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◊Social Video
Social networking sites: Key innovation 
partners for the TV and video industry

Innovation

Reports

Social networks appear as

new video content

distribution and promotion

channels and provide also

innovative

community-based solutions

to both TV channels and

online video services. An

analysis of the main trends

of social video highlighting

how social networks have

become powerful partners

for both traditional and new

audiovisual players.

Key questions

• How can TV channels integrate social networking sites into their
broadcasting strategies?
 
• Can social networks help free online TV and video services pull
in enough additional advertising revenue?
 
• Will the social graph be a new performance driver for pay-VOD
recommendations systems?
 
• How can social networks gain from these closer relationships
with players in the TV and video industry?
 
• What strategies are being used by the key TV channels, free
online TV and video service providers, pay-VOD players and
social networking sites?



◊ Social Video
Social networking sites: Key innovation partners for the TV & video industry

Contents
 
1.       EXECUTIVE SUMMARY
 
2.       METHODOLOGY
 
3.       NEW MASS CONSUMPTION
          PATTERNS, NEW LEADERS 
          ON THE WEB
3.1.    Social networking sites have taken usage
          to the masses and created 
          new Internet titans
3.1.1. Now a major Web activity
3.1.2. A handful of top sites see the most usage
3.2.    Changing video viewing patterns
3.2.1. Booming online video market
3.2.2. Market dominated by YouTube
3.2.3. Viewers are developing a taste for
          catch-up TV
3.2.4. VOD takes off
 
4.       WHAT SOCIAL NETWORKS
          BRING TO TV/VIDEO SERVICES
4.1.    Social TV: when the TV set opens to
          social networking
4.1.1. Internet-TV convergence has arrived
4.1.2. By showing up on the TV, social networks
          add new value to the viewing experience
4.2.    Social networking tools at the service of
          free TV/video site users
4.2.1. Social networks allow data portability to
          third-party sites
4.2.2. Integrating social functions makes it
          easier to monetize with advertising
4.3.    A new distribution and promotion channel
          for video content
4.3.1. Video viewing on social networks is on
          the rise
4.3.2. Video sharing on social networks is
          initiated by members...
4.3.3. ...but also by media firms
4.3.4. Heightened visibility for TV and video
          companies and their content
4.4.    VOD recommendation systems: the social
          graph improves performance
4.4.1. The social graph: ripe with economic
          potential
4.4.2. The social graph as a new performance
          driver for VOD recommendations systems

5.       CHALLENGES AND STRATEGIES
5.1.    Television channels
5.1.1. TV channels are losing speed
5.1.2. Confronted with difficulties, channels are
          betting more on interactive than
          community features
5.1.3. Channels must become stakeholders in
          social TV
5.2.    Free online TV and video services
5.2.1. The community features on these sites
          are rarely those of the existing 
          social networks
5.2.2. Broadcasting content on social networks:
          the advertising challenge
5.3.    Pay-VOD players
5.3.1. Recommendations systems are
          increasingly based on preferences
5.3.2. Opinion leaders solicited by
          recommendations services
5.3.3. Online pay-VOD services are starting to
          offer social recommendation features
5.4.    Social networking sites
5.4.1. Natural partners for the TV and video
          industry
5.4.2. Video, a source of advertising revenue for
          social networking sites
5.4.3. Solutions for TV & video services: 
          additional revenue for social networks

Players
ABC                  Hulu
AT&T                M6
BBC                  MySpace
Beacon             Neptuny
Bebo                 Netflix
Blockbuster      Orca Interactive
CanalPlay         Pro Sieben 
CBS                  RTL
CNN                 Seachange
Comcast           TF1
cyworld             Twitter
Dailymotion      Verizon
Facebook         VUDU
Fancast            Yahoo!
Fox                   YouTube

103 pages
Paper: 2 900 EUR
PDF:    3 500 EUR
March 2010

To order,
please contact :

Isabel JIMENEZ
i.jimenez@idate.org
tel: +33 (0)467 144 404

Project Manager
Sophie GIRIEUD
s.girieud@idate.org
tel: +33 (0)467 144 469

Related Reports:

• Next Gen TV 

• Television 2020

• Online Advertising

• The Future of Web

 
 
www.idate-research.com



BP 4167 – 34092  Montpellier Cedex 5 
Tel : +33 (0) 467 144 444 – Fax : +33 (0) 467 144 400 
info@idate.org – www.idate-research.com 

 

 

Tables & Figures 

 
Table 1:  Social network penetration by age in the United Kingdom, May 2009 
Table 2:  Top three social networks by country, 2009 
Table 3:  Growth of Facebook in major European countries and the United States, February 2008 
               February 2009 
Table 4:  Growth of online video consumption habits by country 
Table 5:  Top three online video sites by country in number of monthly unique visitors 
Table 6:  Top three online video site by country in number of video views per month, 2009 
Table 7:  Growth of VOD's share of the video market in the United States 
Table 8:  Internet services available on television sets 
Table 9:  Interest in social networks on the TV, by age bracket, in the United States, February 2009   
               (fill-in responses) 
Table 10: Growth of video viewing on Facebook and MySpace in Europe and the United States 
Table 11: Main initiatives in data portability on the Web 
Table 12: Overview of the two main API platforms on the social Web 
Table 13: Primary types of recommendations used by VOD services 
Table 14: Change in TV and Internet advertising markets, worldwide, 2006-2013 
Table 15: TV channel initiatives in connected/interactive television 
Table 16: TF1 widgets on Samsung screens 
Table 17: Most prominent free TV and video sites that always offer data portability from a social   
                networking site 
Table 18: Key features of above-the-line and below-the-line advertising used by 
               online TV/video sites 
Table 19: Advertising pricing systems on online TV/video sites 
Table 20: Examples of social recommendations features on online VOD services 
Table 21: Definitions of opt-in and opt-out personal data collection methods 
Table 22: Advertisers who have signed a product placement agreement with Bebo to fund its Web  
                Series 
Table 23: Selection of content partnerships signed by several major social networking sites 
 
Figure 1:  Change in the share of active Web users age 16-54 who have already created a profile on a  
                social network, by country and worldwide, 2006-2009 
Figure 2:  Traffic on the top social networks worldwide, July 2009 
Figure 3:  Change in the share of time spent online each month on community sites in the United   
                States, 2008-2009 
Figure 4:  Breakdown of MySpace and Facebook users by age category in the 
                United States, September 2009 
Figure 5:  Increase in the number of unique visitors on Twitter, worldwide and in the US, February  
                2008–February 2009 
Figure 6:  World map of the most popular social networks by country, December 2009 
Figure 7:  Change in the share of active Web users age 16-54 who have watched videos online, 2006-  
                2009 
Figure 8:  Online video usage by age category in the United States, January 2009 
Figure 9:  Change in the percentage of programs picked up by the primary catch-up TV services  

 in France, 2009 
Figure 10: Increase in the number of catch-up TV users in France 
Figure 11: Proportion of online catch-up TV users in the United Kingdom, by age group 
                 (15+ with Internet access at home) 
Figure 12: Strong growth of M6 Replay since its launch 
Figure 13: Number of monthly TV requests on the online BBC iPlayer service, 2009 
Figure 14: Growth in the number of unique visitors on Hulu in the United States, 2009 
Figure 15: Growth in the number of video views on Hulu in the United States, 2009 
Figure 16: Change in the number of VOD services in Europe, 2002-2008 
Figure 17: Breakdown of annual VOD sales in the United States, 2008 
Figure 18: Breakdown of annual pay-VOD sales in France, 2008 
Figure 19: The most common ways of sharing videos online in the United States 
Figure 20: Video published to a Facebook profile from the site TF1.fr 



BP 4167 – 34092  Montpellier Cedex 5 
Tel : +33 (0) 467 144 444 – Fax : +33 (0) 467 144 400 
info@idate.org – www.idate-research.com 

 

 

Tables & Figures 

 
Figure 21: Sharing features on the site of Spanish channel Antena 3, YouTube and Hulu 
Figure 22: Login window prior to sharing a Dailymotion video on Facebook 
Figure 23: Hulu's tweets 
Figure 24: Excerpt of an episode of How I Met Your Mother posted as a sneak preview on the series' 
                 Facebook page before it was broadcast on American channel CBS 
Figure 25: Official Store tab on Lost's Facebook page, where fans can directly link to ABC's  
                 e-commerce site 
Figure 26: Notification from the How I Met Your Mother page in a Facebook fan's News Feed 
Figure 27: Notification from the Dexter page in a Facebook fan's News Feed 
Figure 28: Integration of Facebook Connect and Sign In with Twitter on the CBS Web site 
Figure 29: Twitter and Facebook widgets on Verizon's FiOS TV service 
Figure 30: Twitter widget on the Yahoo!  TV Widgets service 
Figure 31: Media multitasking and Web browsing: a very common practice among teens 
Figure 32: Change in the average weekly television viewing time by age in France, 1997-2008 
Figure 33: Representations of the social graph 
Figure 34: MySpace and Facebook advertisements targeted based on the social graph of their users 
Figure 52: If CanalPlay offered recommendations based on the social graph... 
Figure 35: General operation of Affinity 
Figure 36: VOD recommendations from friends on Compass 
Figure 37: Social recommendations on ContentWise 
Figure 38: TV rebroadcast of Fringe by Fox in partnership with Twitter 
Figure 39: Creating a profile to join the RTL community on the Germany channel's Web site 
Figure 40: The "Strictly Social" page on the BBC site 
Figure 41: Integration of Facebook status updates on CNN.com 
Figure 42: Integration of Facebook status updates on TF1.fr 
Figure 43: Inviting Facebook friends on Hulu 
Figure 44: Examples of in-stream advertising formats offered by Hulu 
Figure 45: Hulu Watch Now on Facebook 
Figure 46: Example of Fancast questionnaire used to refine data on users' preferences 
Figure 47: "Certified Fresh" award for the best films, from Rotten Tomatoes 
Figure 48: Reviews from the Rotten Tomatoes site integrated into VOD service VUDU 
Figure 49: Movie recommendations suggested by director Robert Guédiguian on VOD platform  
                 CanalPlay 
Figure 50: "Our TV Picks" section on Fancast 
Figure 51: Example of a Beacon update appearing in the News Feeds of a Facebook member's  
                 contacts after he rated a video on the Blockbuster site 
Figure 54: Example of a notification generated by Beacon on the Facebook page of a user who has 
                 rented a Blockbuster video 
Figure 55: Ad for "Married on MySpace" 
Figure 56: Bebo profile of the character "KateModern," who died at the end of the first season 
Figure 57: Cadbury product placement in Bebo's Web Series Kate Modern; the candy brand is 
                 sponsoring the second season 
Figure 58: Breakdown of advertising spend on online social networks in the United States 2009 

 


	M10211_Br_Eng.pdf
	SocialVideoPages3&4_eng.pdf



