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Firstly, the context: The landscape 2017

Ad spend per capita/year (forecast):

Linear TV ú70 (ú67)

Online video ú20 (ú15)

Online total ú95 (ú85)

Daily reach:

Linear TV = 64%.

Online video = 60%.

SVOD = 22%.

YouTube = 42%. 

90%

91%

89%

67%

Screens/household = 9.

Age 9-99

Daily time spend:

Linear TV = 148 min.

Online video = 66 min.

SVOD = 16 min.

YouTube = 22 min.

Age 3-99 & 9-99

Source: IRM and MMS

Age 3-99 & 9-99

http://specificmedia.se/
http://specificmedia.se/


Secondly, The MMS Mission
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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)



May 2011

Online Video
Programs/clips

May 2014

Online Video
Ads

December 2016

Online Video adsin 
Target Groups 

June 2017

Pre-Launch
Total Video

September2017

Launch

Total Video
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Thirdly, MMS Road Map



Online Video - The Scope



Online Video - The Scope
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SDKs
60+

apps & players

Daily control: 
- All players
- All apps

- FraudControl
- Cross check - ad server data

Daily matchingviewing data - uniquefilm codes:
- All contentsarematchedwith viewingdata 

Daily publishing: 
- MMS tools

- Other tools in
the market 

Online Video ςDaily data input 

http://itunes.apple.com/se/app/hottop/id455652065?mt=8
http://itunes.apple.com/se/app/hottop/id455652065?mt=8
https://play.google.com/store/apps/details?id=se.mms.hottop&feature=search_result
https://play.google.com/store/apps/details?id=se.mms.hottop&feature=search_result
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July 2017: All advertising

Online Video ςDaily data output 
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July 2017: Coca Cola

Online VideoςDaily data output 
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July 2017: Media Agencies

Online Video ςDaily data output 


