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YouTube Is Making  
A Bigger TV Connection
YOUTUBE’S UNIVERSE OF 1.5 BILLION USERS continues its viewing migration to the TV 
screen.

YouTube is pulling in more than 100 million hours of watch time in the “living room” (read: 
on smart TVs and via TV-connected devices) each day, up 70% in the past year, Sundar Pichai, 
Google’s CEO, said on Alphabet’s third-quarter call. YouTube users are also spending 60 minutes 
a day on mobile, he said.

Pichai didn’t elaborate on what is driving YouTube’s growth surge in the living room, but in addition to apps on popular 
streaming platforms such as Roku, Amazon Fire TV and Apple TV, YouTube is also establishing and expanding beachheads on 
multichannel video programming distributor (MVPD)-supplied set-tops.

He outlined three areas of focus for YouTube: strengthening its existing community, continuing to drive growth and expand-
ing its subscription businesses.

The latter group includes YouTube Red (on track to release more than 40 original shows this year) and YouTube TV, the over-
the-the-top TV service that is making its presence known as the title sponsor of this year’s World Series between the Houston 
Astros and the Los Angeles Dodgers.

For more of this blog, go to broadcastingcable.com/Nov6. 

VIDEOPHILE 
Set-Top VOD Advertising Still Makes an Impression 
VIDEO CONSUMPTION is pivoting 
toward digital and mobile, but dynamic 
advertising on set-top VOD platforms is 
still rising. 

Canoe, the cable operator-backed 
advanced-ad venture, said it delivered 
5.66 billion ad impressions in third-
quarter 2017, giving it a total of 17.9 
billion for the first nine months of this 
year. By comparison, Canoe generated 
that same number of impressions for all 
of 2016. 

In Q3, the majority of ad breaks (4.68 
billion) were for mid-roll insertions, ver-
sus 896 million pre-roll commercials, 
and just 87.1 million post-roll spots. Also 
during that period, Canoe ran 3,208 
campaigns; 76% of them were for 
external clients and the balance were 
network tune-in ads. 

Canoe’s reach stands at about 36 
million homes, through deployments 
with Comcast, Cox Communications 
and Charter Communications (mostly 
from the legacy Time Warner Cable 
and Bright House Networks footprint). 
— Jeff Baumgartner

“We expect a net 
addition to our 

total video  
customer base in 
the fourth quarter, 
with improvement 

coming from  
linear TV.” 

Ñ John Stephens, AT&T senior executive VP 
and chief financial officer, on a call reporting 
third-quarter results in which the company 
lost 89,000 net video subscribers, despite 
gains at over-the-top service DirecTV Now. 
He said those losses were driven by the 
recent hurricanes and a tighter credit 
policy, issues expected to ease in Q4. 

TECH TWEETS
“Am I the only one who thinks the World Series is the 
exact wrong place to advertise YouTube TV?” 

— Rick Mandler (@RickMandler), VP of strategy and digital media sales at ABC, commenting on 
YouTube TV’s decision to sponsor the Fall Classsic, even though live feeds from TV rightsholder 
Fox are not yet carried in all of the OTT TV service’s current batch of markets. 

“Gawd, no.” 

— Greg O’Brien (@gregobr), editor and publisher at Cartt.ca, a news service focused on the Canadian cable and telecom industry, on a report from 
The Information that Microsoft’s LinkedIn is expected to join the likes of Twitter and Facebook to join the fragmented bidding for National Football 
League rights. 

NUMBER

200+ 
The number of OTT video 
services active in the U.S. 

market as of the third 
quarter, with 60 launching in 
2016 and 2017, according to 
a new estimate from Parks 
Associates. The research 

firm said more than 50% of 
U.S. broadband homes now 

subscribe to pay TV and 
supplement it with at least 

one OTT video service. 

Jeff Baumgartner
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