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Media Week 22nd May 2007

Be adventurous to succeed with online video ads

Bill Gash, Director, Partners in Television
With reference to last week’s feature ‘Is the future of TV on the Internet?’  by Lucy Rouse, are we simply to expect the TV ad model in another guise? Isn’t the whole point of web TV that you have the power of video combined with the interactivity of the Internet. Your article and many of the companies quoted, make an implicit assumption that we can look forward to 30 second spots (as pre roll or in-stream video) as the lynchpin to funding free content. But already we know that a thirty second commercial may be too long for the online viewer and to run more than commercial before a video can really grate with this audience. 

Surely the challenge, given this medium is not regulated like broadcast TV where separation rules apply, is to be more inventive. Why advertise on someone else’s online channel when you can create one of your own? Why insert a sales message into someone’s compelling content, when for a modest budget your own branded content can be just as appealing. 

Why rely on an outmoded and increasingly unacceptable form of interruptive messaging, when what you really want is engagement, activation and above all your target audience’s time? Online video is a great step forward for online marketing and brand building, so while the spot is bound to feature, let’s be adventurous! The Branded Content Marketing Association’s recent Broadband TV Showcase showed how brands can use video – as advertising, programming and even their own channels. Your readers might like to watch a short video of the event at http://www.partnersin.tv/bcma.php and at http://www.thebcma.info  where some of these issues are discussed. 

Let us not graft a fifty year old business model onto a medium capable of such promise. We could be disappointed with the result. 
