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2020 set a remarkable pace for video consumption. 
Worldwide, Brightcove customers streamed nearly 8.1 
billion more videos during the year than they did in 2019. 
And they streamed 314 million more hours of video than 
they did the previous year, too – that means people watched 
more than 13.1 million days’ worth of media and enterprise 
content in 2020 than in 2019.
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DEVICE 
SHARE

THE SHIFT TOWARD SMARTPHONES  
AND CONNECTED TVS CONTINUES.

 X Know what device(s) your audience is using and save money by only optimizing your 
video content for where your audience is most likely to be watching.

CHANGE IN VIEWS BY DEVICE  
(Q4 2019 VS. Q4 2020) 

SMARTPHONE CONNECTED TV TABLET COMPUTER

Corp Comms 168% 129% 80% 44%

Entertainment 68% 252% 32% 19%

Marketing  
and Sales

38% 102% -55% 36%

News 50% 70% 22% 36%

Sports 4% -28% -15% -9%

CHANGE IN TIME WATCHED BY DEVICE   
(Q4 2019 VS. Q4 2020)

SMARTPHONE CONNECTED TV TABLET COMPUTER

Corp Comms 481% 591% 285% 76%

Entertainment 37% 164% 37% 22%

Marketing  
and Sales

85% 270% 25% 66%

News 31% -30% 12% 21%

Sports -22% -46% -44% -31%
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CONTENT 
LENGTH

SHORT-FORM CONTENT SAW THE HIGHEST SHARE OF 
VIEWS AND, GENERALLY, THE HIGHEST COMPLETION 
RATES. 

 X Entertainment had the highest share of ultra-long-form video consumed (15%); 
marketing and sales had the second highest at 6% primarily because of virtual events.

SHARE OF VIDEO VIEWS BY LENGTH (Q4 2020)
SHORT-FORM 

(0-5 MIN.)
MID-FORM 

(6-20 MIN.)
LONG-FORM 

(21-40 MIN.)
ULTRA-LONG-FORM 

(41+ MIN.)

Corp Comms 71% 22% 4% 3%

Entertainment 71% 7% 8% 15%

Marketing and Sales 82% 8% 4% 6%

News 90% 3% 2% 4%

Retail 97% 2% <1% <1%

Sports 89% 4% 1% 6%
(Numbers are rounded and may not add up to 100)

 X When combining long- and ultra-long-form content, the highest share of time spent was 
on entertainment (86%), followed by news (49%), and marketing and sales (48%).

 X TAKEAWAY: Analytics are key to maximizing revenue. If viewers are abandoning a stream 
at the 75% mark, an ad at the 80% mark will go unwatched.

SHARE OF TIME WATCHED BY LENGTH (Q4 2020)
SHORT-FORM 

(0-5 MIN.)
MID-FORM 

(6-20 MIN.)
LONG-FORM 

(21-40 MIN.)
ULTRA-LONG-FORM 

(41+ MIN.)

Corp Comms 36% 37% 13% 14%

Entertainment 9% 5% 19% 67%

Marketing and Sales 39% 13% 14% 34%

News 45% 6% 14% 35%

Retail 71% 16% 8% 5%

Sports 64% 15% 3% 17%
(Numbers are rounded and may not add up to 100)

4



ENTERPRISE CORP COMMS
 X Time spent with corp comms video increased 111% in Europe, but even that major gain 
was eclipsed by Australia/New Zealand, which saw bigger increases than any other 
region. North America and Asia saw gains in excess of 30%.

 X With more companies considering work-from-home as a permanent option moving 
forward, expect this trend to continue.

MARKETING AND SALES
 X Overall, video views among Brightcove’s marketing and sales customers increased 26% 
in Q4, while time spent watching increased more than 70%. Marketers in Japan, North 
America, and LatAm led the world with time watched increases of 111%, 70%, and 81% 
respectively. The metric was up in every region by more than 35%.

 X Virtual events, which are part of the marketing & sales vertical, helped drive those gains 
and will continue to do so: more companies are saying they will continue to include a 
virtual component to their events even after the pandemic due to the added reach they 
offer.

MARKETING AND SALES VIEWS AND TIME WATCHED 
(REGIONAL, Q4 2020) 

 VIDEO VIEWS TIME WATCHED

ANZ 39% 41%

Asia 11% 35%

Europe 68% 43%

India 63% 64%

Japan 109% 111%

LatAm 57% 81%

MENA 44% 43%

N. America 6% 70%
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MEDIA ENTERTAINMENT
 X Despite easing of stay-at-home orders in much of the world in Q4, video remained at the 
center of most consumers' lives. Views of entertainment content saw strong increases in 
both views (+51%) and time watched (+50%).

 X In North America, views increased 39%, but time watched increased more than 65%. 
Views in LatAm increased a relatively modest 21%, but time watched almost doubled at 
+91%. 

 X Views also were up in India (+105%), Japan (+64%), Europe (+59%), Asia (+20%), and ANZ 
(+15%) year-over-year. Time watched saw big gains in Europe (+137%), Asia (+92%), and 
Japan (+57%).

NEWS
 X News views in North America were up 128% compared to Q4 2019. 

 X Other regions saw growth, but none near North America’s: ANZ was up 46%; LatAm was 
up 29%, followed by Europe (+28%) and Japan (+2%).

 X In all regions except India and Asia, news video time watched was also up. 

SPORTS
 X Despite strong growth in video views in India (+419%) and Japan (+256%), global video 
views of sports in Q4 were down 2%. 

 X In North America, where virtually all professional sports and most college sports finally 
managed to get some contests in, fan interest remained lukewarm, with views up just 6% 
in the quarter. Australia/New Zealand saw a 31% decline, Europe fell 25%, and Asia was 
off 21%. 

 X Time watched also continued to be below long-term averages, with North American 
viewers sending time watched down 56% for the quarter, ANZ off 44%, and Europe and 
Asia each off 28%.
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ABOUT BRIGHTCOVE: 
When video is done right, it can have a powerful and lasting effect. Hearts open. Minds change. Creativity 
thrives. Since 2004, Brightcove has been helping customers discover and experience the incredible power of 
video through its award-winning technology, empowering organizations in more than 70 countries across the 
globe to touch audiences in bold and innovative ways. Brightcove achieves this by developing technologies 
once thought impossible, providing customer support without parallel or excuses, and leveraging the expertise 
and resources of a global infrastructure. Video is the world’s most compelling, exciting medium. Brightcove is 
video that means business. 

To learn more, visit www.brightcove.com.
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