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A BETTER WAY TO MONETIZE: MORE PRECISE TARGETING

While there are more avenues than ever for monetizing content,
large media companies have favored subscription-based models
including video on demand (SVOD), advertising-based video on
demand (AVOD), or transaction-based video on demand (TVOD),
in which customers pay for a single download or a rental.

But some of these models are shifting as subscriptions wane
and advertising becomes more precisely targeted, leading
to greater opportunities for growth in the AVOD model. By
asking viewers to register for a free advertising-supported
streaming service, media companies are able to access and
unlock customer data that can be used to augment audience
intelligence metrics and targeting strategies.

Enterprise content creators have the opportunity to re-
examine their libraries, delivery platforms, and audience
needs to craft custom, data-driven strategies to best serve
their viewers. For example, a movie company with a theatrical-
release-first approach could explore continued monetization
through an AVOD model, in addition to product spin-offs.

With more data about users’ location, demography,
psychography, interests, devices, buying behaviors, and
intentions, collected via registration or by cookies on their
devices, advertisers can better understand behavioral
patterns and apply targeted promotions as a key component
of their monetization strategies.

MEETING THE RIGHT TARGET

Enterprise organizations that understand exactly what their
customers want —and what they'll spend money on — are winning
the race to content monetization. But to do that, they require
solutions that use highly granular customer segmentation and
machine learning (ML) to improve prescriptive campaign models.

Regardless of which revenue model is used, assurance in
meeting the right target has been greatly improved thanks to
Al/ML models that can extract customer data and insights and
convert them into precise targets for advertising and sales.
And the growing popularity of digital and mobile platforms is
providing the ability to track customer behavior more closely to
deliver targeted advertising in a more cost-effective way.

Al-driven consumer intelligence platforms can capture
viewership patterns at the segment level, revealing exactly
which components of the content are creating real appeal and
generating true audience captivation.

SVOD platforms capture viewer behavior data by way of a
continuous learning model that evolves as it aggregates the data
set. Personalization is one of the key features of this platform, as
the system learns what scenes and characters the viewer prefers,
and can serve up related content suggestions, pulling content
categorized by viewing patterns and meta data.

AVOD platforms capture device data, which can lead to ad
attribution, which ties the purchase of a product to an ad and
allows the media company to provide advanced insights and
attributions, thus increasing the value of the service.

For example, an AVOD platform may identify a user who is
interested in purchasing an automobile based on the searches
they've done on their device. By geotargeting ads and location-
tracking devices, media companies know if a user has visited

a dealership and registered for a vehicle, allowing platform
owners to attribute a product purchase directly to the ad and
increase the potential for monetization.

In today's fragmented media environment, it's more important
than ever for media companies to understand exactly what
content their audiences want —and will pay for —and how best
to target them with ads, in order to monetize, and remonetize,
their content libraries. Segmented data allows for this—and is
poised to take the throne in the game of content monetization.
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