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Welcome! 
Brightcove Executive Publishers 
Luncheon at Digital Media Asia 2016 

Phil Costa, VP Product Management, Brightcove | pcosta@brightcove.com 
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OUR MISSION is to Revolutionise the Way 
Organisations Deliver Video Experiences 
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FOUNDED HEADQUARTERS REVENUE 

CUSTOMERS SCALE 

CORE OFFERINGS 

~ 5,000 
IN MORE THAN 70 COUNTRIES 

BOSTON,  
MASSACHUSETTS 

 

450 EMPLOYEES 

$145M 
TSM 

2004 
IPO 2012 

> 2 billion 
AVERAGE MONTHLY STREAMS 
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Our Media Customers 
Driving Ad Supported, Subscription, and Transactional  

Business Models for the World’s Leading Publishers 
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TRENDS 
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HOW WE CONSUME NEWS 

2008 2016 
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Social media is having a big impact on 
how content is distributed, consumed 

and ultimately monetised 
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VIDEO INVESTMENT IS GROWING 
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Source: Reuters Institute Digital Leader’s Survey 2016  Source: Sizmek Open Ad Platform, 2016 
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But with opportunities, publishers are 
facing some challenges … 
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•  Monetisation challenges 

•  The rise of ad blockers 

•  Keeping users engaged 

•  Opportunities and threats from social 

CHALLENGES WITH DELIVERING VIDEO INCLUDES DEALING WITH: 
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VIDEO MONETISATION 
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HOW TO MONETISE EFFECTIVELY 
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Banner Top 

Banner Bottom 

Overlay 

Pre Mid Post 

Companion 
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•  1.4 million digital subscriptions vs 590,00 print circulation 

•  Digital subs revenue $54 million 

•  Digital ad revenue $42 million, representing 1/3 of total ad revenue 

NYT video player strategy 

New York Times has seen strong 
growth in the digital subscription 
business 

Video is 

4x 
larger on home page 

Video player offers a  

larger 
stage for advertiser’s 

video messages 

Content is preceded by 

15s/30s 
ads 

Shorter ads are 

Non-
skippable 
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LOOK FOR OPPORTUNITIES THAT DON’T INTERRUPT 
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AD BLOCKERS 
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AD BLOCKER USE IS GROWING 

•  Ad blocker use is widespread 

•  In the US, 41% have installed an ad 

blocker in their browsers 

•  30% of Internet users worldwide have 

installed one 

•  18-24 year olds particularly affected 

•  In the US, 63% have installed an ad 

blocker 

•  Affects browsers on both PC and 

mobile devices 

 

Source: Fractl and Moz, “Inbound vs Outbound: Consumer Perspectives 
on Marketing Effectiveness, Sep 1, 2015 
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TWO SIDES OF THE DEBATE 
 

ULTIMATELY, IT IS ALL ABOUT THE 
CONSUMER EXPERIENCE 
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Benefits 

•  More seamless experience for end users 

•  Overcomes brute force ad blocking tools 

•  Compatible with ad networks and standards 

Brightcove solution 

•  Seamless delivery in HLS and MPEG-DASH 

•  Integration with leading HTML5 player and 

native SDKs 

SERVER SIDE AD INSERTION 
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“With Brightcove Lift, we’ve seen significantly 

improved quality and consistency in the video 

playback experience across mobile devices 

which allowed us to re-enable ad delivery.” 

 
– Brendan Murphy, Product Manager, Video, at Vox 

Media 

CASE STUDY 
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Focus on the user experience 
to increase engagement 
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Performance is one of the 
most important player 

features 
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PLAYER PERFORMANCE 
Brightcove Player: The Fastest Player. Period. 
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ADVANCING MOBILE PERFORMANCE 

24 



Brightcove Inc. 

DESIGN TO MAXIMISE ENGAGEMENT 
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PERSONALISED VIDEO PROGRAMMING 
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SOCIAL 
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SOCIAL CHANNELS: FRIEND OR FOE? 

Consumption on social is the new reality. You 

need to: 

•  Develop strategies for monetising offsite 

•  Customise content to different audiences 

•  Look for ways to streamline the process 

•  Use measurement to see what works 
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EXPAND YOUR REACH WITH THE POWER OF SOCIAL VIDEO 

Brightcove Social 

•  Easily publish to popular social networks and 

receive analytics – all from a single location 

•  Streamlines social video workflows 

•  Publish to native players 

•  Aggregates video analytics 

•  In-console video editing and scheduling 



Brightcove Inc. 

Thank You! 
For more information, contact: 
Elad Bezalel 

Sales Director, Media 

ebezalel@brightcove.com 


