
1 

Magnus Anshelm 
CEO @ MMS 
Pamro Conference 2016 
Victoria Falls 

Measuring  Netflix and YouTube viewing 
- Challenges, opportunities and some results 



Background: MMS vision 
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ñTo launch and maintain a fully accepted media currency covering 

all TV and online video viewing on all platforms, screens and 

situationsò 

ATAWAD 

(Any Time, Any Where, Any Device 



Background: The Swedish Media Market 2016 
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Ad spend per capita/year 

TV   ú 60  

Online video  ú 10  

Mobile   ú 20  

Online total  ú 90  

 
 

Age 9-99 
 

130 TV channels 

90% BB penetration 

45% SVOD access 

35% YouTube reach 

 

90% 
90% 

89% 

65% 

Screens/household = 9. 

Age 9-99 

Daily times spend: 

TV = 2,5 hour. 

Online video = 1,5 hour. 

YouTube = 17 min 

Age 9-99 

Source: IRM and MMS 

http://specificmedia.se/


Background: More viewing to measure 
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Netflix; 29% 

Viaplay; 18% HBO Nordic; 5% 
C More; 5% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

S
V

T
1

T
V

4

S
V

T
2

K
U

N
S

K
A

P
S

K
A

N
A

L
E

N

T
V

6

B
A

R
N

K
A

N
A

L
E

N

T
V

3

K
A

N
A

L
 5

S
V

T
2

4

S
JU

A
N

T
V

8

K
A

N
A

L
 9

T
V

1
0

K
A

N
A

L
 1

1

T
V

1
2

D
IS

C
O

V
E

R
Y

 C
H

A
N

N
E

L

T
V

4
 F

A
K

T
A

M
T

V

E
U

R
O

S
P

O
R

T

T
V

4
 F

IL
M

T
V

4
 S

P
O

R
T

N
e
tf

lix

D
IS

N
E

Y
 C

H
A

N
N

E
L

N
IC

K
E

L
O

D
E

O
N

N
A

T
IO

N
A

L
 G

E
O

G
R

A
P

H
IC

T
L

C

C
A

R
T

O
O

N
 N

E
T

W
O

R
K

V
ia

p
la

y

T
N

T

F
O

X

C
O

M
E

D
Y

 C
E

N
T

R
A

L

D
IS

N
E

Y
 J

U
N

IO
R

E
U

R
O

S
P

O
R

T
 2

D
IS

N
E

Y
 X

D

N
IC

K
 J

U
N

IO
R

T
V

4
 G

U
L

D

T
V

4
 K

O
M

E
D

I

B
O

O
M

E
R

A
N

G

C
 M

o
re

 S
p

o
rt

C
 M

o
re

 F
ir
s
t

IN
V

E
S

T
IG

A
T

IO
N

 D
IS

C
O

V
E

R
Y

A
X

E
S

S
 T

V

V
IA

S
A

T
 S

P
O

R
T

H
B

O
 N

o
rd

ic

C
 M

o
re

T
R

A
V

E
L

 C
H

A
N

N
E

L

V
H

1

V
IA

S
A

T
 F

O
T

B
O

L
L

V
IA

S
A

T
 H

IS
T

O
R

Y

V
IA

S
A

T
 S

P
O

R
T

 M
O

T
O

R

T
V

4
 F

A
K

T
A

 X
L

S
H

O
W

T
IM

E

S
IL

V
E

R

V
IA

S
A

T
 H

O
C

K
E

Y

T
V

4
 P

la
y 

P
re

m
iu

m

V
IA

S
A

T
 E

X
P

L
O

R
E

R

S
T

A
R

V
IA

S
A

T
 N

A
T

U
R

E
/C

R
IM

E

V
IA

S
A

T
 G

O
L

F

T
e
lia

 P
la

y+

D
p

la
y

E
u

ro
sp

o
rt

 P
la

ye
r

Access to TV channels and OTT services 

Source: MMS Trend & Tema 2016:1 



Background: More content to capture 
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2014 2015 2016 2017 

total video 

online panel reach 

online panel, mobile 

online panel, total 

census commercials/video ads (Adobe) 

census (comScore) 

TAM-panel (Nielsen) 

Background: MMS Road Map 
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Copy code 

The video ad is delivered to the publicist that then ad the film in there ad 
server booking system. As a key we have the copy code  

which is the same as for linear TV 

Background: The unique copy codes 

Copy Codes on all Video ads are key! 



Background: Developing the online currency  
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Measuring programmatic buying 



 Share of programmatic ï 160808-160814 
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Background: Developing the online currency  
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Measuring completion rate  



Completion Rate - June to August 2016 
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97,1% 96,4% 98,6% 
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Background: Developing the online currency  

Measuring viewability  



Netflix and YouTube viewing by sniffing URL:s 
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