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most videos submitted to 
video sites will languish in 
obscurity. “The key is to start 
creating and experimenting,” 
he says. Search engines will 
take 18 months to catch on 
to the importance of video 
and properly index the 
content, according to Zanox’s 
Hines.

This fall Zanox will launch 
Zanox. tv, where publishers 
can post videos that will be 
used to attract partners. “The 
intent is to allow publishers to 
do an alternative to a text ad 
to encourage people to join as 
an affiliate,” says Hines. The 
video ads will likely pay on 
a cost-per-action basis, with 
Zanox and publishers sharing 
the revenue, according to 
Hines.

Ad Networks Monetize 
Video

Advertising networks are 
matching content companies 
with publishers large and 
small who are looking 
to use video to increase 
their audience. Startup 
video ad network Affliated.
net is betting on a new 
video advertisement form 
opening a door into affiliate 
marketing. The borderless 
videos hover next to content 
and feature an actor or 
actress pitching a product 
or service. Since the video 
ads reside in the pixels along 
the edges of a Web page, 
publishers don’t have to 
give up their existing ads, 
according to Affiliated.net 
president Chris Skretvedt.

The videos, which range in 
length from 30 seconds to 5 
minutes and will be paid for 
by Affiliated.net, are created 
to prompt user action such as 
generating leads or making a 

purchase, Skretvedt says. The 
ads launched in August and 
are to be sold on a CPA basis. 
The company is pursuing 
relationships with the major 
affiliate networks.

Tremor Media has combined 
forces with video distribution 
company ClipSyndicate to 
match content with relevant 
advertising. Tremor Media 
inserts in-stream ads with 
videos from sites such as 
DrPhil.com and making 
the content available to 
publishers, according to 

vice president of publisher 
relations Daniel Scherer.

Scherer says online video 
is hampered by a lack of 
technical standards in how 
to publish content. De facto 
standards for formats exist, 
but there is “no standard 
that supports integration 
of in-stream dynamic 
advertising,” he says. Content 
owners today are stuck 
in the struggle between 
controlling the advertising 
and monetizing their videos, 

according to Scherer. “The 
big puzzle is the upside-down 
reliance on You- Tube,” he 
says. If you want a video 
to be popular, put it on 
YouTube, but then you can’t 
monetize it; and if you want 
to control the ads, then you 
can’t put it on YouTube, says 
Scherer. Within the next year, 
You- Tube parent Google is 
expected to roll out a new 
video advertising service to 
address this problem.

Another opportunity for 
monetizing videos is to 
make them interactive so 
that the products featured 
within can be highlighted 
and sold via performance 
marketing. VideoClix 
provides technology that 
makes areas of a video 
clickable, according to Brent 
Stafford, the vice president 
of business development. 
“If you don’t make [your 
ads] interactive, you are 
underutilizing the medium,” 
he says. VideoClix has 
created ads for Levi’s and 
Honda, and shares revenue 
through CPA, CPC or CPM 
campaigns.

Once the science of increasing 
the search rankings of 
video has been significantly 
refined, publishers will rapidly 
increase their efforts to 
acquire or produce videos to 
place on their website. This 
strategy will be similar to how 
images of celebrities or top 
search terms are currently 
used to attract an audience, 
and will assure video’s place 
in the spotlight.� 
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