
For publishers, digital advertising has historically been all about static 
displays. Then came the pivot-to-video strategy, and publishers betting 
that it would pay off in ad dollars. Video ads drive a premium because they 
are more effective and engaging than static alternatives—and they tend to 
have a higher viewability rate.

However, video monetization can be challenging for publishers—not from an 
inventory point of view but in terms of how many different kinds of inventory 
can be offered to advertisers. Here are some ideas on how publishers can 
diversify their revenue streams by leveraging various video monetization 
concepts.
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A premium publisher stands the best chance of extracting 
the highest revenue from advertisers, as they provide a 
sizeable audience in an environment that has a greater 
level of brand safety and viewability than non-premium 
publishers. In many cases, premium publishers already 
have relationships with media buyers and offer the scale 
to be a named publisher on an advertiser’s media plan. 

The programmatic infrastructure offered by Supply-Side 
Partners allows media buyers to receive the independent 
reporting they need to satisfy their own internal quality 
controls (and therefore the agreement they have with 
their customers). 

Publishers can extract even greater value with 
advertisers by giving them access to primary user data. 
This data enables advertisers to more efficiently target 
their messages. 
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TYPE OF MONETIZATION

PRE-ROLL AND 
MID-ROLL VIDEO ADS

WHAT IS IT? 

An ad (which is usually 6-, 15-, 30-, or 60-seconds long) 
shown before and during the featured video. Viewers 
can click on the ad to learn more about the offer.

WHY DOES IT MATTER?

Video advertising is placed within the content, 
which typically means greater viewability and higher 
engagement.

TYPE OF MONETIZATION

FLOATING
PLAYERS

WHAT IS IT? 

A video player that pops out into a separate window but 
remains on the same page.

WHY DOES IT MATTER?

These types of players enhance the viewability of video 
ads, and allow the viewer to continue watching the video 
content while browsing other content on the page.

TYPE OF MONETIZATION

SSAI

WHAT IS IT? 

Server-Side Ad Insertion (SSAI) or Dynamic Ad Insertion 
(DAI) is the technology where the ads are inserted 
into the video stream, providing a seamless transition 
between content and ads.

WHY DOES IT MATTER?

SSAI empowers you to prevent ad blockers from 
detecting your ads, deliver a better viewing experience 
to your audience by eliminating buffering, and protect 
your ad inventory from revenue loss.
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A sponsored UX is an environment in which the website 
skin, page, or user interface is branded with the 
sponsor’s logo or their commercial assets. 

A sponsored UX works well in environments where the 
brand wants to advertise without hampering the user’s 
viewing experience on the site. A sponsor’s goal is to 
align the aspirational nature of the content with the 
values of the sponsor’s brand. 

Sponsored user experiences provide a stronger brand 
impression than standard pre-roll ads—and offer 
guaranteed visibility, as they're not susceptible to ad 
blockers.
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TYPE OF MONETIZATION

RELATED 
VIDEO ADS 

OR TRAILERS

WHAT IS IT? 

When playback has ended or paused, the video player 
shows several related videos, also known as “suggested 
videos”, in a thumbnail form. The related videos shown 
can also be content from your competitor (if you’re using 
the Youtube player on your site).

WHY DOES IT MATTER?

Related videos help to drive viewer engagement and 
retention on your site.

TYPE OF MONETIZATION

SPONSORED  
VIDEO RAILS

WHAT IS IT? 

A video playlist sponsored by the brand to complement 
its brand story. These playlists are shown in a horizontal, 
banner-like format—usually at the top position of a web 
page.

WHY DOES IT MATTER?

Sponsored video rails allow the brand to maximize 
awareness and amplify its brand narrative by aligning 
with video content that target audiences watch.

TYPE OF MONETIZATION

BRANDED AND 
PERSONALIZED 

PLAYERS

WHAT IS IT? 

A video player that is built with HTML5 is highly 
customizable and extensible. The video player can be 
customized by altering the color of the video player skin 
to suit the related website, changing the player button, 
shrinking the playhead area, or changing the location of 
the play button.

WHY DOES IT MATTER?

Branded elements in a video player can enable 
publishers to charge the advertiser a premium for the 
brand placement. This provides guaranteed visibility 
and generates incremental revenue. Branded players 
are great for live-streamed content, ad-funded content, 
sponsorships, and content syndication.
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TYPE OF MONETIZATION

SPONSORED SKINS,
WEB, AND APP 

EXPERIENCE 

WHAT IS IT? 

Easily customize your video player and website to match 
the brand by branding skins, webpages, and apps.
 

WHY DOES IT MATTER?

A sponsored UX helps to boost the brand’s visibility in a 
non-intrusive way. Publishers can charge the advertiser 
a premium for the option of customizing the UI for a 
particular webpage or app.
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Videos with an added interactivity element can extend 
the time people spend watching ads, therefore increasing 
the conversion rate.
  
Interactive videos allow brands to connect with viewers 
by adding an actionable element in the video stream. 
 
Examples include: simple calls-to-action, in-video 
purchases, add-to-cart functionality, clickable URLs, 
instant downloads, and the ability to let viewers rate the 
content for instant feedback.
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TYPE OF MONETIZATION

PRODUCT
PLACEMENTS WITH  

INTERACTIVITY

WHAT IS IT? 

Interactive cues are placed within a video through 
product placements. Viewers can click on the cue to find 
out more about the product or add it to their cart.

WHY DOES IT MATTER?

Blending shoppable elements into interactive videos 
provides advertisers with the opportunity to increase 
product awareness and increase sales from the site.

TYPE OF MONETIZATION

CONTENT 
TO COMMERCE

WHAT IS IT? 

Helping brands bridge the link between inspirational 
content and ecommerce by using publishing and 
entertainment-based techniques to reach audiences.

WHY DOES IT MATTER?

Linking content to commerce is the answer to any 
brand that wants to control their destiny and establish a 
measurable ROI.

TYPE OF MONETIZATION

AFFILIATE FEES: CONTENT  
TO COMMERCE

WHAT IS IT? 

When a user clicks an ad featured on a third-party site 
(and converts to a customer on the brand’s website), the 
third-party site gets a fee.

WHY DOES IT MATTER?

Affiliate fees are based on the finder’s fee concept, 
where third-party sites are incentivized whenever the 
brand gets a new customer.
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Sponsorships are viewed as more trustworthy than 
traditional forms of advertising. Consumers have a 
higher recall of the sponsored brand and are more likely 
to purchase the sponsor’s product. Leveraging talent is 
becoming a key component of sponsorships, with brands 
looking to tap into an available roster of influencers. 

Sponsorships are a type of native advertising—as they 
don’t interrupt the viewer experience.
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TYPE OF MONETIZATION

BRANDED CONTENT: 
ORIGINAL CONTENT

WHAT IS IT? 

Branded content is a subtle advertising format that 
blends storytelling with the brand message. Branded 
content often outperforms display ads and increases 
users' interest in the brand. Viewers perceive branded 
content as being more consumer-centric because it is 
not a hard-hitting approach to selling products—it’s 
about providing value to users.

WHY DOES IT MATTER?

Advertisers can implement story-driven video 
content. Adding a narrative leads to higher audience 
engagement and lower emphasis on the selling of the 
brand.

TYPE OF MONETIZATION

BRANDED CONTENT: 
TALENT / INFLUENCER 

FEES

WHAT IS IT? 

Influencers are creating high-quality, premium custom 
video content in partnership with publications. Paying 
an influencer to create a branded video involves tapping 
into their brand equity, utilizing their creative talents 
and tools, and leveraging their distribution and scale.

WHY DOES IT MATTER?

By offering their roster of influencer talent to a brand's 
marketing campaign, publishers can provide additional 
campaign value and expand the brand's association with 
popular content.
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Many publishers have incorporated video syndication 
into their monetization strategy. 

By syndicating sponsored content, publishers can offer 
additional brand reach for the advertiser, therefore 
increasing viewability and revenue.



Video Revenue Guide for Publishers 12

TYPE OF MONETIZATION

SYNDICATION

WHAT IS IT? 

Video syndication is similar to content syndication, 
where the strategy is to distribute to as many websites 
and services as possible in order to increase reach and 
therefore revenue.

WHY DOES IT MATTER?

Syndication empowers you to maximize revenue and 
increase the reach of your advertiser's sponsored 
content.

TYPE OF MONETIZATION

SOCIAL
PUBLISHING

WHAT IS IT? 

Publishers can syndicate sponsored content across their 
social channels.

WHY DOES IT MATTER?

Social publishing empowers you to maximize revenue 
and increase the reach of your advertiser's sponsored 
content.

TYPE OF MONETIZATION

LIVE
EVENTS

WHAT IS IT? 

Publishers will often host their own live events with a 
specific theme. By partnering with brands on a specific 
themed event, publishers can establish themselves as 
the neutral party in presenting the information—and 
sell sponsorships to brands who want to be associated 
with the theme and the publisher.

WHY DOES IT MATTER?

Publishers can diversify their engagement with 
advertisers beyond the online and print platform and 
into live events. Live events provide publishers with the 
opportunity to generate incremental revenue—while 
providing advertisers with additional brand recognition.
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By understanding all of the different monetization options 
available, publishers can maximize their revenue and 
differentiate themselves in a highly competitive market. On 
the advertiser side, having a firm grasp on the strategies 
outlined above enables them to get the most out of their ad 
spend—and achieve higher ad viewability in a brand-safe 
environment.


