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BVOD has become a significant part of the video world

Source: Barb, Thinkbox + Advertising Association / WARC

£810m 

spent on BVOD in 2022

2-hours 30-minutes

per week (adults 16+)

Predicted to grow 

by 4.4% in 2023



But many questions have remained unanswered

Does BVOD viewing follow the 

same patterns as linear TV?

What guidelines do you have for 

how best to implement BVOD 

alongside linear TV? 

With a higher CPT than linear for 

most audiences, how can I be 

sure BVOD delivers an ROI?

Do consumers think about BVOD 

ads differently from the ones they 

see on video sharing platforms?

Should I plan BVOD in bursts or is 

it a more ‘always on’ medium?

Does BVOD have a role beyond 

reaching light viewers to help add 

incremental reach?



BVOD Almighty:  Reach and Return

Ethnographic and videographic 

study of video advertising 

experience in 30 households

What impact do device, platform,  

environment and creative have on 

advertising engagement?

Advanced data science evaluation 

of 1,259 campaigns using BVOD 

measured by CFlight

What variables impact total 

campaign reach?

Econometric analysis of £1.1 billion 

of advertising expenditure in video 

channels

What ROI does BVOD deliver?



Agenda 

FACTORS DRIVING VIDEO AD ENGAGEMENT

DOES BVOD DELIVER A DECENT ROI?

VARIABLES IMPACTING TOTAL CAMPAIGN REACH

BVOD PLANNING LEVERS

SUMMARY
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1. What factors 
drive advertising 
engagement on 
video platforms?
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Acacia Avenue Methodology

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022 

20-people

What, where, when and how

Reactions and feelings about ads

Moderated online conversation

10 fresh respondents

Video recording glasses

In situ commentary on content viewing

Thoughts on ad placements

Home visit with glasses respondents

Revisit and dive into their recordings

Ad reel exposure

Videographic interview

Individual content and ad diaries Ads close up and personal Ads in a social environment



Interplay of 3 factors sets expectations for ad engagement

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022

Who the sender brand is

How much the content is valued

Content to ad viewing ratio

Content: fresh/relevant vs old/niche

Nature of interaction with device

Size and volume (sound)

Solus vs co-viewed

Perceived use of algorithm/tracking

Harmony of ad + brand to environment

Frequency

How targeted or tailored it is

How recognisable it is as an ad

Content Signals Device Signals Ad Signals



Ad factors that differ across 
platforms

1. Ad to content value exchange

2. Advertising environment

3. Perception of targeting
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1. Ad to content value exchange

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022

Long established, fulfils lots of roles, mix of fresh and older content 

Aligned to linear, actively sought out, respected, quality signals 

Admired as an aggregator, inconsistent skipability, value exchange can often fall 

short (especially for UGC)

Valued content, ads easily avoided

High distraction and entertainment value, ads easily avoided

Linear



2. Advertising environment

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022

Established ad structure, well known brands, curated ad breaks, distinguished from 

content, ads reflect content quality

Same as linear although higher frequency can standout 

Issue with trust, associated with small / unknown brands, high frequency 

Associated with small / unknown brands, ads disguised as content frustrates

Random ad styles, ads interrupting mid-sentence, ads clearly labelled

Linear



3. Perception of targeting

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022

Shared screen = no expectation of targeting, ads are enjoyed if they resonate, 

big screen plays to high quality creative

Same as linear, ads perceived to be paired to content (not viewer)

Ads are expected to be relevant – they really frustrate when they’re not 

Linear



Summary

— Video environment affects ad perception

— Big screen / premium content signals quality

— You are judged by the company you keep

— Linear and BVOD have license to advertise 

anything

— Social platforms ads are expected to be 

relevant / targeted

— Break architecture matters - viewers enjoy 

TV’s usual rhythms and patterns

Source:  BVOD Almighty: Reach and Return, Acacia Avenue, 2022
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2. Does BVOD 
deliver a decent 
return on 
investment?
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Four key take-outs for video from the latest data

Linear TV and BVOD both 

deliver good short-term and 

long-term ROI



WPP effectiveness databank:  £1.1bn of video spend

52
brands

14
categories

10
media channels

£2.2bn 
spend (2018-2021)

TV; 41%

Social Media ; 6%

Broadcaster VOD ; 2%

Online Video ; 1%

Other Channels; 
50%

Share of Media Spend

(52 brands, across 2018 – mid 2021)
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Both linear TV and BVOD deliver good ROI performance

Source: Media Mix Navigator, Sept. 2022, EssenceMediacom  / Wavemaker / Mindshare / Gain Theory

Total (short and long-term) ROI Index Channel Hierarchy



Media Mix Navigator identifies optimal mix for your business

https://www.thinkbox.tv/mediamixnavigator/

OR free access at

https://www.thinkbox.tv/mediamixnavigator/
https://www.thinkbox.tv/mediamixnavigator/


Four key take-outs for video from the latest data

Linear TV and BVOD both 

deliver good short-term and 

long-term ROI

Optimal share of total 

spend into video varies 

greatly by product category



Share of total spend into video varies greatly by sector

63%

95%

81% 80%
75% 73%
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Source: Media Mix Navigator, Sept. 2022, EssenceMediacom  / Wavemaker / Mindshare / Gain Theory

Channels with sufficient sector level benchmarks only. Based on £500m brand size (£300m for FMCG), 10-20% online sales high risk tolerance and media budget of £20m.



Four key take-outs for video from the latest data

Linear TV and BVOD both 

deliver good short-term and 

long-term ROI

Optimal share of total 

spend into video varies 

greatly by product category

Video’s optimised share of 

budget is impacted by 

budget level – driven by the 

law of diminishing returns



Optimal video share of total investment varies by budget

Source: Media Mix Navigator, Sept. 2022, EssenceMediacom  / Wavemaker / Mindshare / Gain Theory

Note: These scenarios are based on a Mass Market brand, with 11-20% Online Sales, £500m brand size, high risk tolerance and across all categories
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“Will performance improve if a 
brand spends more money in a 
given media channel?”
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Not necessarily - all channels experience diminishing returns

Source: ‘Demand Generation’, Nov. 2019, MediaCom / Wavemaker / Gain Theory

0

1

2

3

4

5

6

7

8

 £-

 £200.000

 £400.000

 £600.000

 £800.000

 £1.000.000

 £1.200.000

 £1.400.000

 £1.600.000

 £-  £100.000  £200.000  £300.000  £400.000  £500.000  £600.000  £700.000

R
O

I

R
e
v
e
n

u
e

Spend (Weekly)

Revenue ROI

Average ROI

the total return / total spend

Revenue

total return from total spend



But this happens at different rates in different channels

Source: ‘Demand Generation’, Nov. 2019, MediaCom / Wavemaker / Gain Theory

Average Short-term Revenue ROI Curves
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BVOD + Linear TV generates up to a 10% higher ROI

Source: Media Mix Navigator, Sept. 2022, EssenceMediacom  / Wavemaker / Mindshare / Gain Theory

Average Short-term Revenue ROI Curves
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Considerations for proportion 
of  budget into BVOD

— Budget

— Competitive context

— Target audience (BVOD more relevant for 

younger and more upscale audiences)

— Desire and ability to use enhanced 

targeting options

— Use of interactive ad formats

— Access to flagship content

— Sales split on-line vs off-line

— Brand attitude to risk
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Four key take-outs for video from the latest data

Linear TV and BVOD both 

deliver good short-term and 

long-term ROI

Optimal share of total 

spend into video varies 

greatly by product category

Video’s optimised share of 

budget is impacted by 

budget level – driven by the 

law of diminishing returns

Predictability of payback 

varies by video channel

Attitude to risk has a 

bearing on optimal mix and 

potential ROI



Increasing risk / reward of achieving return

Video channels at different ends of predictability spectrum
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Source: Media Mix Navigator, Sept. 2022, EssenceMediacom  / Wavemaker / Mindshare / Gain Theory



Profit ROI & Confidence Interval

By Risk Level
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Note:  Based on a mass market brand, £500m brand size, 11-20% online sales and media budget of £20m. Assumes 30% margin.
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Four key take-outs for video from the latest data

Linear TV and BVOD both 

deliver good short-term and 

long-term ROI

Optimal share of total 

spend into video varies 

greatly by product category

Video’s optimised share of 

budget is impacted by 

budget level – driven by the 

law of diminishing returns

Predictability of payback 

varies by video channel

Attitude to risk has a 

bearing on optimal mix and 

potential ROI



3. What variables 
impact total 
campaign reach?
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PwC Methodology

CFlight output data

— Campaign reach values (Linear, BVOD, Total, Incremental)

— 1,259 campaigns, 292 brand advertisers, 9 broadcasters

— July 2021 - August 2022

Enriched with:

— CFlight impression data (from broadcasters)

— Additional metadata: device, content genre, dayparts (from 

broadcasters)

— Demographics data (Barb)

— Estimated campaign CPT pricing data (WARC)

Feature estimation:

— Aids identification of key features impacting a 

BVOD incremental reach  

— Provides deeper understanding of viewer 

demographics and viewing preferences

Campaign segmentation

— Split campaigns into segments based on overall 

reach



BVOD viewing habits

Drama & Entertainment account for 77% of BVOD 
average daily minutes

64% of BVOD viewing is through the TV set

Average adult BVOD Viewer-Per-View (VPV) is 1.34

Average 16-34 BVOD VPV is 1.72

Skewed towards ABC1s and 16-34s:

— ABC1: 61% of BVOD minutes vs 49% of linear

— 16-34: 26% of BVOD minutes vs 8% of linear
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BVOD adds incremental 
reach to linear campaigns

On average, BVOD adds:

— 4% increase adult (16+) reach

— 6% increase for Adult ABC1s

— 8% increase for 16-34s

Among the top 10% performing campaigns, 

BVOD adds:

— 9% increase for Adults

— 8% increase for Adult ABC1s

— 11% increase for 16-34s

Source: PwC UK, Barb
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Heaviest tier 50-100%Middle tier 20-49%Lightest tier 0-19%

Weight of viewing is a key factor in incremental reach

Source: PwC UK, Barb, all viewers split into tenths based upon their weight of linear TV viewing 
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% contribution to viewing

All viewers split into tenths based on their weight of linear TV viewing

BVOD

Linear

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

‘Middle tier’ of viewers are key to BVOD’s incremental reach

Source: PwC UK, Barb, all viewers split into tenths based upon their weight of linear TV viewing 

Heaviest tier 50-100%Middle tier 20-49%
0-19%

Lightest tier



BVOD provides good odds of reaching an attractive audience

Average linear TV 

viewing per day 8 minutes 49 minutes 5 hours and 24 minutes

Linear: 1 in 185

BVOD: 1 in 12

Linear: 1 in 14

BVOD: 1 in 4

Linear: 1 in 1.1

BVOD: 1 in 2

skews towards:

ABC1 adults (71%) and 16-34 adults (42%)

Easily reachable via linear TVTV reach extendersHard to reach via TV

Average odds of 

reaching segment 

per exposure

Source: PwC UK, Barb, all viewers split into tenths based upon their weight of linear TV viewing 

Heaviest tier 
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Lightest tier 

0-19%



4. Five BVOD 
planning levers 
that help deliver 
increased total 
TV campaign 
reach
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Five BVOD planning levers that 
deliver increased total TV reach

1. Plan longer campaigns:

— Campaigns that run for 30-50 days deliver 3 times the incremental 

reach of sub 30 day campaigns

2. Plan across all three TV sales houses:

— 27% uplift in incremental reach using 2 sales houses

— 41% uplift in incremental reach using 3 sales houses

3. Plan across multiple genres:

— Campaigns delivered across 6-10 genres provide twice the 

incremental reach of those delivered across 1-5 genres

4. Plan in and around key programming:

— e.g. Love Island (ITV), Gogglebox (Channel 4), high profile box sets 

like The Midwich Cuckoos (Sky)

5. Plan across a longer daypart window:

— BVOD peak time is 17.30-00.30 vs linear’s 20.00-23.00
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5. Summary
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Summary

BVOD is a significant 

medium in it’s own right –

and predicted to grow 

strongly 

Driven by screen size, 

shared viewing and an 

appreciated value 

exchange, BVOD delivers 

advertising engagement 

BVOD delivers good short-

term and long-term ROI 

and improves total ROI by 

up to 10%

BVOD adds incremental 

campaign reach – driven by 

its ability to reach the 

valuable ‘middle tier’ of 

viewers
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