewing a video, the player constantly 

monitors their connection speed to determine 

the ideal rendition to serve, and can even change 

renditions seamlessly mid-stream as needed to 

maintain an optimal experience. This also means 

that Brightcove customers can easily scale up 

to HD-quality video content if the end user’s 

bandwidth conditions support it. 

Our adaptive encoding engine uses technologies 

such as 2-pass encoding, anamorphic pixel 

correction, and source frame rate detection to 

optimize resolution, clarity, and synchronization. 

Technical details aside, what matters is that we’ve 

worked to control and maintain quality at the 

highest possible level no matter how viewers 

access your video. 

While the quality of your video content itself is 

obviously important, the quality of the experience 

around it is often just as important. After all, even the 

best content won’t hold viewers if they’re forced to 

deal with jerky, stalled, or low-definition video, or a 

poorly designed, hard-to-use player. To leverage the 

full value of your high-quality content, pay attention 

to both how it’s delivered, and the player experience 

around it.

 Quality of delivery should be assured 

automatically, regardless of connection speed or 

screen size. Users don’t want to have to fiddle 

with settings themselves; they should be able 

to hit play and get the right balance of short 

buffering times and optimal video quality every 

time. 

 Your video player deserves as much attention 

as any other element of your page design. Make 

sure it fits the look and feel of your site, instead 

of seeming like something you stapled on without 

much thought. Buttons and features should be 

useful and easy to understand, including both 

video controls and sharing functionality. 

Ensuring quality with Brightcove  
Video Cloud

To provide high-quality delivery for our customers, 

Brightcove partners with a number of content 

distribution networks around the world. Foremost 

among these is our strategic alliance partner Akamai, 

a pioneer in online distribution and the global leader 

in streaming media, content delivery, and Web 

application acceleration and performance.

QUALITY 
Quality encompasses two things: the quality of the 

video content you produce, and the quality of the 

experience in which it is viewed.
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Video success in the real world

The Boston Globe, Boston’s premier 

newspaper property and part of The 

New York Times group, has won several 

Emmy awards for original video content 

that aired via Brightcove Video Cloud on 

its Boston.com property. At a time when 

long-established media organizations face 

unprecedented pressure to adapt, the 

Globe’s success proves that compelling 

storytelling still wins the day—especially 

when it’s delivered through high- 

quality video. 

Fig 6: STV provides HD-quality viewing experiences for its 

popular documentary series.

STV, a leading Scottish broadcaster, offers on-

demand, HD-quality episodes of popular content 

such as its “Scotland Revealed” documentary 

series. Brightcove Video Cloud helps STV ensure 

the highest quality viewing experience possible 

for every viewer, reinforcing its image as a premier 

media company while helping it win new fans around 

the world. Other Brightcove broadcast customers 

such as Showtime, A&E, and Rainbow Media have 

achieved similar success with their own HD-quality, 

long-form content initiatives.

Fig 5: The Boston Globe has achieved success with compelling, high 

quality, original video content.

QUALITY
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Facilitating discovery with Brightcove  
Video Cloud

When it comes to traditional video search, SEO 

techniques such as best practices for page design can 

deliver strong results—we’ve seen search performance 

improvements of 400 percent or more. Our Media 

APIs facilitate this process by letting publishers 

dynamically pull data like tags and descriptions from 

videos to use in web page content for SEO. But the 

best is yet to come—Brightcove is working closely 

with Google to improve the effectiveness of video 

search and ease the burden SEO currently poses for 

publishers. 

On the social discovery front, Brightcove already 

offers many rich tools for you to work with. Brightcove 

Video Cloud lets you easily add and remove email, link, 

and social network share buttons right in the player 

to boost the probability that viewers will post your 

content on social networks. 

Our partnership with Facebook includes the 

whitelisting of Video Cloud players, which means that 

you can embed a video player into your Facebook fan 

page with the same styling, branding, calls-to-action, 

and analytics you get when you embed a player on 

your own domain. Video Cloud players can also play 

in-line in a Facebook user’s wall, whether posted there 

personally or by a friend, so people can watch the 

content without leaving the Facebook domain. This 

greatly increases engagement, since you’re not asking 

people to interrupt or end their Facebook experience 

to view your video. Meanwhile, the immersive, high-

quality video experience you’ve created, including 

player styling and calls-to-action, travel with the 

player—and so do your advertising and analytics. 

The primary way video is discovered today is through 

public search engines. While best practices for SEO 

are well established, the actual mechanisms for 

surfacing metadata in a content management system 

are often burdensome to apply and can require 

custom development, leading many publishers to 

neglect it. But search engines often give preference 

to pages that contain video content, so it’s important 

to follow video SEO best practices that enable search 

engines to identify video and surface the results to 

end users.

This also means that you shouldn’t limit your 

publishing model to self-contained video portals. 

Placing relevant video content in-line with text in a 

web page can lead to augmented traffic from search. 

The interactive nature of video can also result in an 

increase in time spent on site once your viewers arrive, 

as well as additional page views as they continue to 

browse your site for interesting and engaging content.

Meanwhile, social discovery—in which users find 

and share your video through social media such as 

Facebook, Twitter, and Tumblr—is on the rise. While 

social discovery is relatively small compared with 

search, it’s growing fast, and has unique virtues of 

its own. One of these is a multiplier effect in which 

viewers share and re-share content, adding to your 

exposure over time. Even more importantly, these 

viewers are generally highly engaged: when people 

discover video through Facebook, they watch on 

average 15 percent longer than the videos they 

discover through search.3 It’s important to make social 

discovery work for your video content—especially 

given the limitations of traditional video search. 

As you’re working to increase your public 

discoverability, don’t overlook on-site search on your 

own properties. To get full value from your growing 

video library, make sure users can easily explore all it 

has to offer and find the content that most interests 

them. 

DISCOVERY 
Discovery refers to the ways your audience finds 

your content. This can include on-site search, search 

engine optimization (SEO) for public search engines, 

and discovery via social sharing. 

 3 Brightcove and TubeMogul Online Video and the Media Industry Report Q4 2010
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Kmart uses a similar strategy, although in this 

case, the original player is within its Facebook fan 

page. Once again: every time a Facebook user 

shares the player, the retailer gains both visibility 

and a new opportunity to interact with customers. 

Video success in the real world

Thomas Pink, the London-based clothing retailer, offers a 

rich video experience on its own site, including in-player 

calls-to-action that let you click through to buy the clothing 

featured in the video. When fans share the Thomas Pink 

player on Facebook, the entire player and its complete 

functionality remain intact—in effect, opening a new 

e-commerce outlet every time and everywhere it’s posted. 

Fig 8: Kmart builds visibility for its products by encouraging social 

sharing for its video content.

Fig 7: Thomas Pink’s in-player calls-to-actions 

encourage users to purchase within the video 

experience.

DISCOVERY
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Distribution with Brightcove Video Cloud

Brightcove Video Cloud makes it easy to leverage the 

reach of YouTube through our YouTube Sync feature. 

Just use metadata to designate videos that you want 

to share on YouTube, connect your Video Cloud 

account to your YouTube Brand Channel, and they’ll 

appear there automatically. This is “true sync”: if you 

change metadata or remove videos from your account, 

that change is reflected in your YouTube channel, so 

your YouTube presence is always in full alignment with 

the latest version of your content. 

Beyond YouTube, Video Cloud lets you add a “Get 

Code” option to your player that makes it easy for 

bloggers and other content aggregators to embed 

your video in their own sites to share it with their 

audiences. Automatically generated MRSS feeds can 

jump-start viral distribution by reaching out to your 

fans every time you create a new video. Advanced 

Media Sharing lets you set up rules and processes that 

automatically push specified video assets into other 

accounts belonging to syndication partners. You can 

even create a highly customized player specifically for 

viral distribution so your syndicated content drives not 

just video views, but also increased brand impressions 

and inbound links to your website. 

The most widely used form of distribution takes place 

through YouTube—after all, it’s the world’s most 

heavily trafficked video hub. YouTube distribution 

can indeed be a valuable way of generating first-level 

awareness of your brand and content, but it’s not 

the best place for people to watch your video; they 

have to use the mediocre YouTube player instead 

of your own, and they miss out on the rest of your 

environment. Ideally, you’d prefer for them to visit your 

own branded, fully controlled destination. Still, to get 

their attention, you have to go where the viewers are, 

and more often than not that’s YouTube.

Syndication partnerships with other third-party sites 

can give you more control over the viewer experience 

by using your own branded, controlled, higher quality 

player. In this case, it’s best to let people view your 

video directly on the external site (using your own 

embedded player) rather than forcing them to click 

through to your site as many won’t do this. But don’t 

forget to give them an easy way to click back to 

your site so they’re exposed to your brand and the 

rest of your video library. Still, it’ll take more of these 

relationships, and more management work on your 

end, to build your aggregated traffic—and even then, 

you’ll never approach the reach of YouTube. 

A blended syndication strategy can give  

you the best of both words: Use YouTube  

to build awareness with content tuned  

for viral sharing, awareness, and  

education, then drive people back to  

your own site for a fully branded  

experience designed for engagement  

and conversion. 

 

DISTRIBUTION 
Distribution involves reaching out beyond your own 

properties to third-party sites through syndication 

and marketing partners.  
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Video success in the real world

There are more than 500 active YouTube brand 

channels receiving content from Brightcove Video 

Cloud accounts today, and more than 20,000 

individual videos being synchronized. One channel 

alone is sharing more than 2,500 videos—an almost 

unthinkable number to upload manually, but a 

routine matter via automatic synchronization. 

American Standard Brands, a leading manufacturer 

of building products, synchronizes hundreds of 

videos to its YouTube Brand Channel, a key element 

of its highly successful online video initiative. 

Fig 10:The Humane Society of the United States manages 

distribution to YouTube with Brightcove Video Cloud.

DISTRIBUTION

.

The Humane Society of the United States relies on its 

YouTube Brand Channel to generate awareness of its 

different campaigns with new audiences. The Video Cloud 

YouTube Sync feature helps the organization more easily 

manage the distribution of its YouTube content and target 

new viewers more efficiently.

Fig 9: American Standard uses YouTube to drive consumers to 

more detailed, branded video experiences on its own site.
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DEVICES 
The Devices used to view video have spread far 

beyond the desktop to include mobile devices such 

as smartphones and tablets, as well as Connected TV 

platforms that take online video into the living room.   

This proliferation of device types makes it important 

to maximize your audience by delivering content not 

only on PCs, but also on touch screen Web browsers, 

mobile apps, and Connected TV platforms. With 

beautiful screens and operating environments that 

are highly tuned for content consumption, video 

consumption on these devices will eclipse that of 

traditional PCs over the next five years—just look 

at the rapid adoption of the iPad for one example 

of consumers’ appetite for new kinds of video 

experiences. Forrester estimates over 43 million 

connected TVs will be in U.S. homes by the end of 

2015, including both over-the-top platforms and smart 

TVs with directly integrated Internet connectivity.4 

This is all good news for publishers and consumers 

alike—but it also raises the prospect of considerable 

technological complexity. 

Delivering cross-device content with  
Brightcove Video Cloud

Brightcove’s goal is to make it simple for you to 

execute your online video strategy without getting 

bogged down in platform competition or a fractured 

technology landscape. 

On mobile devices, video can be delivered in two 

ways: mobile Web and mobile apps. For mobile Web, 

Brightcove has developed smart player technology 

which intelligently detects the capabilities of the end 

user’s environment to deliver a video experience that 

offers the highest possible quality on each device 

without compromising on essentials like advertising, 

analytics, player customizations, high-quality delivery, 

security, and extensibility. To help you deliver a 

consistent video experience across the widest 

possible variety of browsers and devices, we support 

transcoding into both H.264 and WebM formats for 

high-quality delivery to both HTML5 and Flash-based 

video experiences. 

For mobile apps, the recently introduced Brightcove 

App Cloud simplifies development and management 

through an open HTML5-based development model 

with intelligent cloud services for cross-platform 

compilation, automated app distribution, analytics, 

and advertising. Connectors for content management 

systems and other cloud services help you increase 

efficiency. 

Mobile Web and mobile apps each have their own 

strengths and weaknesses. Apps can access APIs and 

special device capabilities, but are not discoverable 

or accessible through mobile Web browsers. Mobile 

Web experiences offer essential search engine 

discoverability, but cannot access native APIs for 

device functionality such as camera, microphone, 

push notification, or address book. App Cloud helps 

you combine the advantages of both. By automatically 

generating compiled Apple iOS and Google Android 

native apps and HTML5 touch Web experiences, App 

Cloud puts the full range of mobile experiences at 

your fingertips without incurring additional costs.

Brightcove also helps you tap into the rising 

popularity of Connected TV and set-top-boxes such 

as Roku, Boxee, Google TV, and Apple TV. While the 

technology environment involved is highly fragmented, 

with devices supporting varying combinations of 

Flash, HTML5, and proprietary technologies, we’re 

working to remove the complexity of these platforms 

through Video Cloud APIs and the Brightcove 

Experience Markup Language (BEML). We’ll soon 

release a reference application for the LG platform, 

and dozens more Connected TV projects are now 

underway around the Brightcove community to put 

the full potential of the living room experience to work 

for your video content.

4 “How to Make Connect TVs the Future of TV” US Connected TV Forecast 2010-2015
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Video success in the real world

Freedom Communications, the 12th largest media company in the U.S., has used Video Cloud to launch 23 mobile 

apps to multiple platforms, as well as 23 iPad apps—all in a matter of months—to increase video views, traffic, and 

revenue. As its next step, Freedom Interactive will extend the reach of its newspaper and broadcast video content 

to regional and national audiences using Connected TV platforms like Google TV and Yahoo!, smartphones, mobile 

apps, Flash players, and the Web, allowing the company’s videos to be displayed on an ever- expanding variety of 

devices.

Brightcove had already helped top global publishing brands such as The New York Times and Time Magazine make 

their content viewable on a new generation of devices even though they did not support Flash. Our prototype for 

The New York Times on the LG platform features simple remote control navigation and uncluttered imagery for an 

optimal living room experience—not just a small-screen experience made bigger. 

TVO, the public educational media organization for Ontario, Canada, uses multimedia resources to support their 

strategy to get kids ready to learn, help parents be their kids’ first and best teacher, and build an engaged citizenry. 

To reach new audiences in new and creative ways, the company has used Brightcove Video Cloud to deliver content 

to both Boxee and Yahoo! Connected TV platforms, with plans underway for Google TV. Video Cloud also helps 

TVO make a strategic push into mobile distribution via smart player technology, so it can reach kids and their 

families wherever and however they go online. 

 

Fig 11: Freedom Communication has launched 23 mobile apps in a matter of 

months.

DEVICES
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MONETIZATION
Monetization connects video strategy to business 

strategy through mechanisms such as advertising, 

calls-to-action, and premium content.   

The monetization options available to publishers 

continue to increase. These include:

 Advertising-supported content. To maximize the 

value of your ad inventory, make sure you can 

run ads from a large number of ad networks, as 

well as ads you sell in-house, and that you can 

go beyond traditional pre-rolls and overlays to 

support the advanced ad formats brands are now 

using to achieve higher viewer engagement. 

 In-player calls-to-action. These can help convert 

viewers into buyers, donors, or qualified leads—

whether for advertisers or your own organization. 

 Premium content. To implement this strategy, 

you’ll need to be able to handle DRM and 

authorization for pay-per-view (PPV), 

subscription video on-demand (VOD), rental, and 

download to own. 

Monetizing Video with Brightcove Video 
Cloud

As the leading online video platform, Video Cloud 

provides the most effective means for organizations 

to publish and then monetize targeted, relevant 

content to end users, and see maximum advertising 

revenue as a result.

Video Cloud’s extensive partner ecosystem enables 

publishers to integrate with the top ad servers, video 

ad servers, ad networks, and rich media technologies, 

decreasing time to launch and minimizing the need for 

technical resources. To further increase efficiencies, 

Brightcove has a dedicated team seeking out the most 

valuable technologies and partnerships to advance 

the video publishing and monetization goals of our 

publishers.

Video Cloud also supports in-stream video ads 

and in-player text ads, which combined with 

the fast-growing partner ecosystem, enables 

customers to create immersive, cutting-edge 

advertising experiences that include a blend 

of ad formats. Video Cloud’s advertising SDK 

contains the most advanced and in-depth set of 

advertising APIs in the online video space today. 

Whether you are looking to programmatically 

control ad server integration, optimize player 

or video ad tags at run time, or change the 

frequency of how often a player will make an 

ad call, Video Cloud provides the right tools to 

create highly customized, lucrative monetization 

opportunities. 

Additionally, the rapid spread of HTML5 and 

mobile video consumption has posed new 

challenges for publishers and advertisers, as they 

seek to operate across both Flash and HTML5-

based platforms without increasing ad operations 

complexity. Brightcove has been working to help 

integrate advertising of all kinds into our Video 

Cloud smart player experience. Publishers can 

apply the same policies, in the same way, using 

the same tools, across both Flash and HTML5 

platforms.
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Video success in the real world

Marks & Spencer, a leading U.K. retailer, worked with Brightcove agency Partner, Adjust Your Set 

to create video content promoting catering recommendations for royal wedding season parties. 

Synchronized in-player calls-to-action lets viewers view more information about featured products as 

they appear, then click through to the corresponding e-commerce page. Shared on Facebook, the video 

retained all of this functionality, enabling Marks & Spencer to blend content, commerce, and social context 

within a seamless, high quality viewer experience. Within the first six months, the company broadcast 

more than one million minutes of video with click-through rates as high as 30 percent. This boosted sales 

on some products by as much as 90 percent.

Hearst Corporation, a diversified media company, uses video to reach new audiences through all kinds of 

online and mobile platforms. Brightcove Video Cloud gives Hearst the flexibility to experiment with new 

advertising techniques and quickly deploy new models across its numerous publications. The efficiency 

and automation provided by Video Cloud let the company focus its resources on producing high quality 

video rather than wrestling with mundane technical and infrastructure details. 

Fig 12: Marks & Spencer boosted sales on some products by as much as 90 percent with video.

MONETIZATION
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ANALYTICS 
Encompassing every element of your video strategy, 

Analytics provides vital data and insight to help you 

evaluate and optimize your online video performance.    

Analytics helps you answer the questions that matter 

most for your business. Many of these address viewer 

activity, such as:

 What is the impact of the quantity of video in our 

library on overall site activity?

 Which content is most effective at engaging 

users?

 How does quality of service relate to the time 

people spend on our site?

 How are people finding our content—search 

engines? Social media sites? Directly, via our own 

site?

 Which of our syndication partners provide the 

most incremental viewers for our content and the 

most value for our business?

 How effective is our reach on different devices 

and platforms? How does viewer activity differ on 

each?

Analytics also provide valuable  

information on your audience itself,  

such as demographics and other  

characteristics. By understanding  

who you’re reaching—and who you  

aren’t—you can refine your  

marketing and promotion strategy  

to build your audience, as well as  

using this information to sell ads  

more effectively. 

Analytics with Brightcove Video Cloud

From engagement analytics that surface your 

audience’s average attention span to operating 

system reports that point out exactly how many 

of your views come from iPhones, iPads, Android 

devices, and other platforms, Video Cloud provides 

you with actionable data that can have immediate 

effect on the success of your video project. Player-

centric analytics let you compare how your content 

performs in video players with different templates 

and styles, enabling simple A/B testing to easily 

figure out how to configure your video experience 

for maximum impact.

While our extensive analytics capabilities come 

baked-in to the Video Cloud platform, we also 

recognize that video analytics is part of a larger 

analytics landscape, and that publishers often want 

to measure and track video within the context of 

their overall site performance. Brightcove works 

with partners such as Omniture and Akamai to 

provide rich information to help you evaluate and 

refine every aspect of your video strategy, from 

quality of delivery to the viewer experience. 

Fig 13: The Tate Museum leverages analytics to optimize the performance of 

its video initiatives.
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Video success in the real world

The Tate Museum in London uses Video Cloud analytics to optimize the performance of Tate 

Online, which helps visitors prepare and extend visits to its four physical sites as well as serving as a 

destination in its own right. Key success metrics have helped the organization continuously attract 

viewers and increase the amount of time they spend engaging with the site.  

 

For example, while the children’s section of the site has the longest dwell time due to games and 

other lengthy features, the Tate Channel now holds the second-longest time spent in an area on the 

website. On average, a user spends twice as long engaging with material on the Tate Channel than in 

other areas of the website. Measures like these have helped Tate refine its strategy to achieve not only 

shown an increase in website traffic and views, but also time spent viewing videos. 

Gannett, a large media holding company with hundreds of newspaper and broadcast properties, now 

sees video as its most valuable asset for monetization. The analytics capabilities of Video Cloud help 

Gannett track the performance of its content to optimize the value of its ad inventory across its vast 

suite of properties. Exponential growth in key viewer metrics like time on site and stickiness, helps the 

company command high rates from advertisers. 

Fig 14: Gannett tracks the performance of its content to deliver more value for advertisers.

ANALYTICS
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As these examples illustrate, there are many ways to use online video to achieve important objectives for your 

organization, whether to generate revenue directly, support sales and marketing, build support for a cause or 

idea, or communicate to a local or global community. Whatever role online video plays for your organization, 

there are specific steps you can take to increase its effectiveness to realize an even greater impact. We hope 

this has given you the background you need to understand all the key elements of online video success.

To transform this insight into action, we encourage you to refer to the attached Video Strategy  

Self Evaluation Worksheet, a simple exercise designed help you identify your current areas of strength and 

weakness, then improve your performance in ways that will deliver the greatest impact for your video success.

One Cambridge Center, Cambridge MA 02142            www.brightcove.com
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This worksheet is designed to help you evaluate your current performance in online video and identify areas where 

improvement is needed in order to achieve your business goals.

Each organization defines these goals in its own way, whether to promote a product or service, create awareness 

of an idea or cause, provide information, build an audience to support advertising, or generate revenue directly 

through a premium content model. Whatever your objectives are, your self-evaluation begins with a simple question: 

Are you doing everything you can to maximize the reach and business impact of your video content? If not—if 

your audience is too small, or you’re unable to connect with the types of viewers who matter to your organization, 

business, or advertisers—this worksheet will suggest specific measures you can take to improve your performance.

The evaluation is based on the eight elements of the Brightcove Video Strategy Framework:

	 Mix	 	 	 	 Discovery	 	 	 Monetization

	 Quantity	 	 	 Distribution	 	 	 Analytics

	 Quality	 	 	 Devices

For each area, we’ll provide a checklist of tactics and best practices. If you’ve already got them all covered, great—

you can move on to the next area. Otherwise, flag the items where you’re not yet up to speed. At the end of the 

exercise, you’ll have an action plan for bringing your online video strategy up to peak performance.

VIDEO STRATEGY SELF 
EVALUATION WORKSHEET
Develop an action plan to optimize your online video performance
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MY	ONLINE	VIDEO	MIX	INCLUDES	ON-DEMAND	VIDEO.

Yes

No

On-demand video is a critical element of every online 

video strategy. To build your on-demand library, consider 

the content types discussed in the next section, Quantity.

MY	ONLINE	VIDEO	MIX	INCLUDES	LIVE	VIDEO.

Yes

No

It’s possible that live streams simply aren’t relevant 

or feasible for your business—but it’s more likely that 

opportunities for this type of content do exist. Consider 

live streaming announcements, educational events 

and seminars, performances, panel discussions and 

interviews, and behind-the-scenes features. Once you 

start brainstorming, you may be surprised by the ideas 

that come up.

Brightcove Video Cloud provides complete tools to manage and deliver 

both on-demand and live video through a single solution.

MIX
Mix refers to the blend of on-demand and live video 

programming that you offer on your online properties. A 

balanced mix of these types of video has been shown to 

improve traffic, engagement, and return on investments.
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QUANTITY
Quantity refers to the amount of video in your library. 

Insufficient quantity is one of the most common reasons for 

sub-par online video performance. If your library is smaller 

than it should be, there are several options for building it up.

MY	VIDEO	LIBRARY	HAS	AMPLE	QUANTITY.

Yes

No

Are you making effective use of all the content resources 

available to you? Even if your in-house capabilities are limited, 

there are still plenty of other ways to build your library.

 In-house production

 Licensed content from third-party providers

 Content from your partners, such as producers of the  

goods you retail, affiliated organizations, or others with  

whom you share interests

 User-generated content submitted by your customers or  

fans—for example, as part of a contest or promotion

Brightcove can help you build your library quickly through our partnership with 

5Min Media, one of the most extensive libraries of instructional, knowledge, and 

lifestyle video content on the Web. Ask your Brightcove rep about how to publish 

5Min Media content directly from your own Video Cloud account. Brightcove can 

also help you gain access to content from other Brightcove customers that might 

interest your audience.
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QUALITY 
Quality encompasses two things: the quality of the video 

content you produce, and the quality of the experience 

in which it is viewed. Both are essential for drawing and 

engaging an audience.

MY	VIDEO	CONTENT	IS	HIGH-QUALITY.

Yes

No

Poor content can sink your chances for online video success. If 

online video matters to you organization, you need to invest in 

the resources to do it right. Beyond improving your in-house 

capabilities, consider the other types of content mentioned in 

the Quantity section.

MY	QUALITY	OF	DELIVERY	IS	HIGH:	

Users get the right balance of short buffering times and optimal 
video quality regardless of their connection speed or screen size.

Yes

No

You need to be able to encode multiple renditions of your 

video to suit all viewing environments to make sure viewers 

always get the best results. If conditions change mid-stream, 

your rendition should, too, to prevent stalled streams.
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MY	PLAYER	EXPERIENCE	IS	HIGH-QUALITY:	

Viewers can easily understand and use its controls, its look and feel 
fits the rest of my site, and I am making appropriate use of captions, 
subtitles, and interactive transcripts to make the content more 
accessible.

Yes

No

Don’t underestimate the importance of your player experience. 

By styling it in an attractive, brand-consistent, and intuitive 

way, you can improve viewer engagement and satisfaction.

Brightcove works with the world’s leading content distribution networks to 

ensure high-performance video experiences. Multi-bitrate streaming delivers the 

right rendition for each viewer in real-time, complemented by adaptive encoding 

technologies which maintain the highest possible level of quality. Easy-to-use 

player styling capabilities help you showcase your video content seamlessly 

within the context of your existing brand and site experience. Brightcove and 

Brightcove Alliance partners provide a variety of closed captioning, subtitles, and 

transcription technologies that make your content accessible.
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DISCOVERY 
Discovery refers to the ways your audience finds your 

content. This can include on-site search, search engine 

optimization (SEO) for public search engines, and discovery 

via social sharing. Each of these can play an important role 

in online video success.

MY	VIDEO	IS	EASILY	DISCOVERABLE	THROUGH	PUBLIC	
SEARCH	ENGINES.

Yes

No

While search engine optimization (SEO) for video can be 

challenging, don’t neglect it—this is the primary way viewers 

discover video.

MY	VIDEO	GAINS	VISIBILITY	THROUGH	SOCIAL	SHARING.	

Yes

No

Social discovery can multiply your visibility through powerful 

viral effects. To help this happen, make sure your videos can 

be posted directly to social networks such as Facebook—

ideally, within your own player, complete with custom styling, 

calls-to-action, and any ads you’ve sold.
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MY	VIDEO	LIBRARY	IS	EASILY	SEARCHABLE	WITHIN	MY	OWN	
SITE.

Yes

No

By making it easy for users to explore your video library, you 

can leverage its full value more effectively while increasing 

engagement and time on site.

Brightcove facilitates SEO through Media APIs which let you pull tags and 

descriptions dynamically from your video content. Our partnership with 

Facebook lets you embed your own complete player on your Facebook fan page, 

and also lets users post it within their own feed or on a friend’s wall, to make your 

videos a seamless part of the social media experience. Brightcove partners such 

as Endeca let you go beyond simple on-site search to give viewers convenient 

and powerful ways to find the content they’re most interested in.
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DISTRIBUTION
Distribution involves reaching out beyond your own 

properties to third-party sites like YouTube to build visibility 

and drive traffic back to your own site.

I	DISTRIBUTE	MY	VIDEO	CONTENT	THROUGH	YOUTUBE.

Yes

No

As the world’s most heavily trafficked video hub, YouTube is an 

essential way to generate awareness of your video. Consider 

starting your own YouTube Brand Channel and publishing 

selected videos there from your Video Cloud account.

I	SYNDICATE	MY	CONTENT	THROUGH	OTHER	THIRD-PARTY	SITES.

Yes

No

While these sites may not match YouTube’s traffic, they may 

allow more control over the viewer experience by using your 

own player. They can also be a great way to reach out to specific 

audience segments and raise your visibility in specific contexts. 
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MY	SYNDICATION	STRATEGY	IS	COORDINATED	WITH	THE	VIDEO	
EXPERIENCE	ON	MY	OWN	SITE.

Yes

No

Reaching audiences on third-party sites is only part of the 

picture; for best results, you also want to bring people back 

to your site, for example through a call-to-action or URL, for 

a fully branded experience designed for engagement and 

conversion.

Brightcove Video Cloud lets you post your videos to YouTube automatically 

through a YouTube Sync feature—and change or remove them just as easily—

so your YouTube presence is always in full alignment with the latest version of 

your content. Advanced Media Sharing provides similar rule-based functionality 

for other syndication partners. You can also create a version of your player 

specifically for syndication with features designed to increase brand impressions 

and inbound links to your own site.
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DEVICES
The Devices used to view video include not only PCs and 

laptops, but also mobile devices such as smartphones and 

tablets, as well as Connected TV platforms that take online 

video into the living room.

MY	ORGANIZATION	HAS	ACHIEVED	HIGH	PERFORMANCE	IN	
DELIVERING	VIDEO	TO	TRADITIONAL	COMPUTERS.

Yes

No

It seems obvious, but it’s worth stating: if you haven’t yet 

mastered the fundamentals of desktop online video, that 

should be your first priority—before you venture further into 

mobile video. See the preceding sections of this worksheet 

for guidance.

MY	ORGANIZATION	CAN	DELIVER	A	CONSISTENT,	HIGH-
QUALITY	EXPERIENCE	ACROSS	SMARTPHONES	AND	TABLETS	
THROUGH	BOTH	MOBILE	BROWSERS	AND	MOBILE	APPS.

Yes

No

The fragmentation of the mobile landscape makes it 

essential to be able to reach any viewer on any platform—or 

miss out on a significant share of your potential viewers. 

You should be able to deliver both Flash and HTML5-based 

experiences on mobile browsers, and both iOS and Android-

based mobile apps.
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MY	ORGANIZATION	HAS	A	STRATEGY	FOR	DELIVERING	VIDEO	
CONTENT	TO	CONNECTED	TVS.

Yes

No

While it’s still early for Connected TV, more than 40 million 

US homes are expected to have this capability by 2015—so 

it’s never too early to start thinking about it. The key is to 

avoid getting locked into proprietary platforms or having to 

choose sides in the inevitable battles over standards.

Brightcove helps you execute your online video strategy across every type 

of device through a single platform. Brightcove App Cloud lets you generate 

both mobile Web and mobile app experiences automatically from the same 

content without additional cost or development time while ensuring the best 

experience across the widest possible variety of browsers and devices. We’re 

also working to remove the complexity of Connected TV through Video Cloud 

APIs and Brightcove Experience Markup Language (BEML), and projects are 

now underway to help you support specific Connected TV platforms.
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MONETIZATION
Monetization connects video strategy to business strategy 

through mechanisms such as advertising, calls-to-action, and 

premium content. Monetization can take the form of both for-

profit revenue and nonprofit donations, as well as intermediate 

conversions such as lead generation and list-building.

MY	ORGANIZATION’S	MONETIZATION	STRATEGY	INCLUDES	
ADVERTISING-SUPPORTED	CONTENT	AND	WE	ARE	MEETING	
OUR	REVENUE	GOALS.

Yes

No

To maximize the value of your ad inventory, make sure 

you can run ads from a large number of ad networks, as 

well as ads you sell in-house, and that you can go beyond 

traditional pre-rolls and overlays to support the advanced 

ad formats brands are now using to achieve higher viewer 

engagement.

MY	VIDEOS	INCLUDE	IN-PLAYER	CALLS-TO-ACTION.

Yes

No

In-player calls-to-action can be a highly effective way to 

drive conversions, whether by turning viewers into buyers, 

capturing qualified sales leads, gathering donations, or 

building a supporter list.
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MY	PREMIUM	CONTENT	IS	BEING	MONETIZED	EFFECTIVELY	
AND	PROTECTED	FROM	UNAUTHORIZED	VIEWING.

Yes

No

Make sure you can fully support your premium content 

strategy with capabilities such as DRM and authorization for 

pay-per-view (PPV), subscription video on-demand (VOD), 

rental, and download to own.

Brightcove Video Cloud simplifies ad operations by letting publishers integrate 

advertising of all kinds into their player experience, including both Flash and 

HTML5-based platforms, through a single set of policies and tools. In-player 

calls-to-action can be added easily to any video to drive specific responses. For 

premium content, our partnership with Adobe provides a complete solution 

for secure, multi-platform delivery, authentication, and authorization, including 

seamless DRM.
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ANALYTICS
Analytics provides vital data and insight to help you evaluate and 

optimize your online video performance.

MY	ORGANIZATION	CAN	EASILY	ANSWER	THE	QUESTIONS	
THAT	MATTER	MOST	FOR	THE	SUCCESS	OF	OUR	ONLINE	
VIDEO	INITIATIVES,	INCLUDING	THOSE	PERTAINING	TO	
VIEWER	ENGAGEMENT,	THE	IMPACT	OF	QUALITY	AND	
QUANTITY	ON	VIEWER	ACTIVITY,	THE	DISCOVERABILITY	OF	
OUR	CONTENT,	THE	DEMOGRAPHICS	OF	OUR	AUDIENCE,	
AND	OUR	REACH	ACROSS	SYNDICATION	PARTNERS	AND	
PLATFORMS.

Yes

No

Analytics is an essential element of every online video 

strategy, giving you insight into every aspect of your 

performance and helping you improve continually over 

time. Without this information, your business is running on 

intuition and best guesses—and that’s no recipe for success.

OUR	VIDEO	ANALYTICS	APPEAR	WITHIN	STANDARD	WEB	
ANALYTICS	SOLUTIONS,	PROVIDING	A	HOLISTIC	VIEW	OF	
HOW	VIDEO	IS	AFFECTED	BY	OTHER	TYPES	OF	CONTENT	
AND	HOW	VIDEO	AFFECTS	THE	VIEWER	EXPERIENCE	AND	
CONVERSION.

Yes

No

While standalone video-specific analytics are essential, 

seeing video within the context of overall visitor behavior 

can offer important insights.
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OUR	VIDEO	PLAYERS	ARE	INSTRUMENTED	TO	INTEGRATE	
WITH	OUR	AUDIENCE	MEASUREMENT	AND	PROFILING	
SOLUTIONS.

Yes

No

Integrating your video experiences with audience 

measurement and profiling solutions can help you verify 

that you are reaching the right audience and increase your 

ability to convert traffic into business value.

Brightcove provides extensive analytics capabilities as part of our Video 

Cloud solution, as well as through partners such as Google Analytics, 

Omniture, Akamai, Comscore, Nielsen, and Quantcast, to help you evaluate 

and refine every aspect of your video strategy, from quality of delivery to 

the viewer experience.
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Having completed your self-evaluation, the next step is for you to 

identify the Video Strategy Framework elements where you answered 

“No” and use your judgment to rank each element according to the 

expected return on your investment in improvements. 

Now you are ready to take concrete steps to improve your 

online video performance and build your success. For more 

information about how Brightcove can help you address the areas 

of improvement you have identified, contact Brightcove at www.

brightcove.com or + 1 888 882 1880.

PRIORITIZE AND ACT


