Are Highly -Produced Online Videos Watched

Longer Than Simple Videos Iin Business
Contexts ?
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Executive SummaryThe rapid proliferation of videsharing websites such as YouTube.dws
demonstratedthe appeal of amateuvideo, shot and editedvith consumerlevelequipment and software.
This raisean importantquestion for businesssthat use professionallnade orine videos: How much
does the production val ue i mp albetanswer @ thig questioaisleey wi |
to minimizingthe expense of producing online videos, wemhaximizing their effectiveness. To test timsa
multimedia expemental survey, we asked Allrecipes.com users to select one of to@dngvideo topics
that interested themthe most, after which they were randomly assigned to view one of seven variations
ranging in | evel of producuded. valWe reaogwurse dnptl lkee
seconds, that respondents spent watching the video as well as ayafistibjective ratings. Analyse
revealed the following:
1 Highlyproduced videos were watche2D%50%longer than simple videgsa significant increase
1 Apoint of limited returns was reached where additional production elements did not result in longer
viewing times.
1 Highlyproduced videos werenore likely to be recommended to othetisan simple videos, except
when a professional script was paired wittsimple production.
1 Subjective ratings of the hibility of the videosvere generally high and not strongly related to how long
the videos were watched.
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Background and Research Questions.

The success ofotiTube and similar media attests the notion
that there is a prominent segment of the general population : : ; :
for whom watching amateur videos holds great appess. Question:ls it worth it to incur

such an important consideratiofor professional and the expense of professionally
commercial ventureis whetherthe expense of professionally

produced onlinevideois worth itintermsof ndi vi du s produced online videos, or are
willingness tovatchit. simplevideos watched just as

One possiblscenaridis that alllevels of productiorvalueare long?
watchedfor the same amount of time uggesting that both
inexpensive, simple videos and higplpducedones are
equally engagingsamplegraph A) Another possibility is #inearpositive correlationas production value increases, so
does levéof engagemen{samplegraph B) Yet another outcome is one 6fd e c e | e r‘naatginat rgtirns,o r
whereinengagementslow for simple videosrises with increasing production value, and then levels off agamother
words,after a moderatelevelof production valueadditional elements ceade have an impactsamplegraph C)Lastly,
certainvideo elementseither alone or in combination with other elementouldproducemixedreactions(sample
graph D)

Each of theseutcomes suggests a difent strategy for those
who commissioror produceprofessional online videos. Thus an A. Flat — Simple is fine.

experiment was conducted to plot the curfrem low to high Q 451 1 = < % > < 4~ .
production valuewithin the context ofcooking videos. *:,:, % J

e
Methodology. 1 2 3 4 5 6 7
Psychster In@ndAllrecipes.contreateda multimedia Production Value Level
experimental survg, which wasservedvia popover to 6,050 B. Linear — More is more.

respondents in 9/2009Respondents were first asked to choose
one of3 cookingtopicsthat interested them the mostboiling
eggs(included because it is frequently searchedda the site)
grilling pizza(a seasonatopic targeted toward men)or brining
poultry (holiday related)Subsequentlyrespondentsvere
randomly assigned to view 1 of 7 video variatignithin their Production Value Level
chosen topicranging from simple to highiproduced. C. Decelerating - Marginal returns.

Metric
oN PR

L 2
4

o

All videos were Z5 minutesto 3 minuteslong. The videos were
embedded in a mocRllrecipes.conwebpage whichalso
showed1l positive, 1 neutral, and 1 negative revieywstensibly ‘
posted byvisitors. Respondents ere asked to confirm that they 1 2 3 4 5 6 7
could see and hear the video; those who could not were Bicdistion Valielavel

Metric
oA O™
L 3

excluded fronthe analysis.
D. Mixed — Unique combinations.

The survey was instrumented to measure the number of secon
the video was watched, and the number of times it was pausec

Metric
oA O ®

Respondents were instructed

the video or click another | ‘ ‘
any link other the videstopped the timer angent respondents ! 2 3 4 ? ¢ L
to the nextpage and they were prevented from going back to Production Value Level
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previous survey pagesfter viewing the video,
respondentsprovided subjective ratingsn
various metric§seeResultssection below).

As the variations increased from 1 toefements
were added thatontributed to both thevisual
experience andhe cost to producdseetable
below). Most of these were posproduction
elements such as editing, music, graphics, and
branding.A basic script was used feariationsl
and 2 whereas the script was enhanctut
variations 3 through By a professional viter.
Thus the only difference between variation 1
and 3 (and between 2 and 4) was the basic vs.
enhanced script, allowing for a secondary test ¢
the effect of professional writing. It is important
to note that the 7 variations onlgovered a
segment of the full range from amateur to

hitp://www.surveymonkey.com/s.aspx?PREVIEW_MODE=DO_NOT_USE_THIS_LINK_FOR_COLLECTIONE&sm=TibJCwb34ZOfhKirdUq2:DSJETqwOBZ T cFI80XvO4Gg%:
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“overproduced videos, and that even the simpldstels used professional cameréghting, talent, and voiceovers
The goal was that all variations wegeitablefor production, should they be fourtd be the most effective.

Professional chef talent.

Professional lighting, camera, sound, editing.

Enhanced script.

AR branding — at beginning and end.

Step-by-step text — no graphic, at bottom.

Variations tested
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Results.

Amongthe 6,050 respondente/ho started thesurvey,1,875 or31% started the videdlhis confirned that the study

was designed to laiespondentdreely choose whether or not to watch the video, rather than be instructed to desso
as to validly measure the time spent watchi@f thosewho began the videg94% reported that they could see the
video and hear the soungnost often those who could not diabt have computer speakers)he average video viewing
time was 97 seconds (105 seconds for eggs, 97 seconds for pizza, and 93 seconds for poultry). Additioaally, 56%
respondents indicated that thewere very much or extremely interested in the topic.

Analyse®f variance (ANOVAgvealed significant differences across thifferent levels of production valuén the
graphs below, green points are significaritigherthan variation 1; red points are significantbyver than variation 7A
green' g I affexctindicates significant change from the previous variati@@dl ps < .05)
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1. Averaged across three topics, the vidawith the highest productionvaluewere watched 27 seconds longer (or

31%) than the simplest videxy a significant differenceps < .05) For a 180 second video, this meant the difference
between people watching only 76 seconds of the simplest variation, to watchingld® seconds of the most highly
produced variations-or the egg video in partiai, there was a 43econd, or 57% increagetime watchedrom

variation1 to variation5. This upward trend across all topics suggested that additional elements did indeed increase the
engagement of the cooking videos.

2.Beyond acertainlevel of production value, additional elements did not significantly increase thatch time. Across

all topics the seconds watchedid not significantlyincreasebeyondvariation5, suggestindghat the additionalelements
included inlevels6 and 7 dichot increase the engagement These f i ndi ngs curve (lustatedina “ d e
graph B above), in which increasing levels of production value are associated with increased watcip imasertain

point, but once that poihis reached, addingore elements ceasetb increase wich time further.
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3. Averaged across all topicthe videos with highest production values were significantly more likely to be
recommended to others than simple videosxceptvariation 3, whichpaired an enhanced script with a simple video.
Similar to watchabilitylikelihood to recommend increasetgnificantly with production value then leveled out in a
decelerating curve. The low point, variation 3, was also rated
significanglythassthexacti hemn
Thissuggests that there was something about the unique :
combination of elements featured wariation3 that made it less Even I_n the 2ife of YOUT_Ube’
appealing than both théower and higheproduction valus. On professmnally produced videos
investigation variation3 indudedan enhanced script (i.e., are worth the cost to businesses |
deliberately witty/humorouswith more colloquialismsin . ) .
combination with the lowesbudget video production. Thysne the goalls watch time and viral
possible explanation is &t this particular combinatiowas spread

perceived as amismatch Jeading to decreasd excitement and
likelihood to recommendk-urther testing would be needed to
confirm this interpretation.

4. Ratings of overallikeability were highfor all variations. Possible reasosifor this findingwere that people chose
their preferred topic, andhat the scrigg was held fairl}constant across variations. Howevérisoutcomerules out the
notion that hidher production values were watched longer because they were liked rifdie.suggests thatmay be
peopl eitive, attentiapal, or perceptual faculties, rather than their emotatate, that explains thencreasel
watch time of themore highly prodcedvideos. It also suggests that future research on this particular topic should
include behavioral metrics as well as subjective ratings.

Gonclusions.

More is more, but only to a pointBecause this study was experimental in its design, we can conclude that more highly
produced videos in faatauseincreased watch timeFrom acost standpointthis findingsuggests that spending a bit

more for professional production valig worthwhilewhenused for similar purpose$ioweverjt is not necessary to

spend exorbitant amounts of money once a reasonably professional level of production value has been dttigiaed.
interestingquestion for further research to determine if this finding lieptes for other types of online videos (e.g.
news,health-care,charity,technical instruction, advertisements).

Ensure that thecontent and he production elements are welsuited to each otherThough in need of confirmation,

this studysuggested hat si mpl e videos work best with simple scr
The reverse mismatamight also be disengaging; i.extraneous

visual elements (wipes, dissolves) that do not support the spoken

content. We welcomeeaquests to test this issue further. 100, p
90 p

80

Psychological processes at pldyeceleratingcurvea nd  “ | i mi
marginal returnd have long been found inuman nature Just as
people value the firstlollar they earn more than the onmillionth
dollar (Kahneman & Viersky, 1979), theglsoperceiveincreases in

the brightness of light only to a point, after which they cannot
(Snodgrass, 1975). Although this study only tested production valu
up to a point it is no surprise that a limit was reached, and LB
additionalelements were of less effecthat watch time increased
when likability did not further suggests these cognitive and
perceptual forces are more at play than emotional ones in this
context.
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