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KEY POINTS 
 Live streaming video is the next frontier in the online video space. Streaming 

video already accounts for over two-thirds of all internet traffic, and this share is 

expected to jump to 82% by 2020, according to Cisco’s June 2016 Visual Networking 

Index report.  

 The growing popularity of streaming video, both live and recorded, has been 

driven largely by millennials. Between Q1 2013 and Q1 2015, streaming video — 

which includes video content from smart TVs, smartphones, desktops, tablets, 

connected media devices, and game consoles — has seen a 256% increase among 

consumers between the ages of 18 and 34, according to a survey conducted by SSRS 

Media and Technology. 

 Understanding the differences between platforms that host live streaming video 

is imperative for brands looking to reach the right audience at the right time. Of 

these platforms, the top five are Facebook and Twitter (and their related properties), 

Live.ly, YouTube Live, and Tumblr. 

 Live video’s value comes from its unique ability to add an authentic human 

element to digital communications, according to a Brandlive survey of more 

than 200 executives. As a result, brands are streaming tutorials, product launches, 

and exclusive and behind-the-scene footage to connect with their viewers. 

 Advertisers continue to invest heavily in online video as more consumers flock 

to the increasingly popular medium. In the US, digital video ad revenue (including 

desktop and mobile) reached $7.8 billion in 2015, up just over 55% from 2014, 

according to figures from the Internet Advertising Bureau. 

 While live streaming is still in its early stages, there are a few monetization 

strategies brands can employ. Brands are leveraging micropayments, mid-roll video 

ads, and YouTube Live's recent acquisition of Anvato, a platform for publishing and 

distributing video across platforms, to monetize their live streaming videos. 

 But the success of live streaming video hinges on brands overcoming several 

barriers. They must contend with a lack of measurement standards in the space, as 

well as changes in social media sites' algorithms that can affect what content users 

see. 

Download the charts and data in Excel »  

http://intelligence.businessinsider.com/document/57b45436771aeaa47867e903/live%20streaming%20report%20charts%20and%20data.xlsx
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INTRODUCTION 
Live streaming video — or video that's delivered over the internet in real time without a paid 

subscription — is the next frontier in the online video space. Streaming video already accounts 

for over two-thirds of all internet traffic, and this share is expected to jump to 82% by 2020, 

according to Cisco’s June 2016 Visual Networking Index report. US millennials — those 

between the ages of 18 and 34 — are largely driving this growth. The amount of time 

members of this cohort spend consuming streaming video is rapidly approaching the average 

amount of time they spend watching traditional TV, according to a survey conducted by SSRS 

Media and Technology that assessed consumer behavior between Q2 2013 and Q4 2015. 

The exponential growth of live streaming video will have significant implications for 

consumers, brands, publishers, and marketers. In an effort to build meaningful relationships 

with their customers and audiences, publishers and brands are increasingly offering tutorials, 

product launches, exclusive events, and behind-the-scenes footage via live streaming video. 

Major social platforms like Facebook and Twitter are rapidly expanding their live-streaming 

offerings to attract new consumers. For example, digital food and travel publisher Tastemade 

uses the Facebook Live platform to broadcast more than 100 live videos per month, including 

recipe tutorials and travel shows. And advertisers are investing heavily in live streaming video 

as more consumers flock to the medium.  

This report examines the eruption of online video from the perspective of both consumers and 

advertisers and assesses how live streaming is emerging as the medium's next catalyst for 

growth. It explores how brands and publishers can benefit, and looks at the major platforms 

making the biggest investments and what differentiates them. In addition, this report details 

the three successful strategies that brands have adopted for their live-streaming campaigns 

and the potential monetization opportunities in the still-nascent space. Finally, it dissects the 

barriers to live streaming, including measurement challenges and the control that major social 

platforms have over the content their users see. 

  

http://www.cisco.com/c/en/us/solutions/service-provider/visual-networking-index-vni/index.html
http://ssrs.com/research/ssrs-media-and-technology-survey/
http://ssrs.com/research/ssrs-media-and-technology-survey/
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LIVE STREAMING: 
THE NEXT STEP IN VIDEO 
CONTENT DEVELOPMENT 
If 2015 was the year that brands and advertisers embraced online video, then 2016 will see 

the medium take the next step as live streaming takes off. Live streaming video refers to 

broadcasts in real time to an audience over the internet. For the purposes of this report, it 

does not include subscription live-streaming services, such as Watch ESPN. Live streaming 

video is not to be confused with on-demand streaming video — that is, pre-recorded video 

that's streamed from a service such as Netflix. While the concept of live streaming has 

been around for years, mobile-first video platforms with user-generated content have 

just recently begun to make serious waves thanks to improved video quality, faster 

broadband speeds, and enhanced mobile technology. 

The growing popularity of live streaming video has been driven largely by millennials, or 

consumers between the ages of 18 and 34. Average weekly traditional TV viewing, which 

includes live TV, DVR, and video on demand (VOD), among this cohort was relatively 

unchanged from Q1 2013 to Q1 2015. But their consumption of streaming video, which is 

viewed on smart TVs, smartphones, desktops, tablets, connected media devices, and game 

consoles, surged 256% over the same period, jumping from an average of 1.6 hours per week 

to 5.7, according to a survey conducted by SSRS Media and Technology. Though the figures 

in the survey were self-reported and therefore potentially subject to bias, this is a clear 

indication that consumers are hungry for this content. 

Consumption of streaming live video will be bolstered by the rising overall popularity of online 

video. Daily time spent consuming online video will increase nearly 20% in 2016, according to 

online video forecasts from ZenithOptimedia. 

  

http://ssrs.com/research/ssrs-media-and-technology-survey/
http://www.zenithoptimedia.com/mobile-drive-19-8-increase-online-video-consumption-2016/
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Video viewing on digital and social platforms has increased rapidly in the last year. And the 

proliferation of new platforms with a strategic focus on video is changing the competitive 

landscape and affecting brands' decisions about where to post their content. Facebook, 

Snapchat, and Twitter's increasing focus on live streaming video positions them well to take 

advantage of this growth and underscores social and messaging services' emergence as 

content-delivery platforms.While YouTube may still be their preferred destination, monthly 

posting by top brands actually dropped by 7% year-over-year (YoY) from May 2015 to May 

2016.  

  

http://get.simplymeasured.com/rs/801-IXO-022/images/2016%20State%20of%20Social%20Marketing.pdf?mkt_tok=eyJpIjoiTXpNek56VmtPRFJoWldNMyIsInQiOiJJT3dxUjZUSVFcL1hkQ0sxak1cL25kZTZobjNVRGJPNXVHNk1pcGM4bXVmKzJsSkdHSXJSQ1czSHF1SHhPQ3FSRW1IeUt5empwb1lEdFNk
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EMERGING PLAYERS AND 
KEY DIFFERENTIATORS 
Understanding the platforms that host live streaming video is imperative to reaching the right 

audience at the right time. Below are the top five platforms capable of hosting live streaming 

video, with a breakdown of their key statistics and differentiators.  
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Twitter 

Twitter has continued to pursue a strategy of aggressively building out its video capabilities. In 

July 2016, the company announced that it would lengthen time limits on videos and unveiled a 

stand-alone video portal called “Watch Mode.” Twitter also launched a new app called 

Engage, geared toward video creators, which will help users track analytics for their videos 

and filter through any mentions they receive. Developing a robust platform for video will be 

integral to future revenue growth.  

Twitter's focus on video content is part of a strategy to attract new users, which it has 

struggled lately to do, while improving engagement among its existing base 310 million 

monthly active users (MAU). There are some signs that this approach is paying off, as video 

tweets have increased 50% since the start of 2016. Any additional uplift that Twitter 

experiences in user growth, usage, and time spent within the app raises the platform's value to 

both brands and advertisers.  

In March 2015, Twitter launched Periscope, an app that allows users to share and experience 

live video from their mobile devices. Periscope has generated more than 200 million live 

broadcasts from nearly 10 million users. The app currently boasts 2 million daily active users, 

110 years worth of video, and 350,000 hours of content that is streamed daily.  

Key differentiator: As one of the first live-streaming apps, Periscope has had ample time to 

reinvent itself. For instance, earlier this year, Twitter announced that it would allow users to 

include live-stream videos from Periscope within tweets. As a result, Periscope’s content 

creators can tap into Twitter’s user base while encouraging further engagement on the 

platform. 

  

https://intelligence.businessinsider.com/instagram-hits-half-a-billion-users--tumblr-launches-live-video-support--twitter-expands-video-offerings-2016-6
https://blog.twitter.com/2016/new-ways-to-tap-into-video-on-twitter
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Facebook  

Facebook users viewed 8 billion videos a day in November 2015, twice as many as just seven 

months earlier, according to the company’s earnings release. And as of Q1 2016, 

GlobalWebIndex found that over half of Facebook users between the ages of 16 of 64 who log 

in at least once a month watch videos on the platform. 

Video has been a bright spot for Facebook at a time when brands are contending with a 42% 

drop in reach per post on the platform since February, according to a study conducted by 

SocialFlow, a social media optimization company. A different SocialFlow study, presented via 

Facebook Live in June 2016, found that while video made up just 1% of posts over a 30-day 

period, it accounted for over 7% of reach, 5% of likes, and 11% of shares. In other words, 

video on Facebook gets eight times more reach and 12 times more shares than nonvideo 

posts. "It's clear that media companies are increasingly turning to video to maximize their 

reach and audience engagement," said SocialFlow CEO Jim Anderson. Video has the 

potential to reach 5% to 10% of total post volume over the next six to 12 months, he said. 

 

 

  

https://investor.fb.com/financials/?section=secfilings
http://www.globalwebindex.net/blog/video-is-the-future-of-social?utm_campaign=Chart+of+the+Day&utm_source=hs_email&utm_medium=email&utm_content=31125607&_hsenc=p2ANqtz-95BVwjOwb1DRQ_pF_MvmT4_OO2K2T9e5JwZc7T6cgU_UD6PQVdqh2kr2K3C4oa_J1kVCkX2o7_V4Lfv
http://www.socialflow.com/media-companies-facebook-reach-has-fallen-42-this-year/
http://www.socialflow.com/media-companies-facebook-reach-has-fallen-42-this-year/
https://www.facebook.com/socialflow/videos/1311733282173498/
https://www.facebook.com/socialflow/videos/1311733282173498/
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In June 2016, Facebook VP Nicola Mendelsohn said at a Fortune event that she thinks that 

video will account for all content on the platform by 2021, and that mobile will play an 

increasingly important role in making that a reality. Mendelsohn also noted that text posts are 

declining on a year-over-year basis.  

Facebook's live streaming video offering, Facebook Live, was officially launched for all users 

in April 2016, and it is quickly becoming an engagement hub for big brands. In fact, its live 

videos get 10 times as many comments as pre-recorded video, and users spend an average 

of three times longer watching live videos than pre-recorded ones, according to a 

Facebook press release. 

Key differentiator: Facebook Live offers publishers and brands massive potential reach via 

its global audience. Even though the feature is still new, it's already relatively well known, 

according to a May 2016 survey by YouGov. About 54% of 30 to 44 year olds and 45% of 18 

to 29 year olds have either “heard a little” or “heard a lot” about Facebook Live video. That 

number is sure to increase as more consumers and brands use the platform. 

This is a clear opportunity for brands looking to capitalize on Facebook’s video-heavy user 

base, and live streaming can provide a unique way to cut through an increasingly cluttered 

content landscape.  

 

  

http://fortune.com/2016/06/14/facebook-video-live/?iid=leftrail
http://newsroom.fb.com/news/2016/03/news-feed-fyi-taking-into-account-live-video-when-ranking-feed/
https://d25d2506sfb94s.cloudfront.net/cumulus_uploads/document/lcergepzz1/tabs_HP_Facebook_20160425.pdf
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Live.ly 

Live.ly is a live-streaming app from video-sharing platform Musical.ly that launched at the end 

of June 2016. The app was downloaded more than 500,000 times within a week of its launch, 

securing it the top slot in Apple's App Store above Facebook Messenger, Snapchat, Google 

Maps, and Instagram. The live-streaming app’s early success and impressive download totals 

have made it a contender in the live streaming space.  

Key differentiator: Live.ly's quick success can be attributed by Musical.ly’s widespread and 

active user base of over 95 million people worldwide, which will benefit marketers when the 

two apps fully integrate and ultimately aid in scaling (as was the case for the Twitter and 

Periscope integration). The company also benefits from a young audience base, as 50% of all 

US teens have the Musical.ly app, according to Variety cited by New York magazine. 

 
YouTube Live 

In 2011, Google launched YouTube Live, its live-streaming video capability for the masses. 

However, it wasn’t until June 2016 that the company officially integrated live-streaming 

capabilities into its mobile app. The platform enables users to stream content and events in 

real time.  

Key differentiator: YouTube has monumental star power, incredible reach, and infrastructure 

that arguably make its product faster and more reliable than its competitors. YouTube’s search 

function also gives brands an advantage since its live videos appear alongside regular 

YouTube videos. 

 
Tumblr 

Yahoo-owned blogging platform Tumblr launched a feature in June 2016 that enables users 

with live-streaming mobile apps — including YouTube, YouNow, Kanvas, and Upclose — to 

host and share live streams on Tumblr. The new feature has already been embraced by 

publishing partners like MTV, Refinery29, Huffington Post, and Mashable. While Tumblr has 

already hosted live streams this year, including the Toyota-sponsored streams of the 

Stagecoach Country Music Festival and the Firefly Festival, the feature's launch marked the 

debut of a broader live-streaming capability.   

  

https://techcrunch.com/2016/06/28/live-ly-shoots-to-the-top-of-the-app-store/
http://variety.com/2016/digital/news/live-ly-musical-ly-app-livestream-downloads-1201805217/
http://nymag.com/selectall/2016/06/how-this-unknown-live-streaming-app-jumped-to-the-top-of-the-apple-charts.html
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Key differentiator: Enabling multiplatform support for live streaming could make Tumblr the 

go-to place to host live streams for users, brands, and publishers. Tumblr will be the only 

major social platform that offers support from multiple streaming services, allowing content 

creators extend their reach beyond what would be possible through a single app. Tumblr will 

also notify a brand’s followers when their video is officially live on the platform, further 

incentivizing brands to create live content. Tumblr counts 550 million monthly active users.  

 
Platforms Are Becoming More Focused on Video 

Online video has become a key part of the strategic business model for both brands and 

marketers as they seek more innovative ways to capture consumer attention. Creative online 

video initiatives and campaigns are a way for companies to cut through the digital clutter and 

have emerged as the medium of choice not only for person-to-person sharing, but also for 

business-to-consumer (B2C) and business-to-business (B2B) communication. 

 

 
 
  

http://thenextweb.com/apps/2016/06/21/tumblr-just-launched-live-video-different-everyone-else/
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HOW BRANDS ARE TACKLING 
LIVE STREAMING VIDEO 
Brands are increasingly using live streaming to reach audiences. Its importance has grown 

significantly thanks to substantial investments by social giants such as Facebook, YouTube, 

Snapchat, and Twitter to build and enhance their live-streaming platforms. When asked about 

the importance of live streaming video as part of their marketing strategy, 59% of executive 

respondents said it will be “important” or “very important,” according to a survey conducted by 

Brandlive between December 2015 and January 2016. 

The survey, which included more than 200 executives, found that respondents most value live 

video’s unique ability to add an authentic human element to digital communications. And 

nearly a quarter of respondents said they expect money allocated to live streaming video to 

increase in 2016. 

 

  

https://www.yourbrandlive.com/press/new-research-reveals-power-of-live-streaming-video-for-brands
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Live streaming presents a unique opportunity for brands to get consumers to actively 

participate with their products, according to Brandlive CEO Fritz Brumder. In a sense, the 

audience becomes the director of the live stream, providing real-time feedback. This creates a 

bond between the viewer and the brand, something that is becoming useful for brands given 

video's rising prominence in the online content mix. 

There are a number of ways brands can integrate live streaming into their overall marketing 

strategy and determine what hits home with their audience. Below are three of the most 

popular, with examples of successful campaigns for each.    

 
Tutorials 

Live video tutorials are a great way for companies to showcase their product or service while 

simultaneously fostering human interaction with its viewers. In fact, nearly a third of millennials 

say they have purchased a product directly as a result of watching a how-to or tutorial video 

about it, according to a Google study conducted in April 2015. Companies that use live-

streaming tutorials properly have the potential to increase both awareness and sales. 

 Refinery29, an US-based fashion, lifestyle, and beauty website, is  building a 10-

person team dedicated solely to live streaming, specifically on Facebook Live. The 

company's first Facebook Live post came in March 2016, and it currently publishes 15 

live videos per week, many of which are tutorials, across its eight Facebook pages. 

For instance, one of its most popular videos included a live drag queen makeup 

tutorial, outlining the steps involved in one man's transformation. The live stream 

garnered 175,000 views and almost 5,000 social engagements over the course of two 

days on the company’s “Short Cuts” page. And while that number may be down from 

its main Refinery29 page, which generates 317,000 views per video, engagement 

levels have been promising. Overall, Refinery29 live videos produce eight times higher 

user engagement (through likes or comments) than pre-recorded videos, according 

to data from Tubular Labs cited by Digiday.  

 Benefit Cosmetics, a makeup manufacturer owned by LVMH, has also found 

success by using live streaming to build brand equity within its existing customer base. 

The company regularly hosts live-streaming tutorials and other videos related to 

cosmetics. On average, Benefit Cosmetics reaches more than 2,000 viewers and 

receives 20,000 “hearts” on Periscope every time it live streams.  

  

https://www.thinkwithgoogle.com/articles/i-want-to-do-micro-moments.html
http://digiday.com/publishers/refinery29-building-10-person-facebook-live-team/
http://digiday.com/brands/5-ways-brands-using-periscope/
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 Tastemade is another brand making a big push on Facebook Live. The digital food 

company plans to produce 100 live shows per month on the platform, according to 

Digiday. One Tastemade stream in April, in which a "latte artist" showed off his 

creations, drew 1.4 million views in the first hour. Other related videos produced by 

Tastemade have so far generated 125,000 to 140,000 live views. 

 
Product Features And Launches 

Companies can leverage live streaming to focus customer attention on the release new 

products and features. More brands plan to implement this method over the next year. More 

than 50% of brands anticipate testing live streaming video in the next 12 months to announce 

product launches, according to Brandlive’s Live Streaming Video for Brands and 

Retailers survey.  

In October 2015, BMW debuted a campaign for its M2 model through Periscope, showcasing 

the car in action on a BMW racetrack. More than 5,000 people tuned in within the first 10 

minutes and the campaign produced 48,000 total engagements, 16.6 million impressions, and 

3,000 new followers. Twitter declared that it was the most successful auto-product stream in 

the history of Periscope. Even though BMW positions itself as a luxury brand, the M2 is the 

least expensive M series model. The company intended to gear its most recent offering to a 

younger, male-skewing audience, thus making Periscope a perfect platform for its launch. 

Thirty-four percent of Periscope’s users are between the ages of 25 and 34, and 65% of its 

total audience base is male, according to GlobalWebIndex numbers released in March. 

 

  

https://www.yourbrandlive.com/press/new-research-reveals-power-of-live-streaming-video-for-brands
http://www.torquenews.com/1084/how-bmw-used-periscope-brilliantly-market-new-m2
http://www.globalwebindex.net/blog/3-in-4-periscop-users-are-16-34
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Exclusive Events And Behind-The-Scenes Footage 

Fans want a more hands-on, personal experience with the brands they connect with and 

follow. About 87% of people say they want meaningful relationships with brands, but only 17% 

feel like brands are delivering, according to Brandshare’s 2014 report. Live video is a way to 

bridge that gap, specifically through events and behind-the-scenes video.  

 Grazia UK. In June, Grazia UK —a division of the weekly women’s lifestyle and 

fashion magazine — documented the making of its June issue via Facebook Live. 

Overall, 14 videos, ranging from 10 to 60 minutes, were produced. The videos 

received over 600,000 views, according to Grazia. Unlike live TV, the number of 

viewers watching a live streaming video tends to gradually increase during the 

duration of the stream, likely due to the sharing effect across social platforms. 

 Dunkin’ Donuts. In February, the breakfast chain used Facebook Live to go inside 

“Dunkin’ Brands University,” where the company creates its products. Hosted by a 

Dunkin’ Donuts chef, the Facebook Live video gave viewers a look inside the facility 

and a lesson on how to make a wedding cake out of donuts. The stream received 

4,000 likes and nearly 1,500 comments and drove over 31,000 views. 

 

  

http://www.edelman.com/insights/intellectual-property/brandshare-2014/
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MONETIZATION 
OPPORTUNITIES 
Though the growing number of live-streaming app downloads indicates clear adoption of the 

medium among consumers, monetization and determining a meaningful ROI for brands 

remain a bit murky. 

Some companies are not entirely concerned with monetization yet, however. For instance, 

Young Hollywood (the first brand to live stream on Live.ly) is mainly focused on attracting a 

substantial following, with hopes that the money will follow later. “Monetization tools, I think, 

will come as with any platform," said Young Hollywood CEO R.J. Williams. "Our focus right 

now is cultivating a true audience.”  

One way publishers, influencers, and brands are making money from live streaming 

video is via payments by platforms for their content. In another step to further solidify its 

live streaming strategy, Facebook has signed almost 140 contracts totaling more than $50 

million with various media companies and celebrities, according to The Wall Street Journal. 

Some of the media outlets include traditional publishers such as CNN and The New York 

Times, as well as digital natives like Tastemade, Vox Media, and Mashable. While contracts 

vary by company (including monetary amounts, number of live video posts, and time period of 

posts), it is a way to encourage companies to produce live videos until Facebook figures out a 

more substantial ad revenue sharing plan. 

 
 

  

http://www.wsj.com/articles/facebook-signs-deals-with-media-companies-celebrities-for-facebook-live-1466533472
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Advertising And Marketing Opportunities 

Advertisers are investing heavily in online video as more consumers flock to the increasingly 

popular medium. And while display advertising begins to decline in popularity, many 

companies across a variety of industries are turning to online video to drive revenue. In the 

US, digital video ad revenue (including desktop and mobile) reached $7.8 billion in 2015, up 

just over 55% from a year earlier, according to IAB 2016 figures. 

Here's a breakdown of agencies' and marketers' perception about their video ad spend 

budgets: 

 

 

 

 

  

http://www.iab.com/news/us-internet-ad-revenues-hit-landmark-59-6-billion-in-2015/
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Average video ad spending has increased 85% since 2014, while advertisers are expected to 

spend over $10 million on digital and mobile video advertising this year, according to a survey 

conducted by IAB in April. Furthermore, 63% and 62% of the 360 respondents said they plan 

to increase spending on digital video and mobile video, respectively, over the next year. This 

coincides directly with a more recent survey from Social Media Examiner, which found that 

73% of the 5,085 global marketers surveyed planned to increase their online video efforts over 

the next year.  

While live streaming is still in its early stages, there are a few ways for brands to monetize 

these videos.  

 

 

 
 

  

http://www.iab.com/insights/2016-video-ad-spend-study/
http://www.marketingcharts.com/wp-content/uploads/2016/06/SocialMediaExaminer-Social-Content-Trends-June2016.png
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Micro Payments 

Live-streaming app Live.ly will add a “virtual gift system” to let users purchase animated 

stickers for their favorite broadcasters. That revenue will be shared with Live.ly creators. The 

company has also talked about potential partnership with major brands, much like Facebook’s 

strategy of paying brands to post a certain number of videos per month. 

Square’s Cash app also allows content producers to receive money through their live-

streaming efforts. After creating a custom “$cashtag” — a unique name that identifies an 

individual or business using Square Cash — viewers can easily send money directly through 

the live streaming video via a link that can be displayed on the screen. 

 

Mid-Roll Video Advertisements 

Facebook recently began testing mid-roll video ads that run during the live broadcast in its 

Facebook Live feature. These are Facebook’s first ads that get served directly inside videos 

on the platform. According to one agency executive, the ads can be played after five minutes 

and can last up to 15 seconds. For now, all ads shown during live video broadcasts will be 

taken from promoted videos already running on the platform. However, that is likely to change 

if both Facebook and advertisers see positive results during its beta stage. 

Facebook currently collects all revenue generated from ads during live broadcasts over its test 

stage, but it could share revenue with media partners in the future depending on its initial 

reception. Brands and advertisers can work together to create fresh creative content 

depending on the live broadcast. For instance, during its live drag queen makeup tutorial, 

Refinery29 could team up with the cosmetics company whose products were used to produce 

a timely mid-roll video ad. 

 
YouTube Live’s Ad Opportunities 

Google seems to be going all in on live streaming with the intention of drawing more brands to 

its video stronghold, YouTube. Google's recent acquisition of Anvato, a platform for publishing 

and distributing video across platforms, gives it access to technology that allows clients to 

post, edit, and insert ads through their live streaming videos. Following the announcement of 

YouTube Live for mobile in June, the deal could further persuade companies to live stream 

videos on Google's platform (through its expertise in ad insertion). Through an ad-revenue 

split, brands can use YouTube as another way to make money.   
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BARRIERS OF LIVE STREAMING 
Though live streaming's growth seems all but assured, there are several challenges the 

medium — and the brands and platforms seeking to leverage it — must overcome if it is to 

achieve a dominant position in the digital media ecosystem. 

 
Measurement Concerns 

Marketers are typically able to obtain data about the performance of their online ads, user 

demographics, and user behavior, but this data is not as available when it comes to live 

streaming videos. For instance, publishers can measure the unique viewers a video garners 

and the highest number of people viewing at a given time, but they aren't yet able to get data 

on the average length of time people tuned in to a live stream on a social media platform. 

Furthermore, there is still debate on what exactly counts as a “view” when it comes to video. 

YouTube counts registers a view after 30 seconds, Vine after 6 seconds, Facebook after 3 

seconds and Snapchat after 1 second. 

 
Social Platform Strategy Changes 

Brands looking to leverage social media for their live streaming video campaigns should do so 

with caution. While these platforms have numerous positives attributes, as outlined throughout 

this report, having an entire live-streaming strategy that lives solely on social could negatively 

impact companies moving into this space. 

Social platforms such as Facebook, Instagram, and Twitter are continuously changing their 

algorithms, which determine what content shows up on each user's newsfeed. This can pose a 

challenge for brands posting video content. Facebook, for instance, recently changed its 

algorithm so that the amount of content from publishers is reduced in a user's News Feed in 

favor of more content from his or her Facebook friends. This move was an attempt to drive 

brands to pay for advertising on the platform, as opposed to generating organic traffic by 

showing up on users' News Feeds. Results have not been good — 139 of the 300 biggest 

publishers on Facebook saw their traffic decline YoY from Q1 2015 to Q1 2016, according to 

SimilarWeb. Huffington Post, Mashable, and BuzzFeed’s Facebook referral traffic fell by 44%, 

17%, and 12%, respectively, in that period.  
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THE BOTTOM LINE 
 Live streaming video accounts for over two-thirds of all internet traffic, and this share is 

expected to jump to 82% by 2020, according to Cisco’s June 2016 Visual Networking 

Index report.  

 The growing popularity of streaming video, both live and recorded, has been driven 

largely by millennials. Streaming video has seen a whopping 256% increase among 

consumers aged 18-34, jumping from an average of 1.6 hours per week to 5.7 hours 

per week, according to a survey conducted by SSRS Media and Technology. 

 The top five platforms to leverage the video streaming space are Facebook and 

Twitter (and their related properties), Live.ly, YouTube Live, and Tumblr. 

 Brands are live streaming tutorials, product launches, and exclusive and behind-the-

scene footage to connect with their viewers. 

 Advertisers continue to invest heavily in online video as more consumers flock to the 

increasingly popular medium. In the US, digital video ad revenue (including desktop 

and mobile) reached $7.8 billion in 2015, up just over 55% from 2014, according to 

IAB 2016 figures. 

 Brands are leveraging micropayments, mid-roll video ads, and YouTube Live's recent 

acquisition of Anvato, a platform for publishing and distributing video across platforms, 

to monetize their live streaming videos. 

 But the success of live streaming video hinges on brands overcoming several barriers. 

They must contend with a lack of measurement standards in the live streaming video 

space as well as the ever-changing algorithms of social media sites that affect what 

content viewers see on their newsfeeds.  
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