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Mobile video advertising 

A major revenue opportunity for operators
Operators are looking at ways to monetize the huge growth in mobile video consumption by 
subscribers. This document provides telecoms and media companies who have launched or are 
considering launching IP video services a concise summary of the mobile video advertising sector, 
forecast growth, and relevance to IP-delivered services in terms of potential revenue streams and 
benefits if an IP service has an integrated mobile video advertising solution. Scan for mobile reading
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A booming market

M obile advertising reached USD19.3 billion 
in 2013, a 50% increase on 2012. Current 
estimates suggest that by 2016, it will 
account for more than half of Google’s total 

revenues. Mobile advertising is often used as a synonym 
for mobile marketing but is, in a strict sense, limited 
to activities making the customers aware of a product. 
Activities like vouchers, which attract also existing 
customers, or campaigns to tighten existing customer 
relationships, are not advertising. 

Bryce Marshall, Director of Strategic Services at Knotice, 
states that mobile advertising is one of the four mobile 
marketing tactics (with SMS/MMS, mobile web, and 
applications the others) that are currently more widely 
adopted by marketers and consumers alike. “While mobile 
advertising is one of the more complex mobile tactics, 
mobile ads fall into a couple of primary categories – 
mobile banners and mobile search. Each is a spinoff of the 
established online ad channels with virtually the same roster 
of ad partners creating alternatives for consumers browsing 
and searching the Internet through a mobile browser.”

Mobile is increasingly becoming the preferred means of 
consuming video content of all genres, forcing advertising 
brands and their media & creative agencies to target what 
is both a growing video distribution channel and a highly 
valuable and hard to reach audience, particularly the 
younger demographic groups. 

Television, whilst still the main deliverer of mass 
audiences, has been unable to compete with mobile 
video advertising as the latter provides detailed and 
precise viewing analytics of who exactly is consuming 
video content, compared to the traditional, outdated 
means of TV panel meter audience measurement. Online 

video advertising has proven the most effective form of 
advertising and media agencies are increasingly targeting 
the audiences that have moved from consuming content 
online via a PC to their mobile device. 

There are a number of mobile video advertising formats 
that can be used and all mobile video advertising solution 
providers can offer these. Examples include video banner 
ads and mobile video pre- & mid-roll bumpers. 

Advertising will be a key, if not the most important 
revenue stream of an IP video service. It is of strategic 
importance when launching a service that clients consider 
the need to ensure that a mobile video advertising solution 
comes integrated as part of the IP video platform. 

Eyeballs are going online
Adobe’s latest video benchmark report estimates that 

in Q1 2014, viewing of video across OTT devices grew 
by more than 539% y/y. Mobile was estimated at 10% by 
Ooyala in January 2014, while eMarketer estimates that 
the U.S. market alone will reach USD2 billion in value 
by 2016, a compound annual growth rate of 70%. U.S. 
digital video advertising revenues will increase more than 
40% in 2014, compared to just over 3% growth for TV 
advertising.

In the U.K., we see that in the first half of 2014, 
according to PwC, mobile video advertising value 
increased by 69% to GBP202 million and the number 
of mobile adverts viewed increased by 196%, making 
mobile video the fastest growing digital advertising format. 
Mobile video now accounts for one pound out of every 
five pounds spent on the Internet. 

As more and more U.K. advertising is bought and sold 
using technical solutions known as programmatic and real-
time bidding (RTB) systems, where advertising inventory 

Perspectives

Advertising will be a key, if not the most important revenue stream 
of an IP video service. It is of strategic importance when launching a service 

that clients consider the need to ensure that a mobile video advertising solution 
comes integrated as part of the IP video platform.
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is bought & sold in a bidding process that occurs in real 
time with split-second decision making, it is unlikely that 
a telco will have the in-house expertise to administer this 
process optimally. For telecoms seeking to implement a 
mobile advertising solution, it is necessary to have a broad 
understanding of the various market vendors. 

Top mobile ad networks

Airpush: Airpush is one of the highest paying mobile 
ad networks and helps mobile app developers make money 
with their mobile applications. Airpush supports the 
Android platform only. Airpush started in 2010 and has 
become one of the most popular mobile ad networks for 
Android developers as it claims to pay more than USD10 
clicks-per-message (CPM) weekly.

Admob: Admob is operated by Google. Google delivers 
highly targeted ads in a mobile application, which allows 
a service provider to generate revenue by displaying high-
paying targeted ads on mobile apps. Admob supports 
almost all mobile operating systems such as Android, iOS 
and Windows Phone 8. 

ADTECH Mobile: One of the largest mobile advertising 
networks that can help mobile app developers earn money 
by monetizing their mobile apps. For example a service 
provider may only wish to show only high-paying targeted 
ads on their mobile apps to generate more revenue, 
ADTECH mobile advertising technology can help boost 
online revenue.

Deeper viewer engagement

Using a combination of sight and sound, a video advert 
engages the viewer on a deeper level than other forms of 
advertising and this engagement becomes even greater 
when experienced on a mobile handset – the personal 

screen of the viewer. By creating memorable video adverts 
that engage and entertain – perhaps through the use of 
humor or brand storytelling – a real connection can be 
created between the brand (in this case the operator’s 
brand) and viewer. This is an important consideration for 
the operator who may be seeking to cross-sell additional 
services such as messaging, TV, etc.

Direct communication

Using video in mobile advertising leverages the highly 
personal nature of mobile devices to communicate 
d i rec t ly wi th the consumer in a pr iva te , s ecure 
environment. Video is particularly suited to mobile and 
is popular amongst brands that want to recreate the 
face-to-face contact that is highly valued in-store or in-
branch, building brand trust and encouraging consumers 
to share across social networks and to take action on the 
content they have seen. This ability to provide a direct 
link to the in-store experience can be seen in the U.K. 
retail sector where some 54% of all high-street purchases 
are now made via handsets.

Autoplay adverts

Video advertising also has the ability to convey a lot of 
detail quickly. Autoplay adverts use the seconds before the 
viewer can skip forward to gain attention and deliver the 
brand message.

Content sharing

The growth of social media has led to a rise in content 
sharing between friends. Adverts that have funny or unique 
content and are successful in reaching a certain demographic 
will quickly go viral amongst like-minded viewers.

Video is particularly suited to mobile and is popular amongst 
brands that want to recreate the face-to-face contact that is highly valued in-
store or in-branch, building brand trust and encouraging consumers to share 

across social networks and to take action on the content they have seen. 
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Instant purchase

If the advert urges an impulse buy (subscribe to a pay 
TV service and get 30% off), the viewer is just one touch 
away from signing up. 

Video is going mobile
As premium video viewing moves away from traditional 

TV to web and mobile consumption, the key lesson for 
telecoms seeking to attract ad revenues is that major 
media agencies are increasingly recommending that 
their advertising clients assign at least 25% of their TV 
advertising budgets to digital, of which mobile is taking 
a greater share. Therefore, any IPTV or OTT service 
offered by a telecom must have a fully integrated video 
advertising solution integrated into the platform software 
to help launch personalized, targeted advertising that 
is of relevance and interest to their subscribers but also 
generates revenue. 

A recent study by Vdopia, a leading provider of mobile 
video ad solutions, found that across their global customer 
base of 330 million users, twice as many viewers were 
likely to click on an entertainment advertisement as those 
using a non-smartphone device, and 45% were more 
likely to remember the advertising message as opposed to a 
message delivered via non-smartphone devices. The study 
also found that 84% of all mobile adverts used video to 
convey the ad message. 

The lesson here for telecoms is that mobile video 
advertising offers the perfect medium to upsell additional 
video content packages to existing and target consumers. 
Examples are free upgrades to a new TV channel package 
for a limited period. 

An example of how an operator is addressing this 
issue is Telstra, an Australian operator, who is developing 
a vertically integrated capability consisting of content, 
network, video advertising and analytics through a series of 
acquisitions across the video value chain, including the U.S. 
video player technology company Ooyala and the premier 
U.K. video advertising technology company Videoplaza. 

Advertising revenues will only increase and of the 
three main revenue streams generated on IP video 
platforms (advertising, transactions, and subscriptions), 
advertising will be the largest and most important means 
of monetizing a IP service (in some regions).

 

Case studies
Celtra

Celtra is a U.K.-based mobile video advertising solution 
provider that enables media agencies, media suppliers and 
potentially operators with an integrated, scalable multi-
platform HTML5 technology for brand advertising on 
smartphones, tablets and desktops. It is leading the growth 
of mobile video advertising with groundbreaking in-
banner video technology for all devices.

Features of their smart video ad formats include 
autoplay with smart mute to avoid disrupting the user, 
continuous video play that makes switching between 
inline and full-screen seamless, built-in social sharing 
straight from the banner, rich branding options for logos 
and calls to action, and responsive design that ensures the 
video always fits the screen regardless of device. Recent 
developments include a reduced production time, real-
time analytics, and a seamless experience for the viewer.  

4OD 

Perspectives

Twice as many viewers are likely to click on an entertainment 
advertisement as those using a non-smartphone device, and 45% are 

more likely to remember the advertising message as opposed to a 
message delivered via non-smartphone devices.
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4OD is the video-on-demand catch-up TV service 
from Channel Four (C4), the U.K.’s second largest public 
service broadcaster. Channel Four was originally set up 
to cater to niche audiences. For the past twenty years, 
C4 has been successful in delivering advertising revenues 
well in excess of its share of total U.K. television viewing. 
In recent years C4, like other major broadcasters such as 
the BBC, has had to assess the impact of emerging digital 
platforms such as OTT on its ability to reach and attract 
audiences who typically tend to be early adopters of new 
devices and platforms. 

Channel Four was part of an industry-wide initiative 
to develop catch-up services similar to those used by the 
BBC iPlayer, and 4OD is their version of the technology, 
but with a crucial addition of inserted advertising, which 
allows C4 to give advertisers access to their chosen 
demographic audience either through program sponsorship 
or pre- and mid-roll inserted advertising, and C4 has been 
able to protect to a large degree its share of advertising by 
offering such access. 

The lesson for telcos is that in offering an OTT service 
to their customers, they are not only ensuring relevance to 
their customers, they are also building a gateway to the ad 
revenues that are now on offer on OTT – a revenue stream 
that is new and growing exponentially.

Key telco considerations & 
recommendations

Viewers a re demanding per sona l i zed v iewing 
experiences, including the surrounding advertising. When 
launching or refreshing an IP video service, advertising 
will play a central role in both improving the viewer 

experience and generating revenues. As mobile advertising 
increasingly drives transactions, the launch of 4G 
services will make buying an even faster experience, with 
consumers expecting what Google terms the Zero Moment 
principle, where at the point at which the consumer sees 
an advertisement, they will respond and expect to be able 
to find the service or product they were exposed to. For an 
operator, it will be a commercial imperative to not only 
promote new services and products using mobile video 
advertising, but enable the user to make an immediate 
purchase. 

Dan Bunyan, manager at PwC has said, “Mobile’s share 
of the digital ad pie has tripled in two years, accounting 
for a fifth of total spend, rising to nearly a third of display 
and over half of social media ads. As 4G becomes more 
prevalent and phone screens become larger, it will play an 
even bigger role in driving digital ad spend – particularly 
video.”

This revenue growth is the opportunity for operators, 
as they launch OTT services, to increase revenue and to 
create a virtuous circle of quality content, wrapped by 
relevant advertising to enhance the viewing experience 
and deepen the customer relationship. With Big Data, 
operators will be able to create compelling viewing for 
their customers and maximize their engagement, and offer 
highly relevant services based on broadband usage patterns 
and other relevant data. 

Operators should look to ensure that their IP video 
service incorporates an integrated approach to include high 
quality content coupled with viewing analytics, metadata, 
payment mechanisms, as well as video advertising, to 
create an end-to-end architecture that futureproofs the 
operator by offering what we term TV over Internet 
Protocol (TVoIP) – a complete solution. 

Viewers demand personalized viewing experiences. In offering an 
OTT service to customers, telcos are not only ensuring relevance, they are also 

building a gateway to the ad revenues now on offer on OTT – a revenue 
stream that is new and growing exponentially.
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