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1 Executive Summary and Key Findings
Businesses do not exhibit emotions. Neither do products. But humans do. Which is why video is
such a potent business tool. Watching someone on video instantly adds an extra dimension—a
more personal, more authentic interaction. Video generates more of an emotional response
than any other means of remote communication.
Video also leverages multiple senses and focuses attention on the playback area, which not
only makes the comprehension of content more effective, but also helps with viewer
engagement and interaction. Facial expressions, voice and tone, body language, emotions, a
feeling of eye contact, gestures, audio, and movement—these are all aspects that enhance
connections. And video makes it possible to present visual content that has a time dimension to
it, which turns it into an effective tool for illustrating certain types of visual content. These
qualities are at the heart of video’s effectiveness and its ability to better engage viewers.
These advantages underpin the immense value that video brings to today’s workplace. In the
report you are about to read on the State of Video in the Enterprise, 91% of the respondents
said that video makes executives more personal and relatable, 96% said video helps train
employees better and faster, and 94% said it has a strong part to play in team bonding, helping
to bring together geographically dispersed groups working in different time zones who may
otherwise not feel a great sense of belonging.
There’s plenty of evidence that video playback of a talking head helps to focus attention, which
can be used to great effect by enterprises, both internally and externally. The most popular
current use cases for video reinforce this: training for customers, partners, and integrators
(82%), workforce onboarding (80%), employee-generated content such as best practices and
how-to tutorials (76%), executive communications (74%), and meetings (74%).
Video is also ideal for helping to identify and promote more junior talent with a flair for being in
front of the camera. Appearing on a business video can lead to bigger opportunities within the
organization, as well as additional profile-building opportunities such as invitations to speak at
conferences and other industry events. 91% of our survey respondents said video is valuable
for networking, knowledge sharing, and making employee achievements more visible.
Video in the enterprise used to be a means to broadcast a message – to employees, to clients,
to investors and partners. But in today’s workplace, video is democratized. Our survey found
that employee-generated video content is expected to become an important business tool within
the next three years, meaning that today’s and tomorrow’s employees will likely need to develop
better skills in this area: 95% of respondents stated that video skills (creation, editing, and
communication) were important for employees, with 83% stating that employers should
encourage employees to improve their video communication skills. When asked about the one
thing that would make it easier for more employees to use video more effectively, an
overwhelming 76% cited “easy-to-use tools for video capture”.
This survey also shows that measuring video ROI is a work in progress for many organizations:
usage statistics form the basis of video ROI measurement for 42% of respondents, while 32%
use surveys and feedback. Interestingly though, almost a quarter (22%) reported that their
organizations already rely on more sophisticated, outcome-related metrics that incorporate the
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more intangible ‘human touch’ benefits of video. And as video becomes more entrenched within
organizations, I believe the pendulum will swing further in this direction.
In addition, the survey provides a trend over time, showing that:
•
•
•

Video use is increasing from last year in nearly every use case;
64% report watching more work-related video this year compared to last;
66% report an increased budget allocation for video technologies in their organization
year on year.

These findings are just a snapshot of what you will find in this report, which offers a
comprehensive review of all things video in the enterprise. In it, you will find views from
hundreds of respondents—representing different industries, business sizes, and geographies—
about usage trends, the impact of video on organization goals and Return on Investment, its
application across departments and use cases, future trends for live and mobile video, and a
long-term industry vision.
I would like to extend my thanks to all of the survey participants for their contribution to this
insightful, valuable report.
If you haven’t already, I would encourage you to join our LinkedIn group and collaborate with us
on the development of the next survey. And if you are interested in finding out more about the
value of video in organizations, you can watch our library of on-demand video content or contact
us directly at research@kaltura.com. You can also download our 2014 survey, if you wish to
compare the trends of some of the data.
Sincerely,
Dr. Michal Tsur, President, Kaltura Inc.
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2 Methodology and Demographics
The survey was conducted online during September 2015. Over 250 enterprise professionals
representing a wide array of industries responded to the survey.
For the purpose of this survey, we define small organizations as organizations with up to 250
employees, medium organizations as organizations with up to 10,000 employees, and large
organizations as organizations with more than 10,000 employees. Below is a chart showing the
distribution of organization sizes represented in the survey:

Respondents by Organization Size

37%

37%

Small
Medium
Large

27%
Figure 1: Respondents by Organization Size

The respondents fulfill various roles 1 within the organization, most notably: IT, sales and
business development, marketing, operations, HR, and training & learning. Among the “other”
departments, respondents cited mostly legal and consulting.

1

Many respondents fulfill multiple roles and therefore may be counted in several categories.
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Respondents by Department
40%
35%

35%

30%
25%
20%
15%

16%

14%

12%

11%

10%

10%

9%
5%

5%

5%

5%

3%

2%

2%

0%

Figure 2: Respondents by Department

The majority of the respondents (61%) were from North America. However, there was also
representation from Europe (16%), Asia Pacific (13%), and other regions. The survey was
conducted in English.

Respondents by Region
6%

3% 1%

13%

16%

North America

Europe

Asia Pacific

Latin America

Middle East

Africa

61%

Figure 3: Respondents by Region

Some additional notes about the methodology can be found in Chapter 5.
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3 Results
3.1 Video Communications Skills
95% of respondents feel the ability to communicate using video is an important skill for today’s
workforce. The vast majority believe it is important for employers to encourage their employees
to improve their video communications skills and that schools should teach video
communications skills. Within 3 years, respondents predict employee-generated video content
will become an important business tool.
In this survey digital communications skills were defined as “The ability to record, share, and
consume video content”. The results show 95% of respondents felt that video skills were
important for employees in the workplace today, with 56% saying they are very important.

Importance of Video Communication Skills for Employees in the
Workplace Today
5%

Very Important
Somewhat Important

39%

Not Important
56%

Figure 4: Importance of Video Skills in the Workplace

When asked about employers, an overwhelming 83% of respondents said that employers
should encourage their employees to improve their video skills. Some of the respondents
commented that this would depend on the specific employee role and task. The responsibility
for developing employees’ video competence was also extended to the education system, with
82% of respondents saying schools should teach video skills to students to ensure they are
ready for the workplace.
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Should Video Communications Skills be taught in Schools to
Ensure Tomorrow’s Workforce is Video-Competent?
11%
7%
Yes
No
I don't know
82%

Figure 5: Should Video Communications Skills Be Taught in Schools to Ensure Tomorrow’s Workforce is VideoCompetent?

3.1.1 Who Should Be Able to Watch and Create Video?
Different organizations have different policies about which employees should be able to watch,
create, and/or share videos. Our respondents were asked about their own opinion on the ideal
role distribution. Only 14% said video watching should be limited, but when it came to creation
only 37% felt all employees should be able to create video, the others felt it needs to be limited
to specific employees based on their department or role.

Who Should Be Able to Watch Videos?
14%

All employees should be able to watch
videos
Video watching should be limited to
specific roles within the organization

86%

Figure 6: Who Should Be Able to Watch Videos?
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Who Should be Able to Create / Upload Videos?

36%

All employees should be able to
create/upload videos

37%

Video creation/upload should be
limited to employees in specific
departments
Video creation/upload should be
limited to a few authorized individuals
in each department
27%
Figure 7: Who Should Be Able to Create / Upload Videos?

Interestingly, when comparing the viewpoints of respondents representing different organization
sizes, there is a stronger tendency to allow everyone to create and watch video in large
organizations and a tendency to limit to specific departments in medium organizations:

Who Should be Able to Watch and Create Video—By Org Size
0%

5%

10%

15%

20%

View video: All Employees
Create video: All Employees

25%

12%

3%
0%

36%

23%

26%

3%
3%

All

50%

20%

14%
15%

View video: Specific roles
Create Video: Specific roles

45%

27%

25%
19%

40%

47%
23%

View: All employees
Create Video: Authorized individuals in each dept.

35%

37%
38%

19%

View video: All employees
Create video: Specific departments

Moderation is Always Required

30%

Small

7%

Medium

Large

Figure 8: Who Should Be Able to Watch and Create Video—By Org Size

© Kaltura, Inc., 2015. All rights reserved.

The State of Enterprise Video 2015: A Kaltura Report

9

3.2 Video Usage
Video is used in many different ways by organizations, and it is trending upwards across nearly
all use cases compared to last year’s survey results. Video is most frequently used for training,
followed by marketing, but the democratization of content creation is becoming very apparent,
with employee-generated content outpacing executive communications. On-demand video is
used more broadly than live video, but the gap is small when it comes to broadcasting
information to large audiences. Live video is especially useful for meetings and collaboration,
executive communication and investor briefing.

Enterprise Video Use Cases
Training customers, partners and integrators
Workforce onboarding and ongoing training
Marketing and brand promotion
Employee generated content
Company events coverage
Executive communications
Promoting internal initiatives
Meetings, communication, and collaboration
Public quarterly earnings calls
Recruiting
Help desk or customer service
0%

10%

20%

30%

On Demand

Live

40%

50%

60%

70%

80%

90%

Figure 9: Enterprise Video Use Cases

3.2.1 On-demand Video Use
The most popular use case for on-demand video is training, with 82% reporting it is used for
training customers, partners, and integrators and 80% reporting it is used for workforce
onboarding and training. The use of on-demand video for marketing follows next, with 77%.
Interestingly, 76% of respondents report employee-generated content (best practices, how-to
tutorials, and more) being available for on-demand viewing, topping even executive
communications and company events coverage (74%).
3.2.2 Live Video Use
In nearly all use cases, live video is used less frequently than on-demand video. The only areas
where this is not true are meetings, in which live collaboration is a key requirement, and
executive communications and investor briefings, which often take place as live events as well.
3.2.3 Trend Over Time
In the 2014 survey, the question about use cases did not differentiate live and on-demand
video, and did not inquire about the level of usage. There are also some methodological issues
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that limit the ability to positively compare the findings 2 across the two surveys. However, it is still
possible and interesting to examine the differences between this year’s and last year’s results:
in nearly all use cases, except for the two most mature ones, the use of video is on the rise:

Use Case

2014—
Aggregated

2015—On Demand
(Live)

Workforce onboarding and ongoing training

64%

80% (57%)

Training customers, partners and integrators

65%

82% (58%)

Public quarterly earnings calls

51%

50% (50%)

Executive communications

62%

73% (74%)

Meetings, communication, and collaboration

66%

63% (74%)

Marketing and brand promotion

78%

77% (57%)

Recruiting

35%

49% (43%)

Company events coverage

67%

74% (57%)

Promoting internal initiatives

55%

68% (47%)

Employee generated content

60%

76% (49%)

Help desk or customer service

37%

46% (39%)

Trend

Table 1: Use Cases Comparison—2014 and 2015 Data

3.2.4 Tools Required for Effective and Active Use of Video by Employees
Employees need easy-to-use tools for video capture, but also need a shift in corporate culture,
simple workflows, and training.
Regular use of video by employees is dependent on wide-spread adoption within the
organization. As a result, understanding the needs of employees is important. When asked
about what could help employees more effectively communicate and share knowledge using
video, the leading response was easy-to-use tools for video capture with 76%. Also, 50%
believe there is a need for a centralized video solution and 46% point to editing tools.

2

Note that the survey was not designed as a longitudinal survey and therefore the respondents are different in the 2014 and in the
2015 survey. That said we still believe comparing and contrasting the findings is interesting, hence we report it here.
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But organizations can do more to encourage the use of video even without acquiring products –
59% said that simple workflows would help, 51% believed that a corporate culture shift is
needed, and 48% said training and support for existing solutions would be beneficial.

What Could Help Employees Use Video More Effectively?
0%

10%

20%

30%

40%

50%

60%

Easy-to-use tools for video capture

80%
76%

Simple workflows for publishing of videos

59%

A corporate culture that fosters the use of video

51%

A centralized system for video storage and management

50%

Training and support for using existing tools

48%

Video editing tools

46%

A video solution integrated into our enterprise CMS

44%

Access to useful content

36%

Infrastructure and equipment
Other

70%

34%
4%

Figure 10: What Could Help Employees Use Video More Effectively?

3.2.5 Extent of Video Use
Employees spend more time watching video than creating video, and they report both watching
and creating more video this year than last.
The survey also asked respondents about their own use of video in the workplace: 79% said
they watch or create video as part of their work.
As expected, respondents that do use video as part of their work tend to spend more time
watching than creating video. The majority of the respondents spend between 30 minutes and 5
hours a month watching video, compared to less than 30 minutes a month creating video.
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Time Spent Watching and Creating Video
60%
50%
40%
Time Spent
Watching
Video

30%
20%
10%

Time Spent
Creating Video

0%

Figure 11: Extent of Video Use

Since the 2014 survey did not include a question about the amount of time spent watching and
creating video, we included a question that asked about the trend directly: 64% reported
watching more video this year and 30% reported the same level of video viewing. In terms of
video creation, almost half (47%) reported that they have created more video this year than last.

Trend of Video Watching—This Year Compared to Last Year

30%
More this year compared
to last year
Less this year compared to
last year
The same as last year
6%

64%

Figure 12: Trend of Video Watching
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Trend of Video Creating—This Year Compared to Last Year

47%

41%

More this year compared to last
year
Less this year compared to last
year
The same as last year

12%
Figure 13: Trend of Video Creation

3.3 Integration into Enterprise Systems
The greatest value comes from integrating video into social business platforms (such as Jive or
IBM Connections) and the enterprise LMS.
There are multiple platforms and solutions used in organizations and the survey respondents
were asked to rate the value in integrating video into the different types of solutions. The results
are presented in the figure below. A value index was calculated according to the formula:
("great value" + "𝑠𝑠𝑠𝑠𝑠𝑠𝑠𝑠 𝑣𝑣𝑣𝑣𝑣𝑣𝑣𝑣𝑣𝑣")

(1 − "my organization is not using such a solution")

For example, 42% think an enterprise Learning Management System has “great value” and 20%
think it has some value, while 21% are not using such a solution at all. (42% + 20%)/(1-21%)
results in a value index of 78%.
Video seems to be most valuable when integrated into social business platforms, followed by
the enterprise Learning Management System (LMS).
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Value in Integrating Video into Enterprise Systems
0%

20%

Enterprise LMS system

42%

Social Business Platforms

41%

CMS and DAM

32%

Marketing Automation Systems

31%

CRM

Great value

Some value

24%

No value

40%

60%
20%

80%

6%

27%

28%

33%

36%

I don't know

21%

14%

4%

12%

22%

5%

6%

13%

100%

14%

14%

78% value index

14%

80% value index

13%

69% value index

16%

13%

76% value index
68% value index

My organization is not using such a solution

Figure 14: Value in Integrating Video into Enterprise Systems
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3.4 Video Portal
43% of respondents stated that their organizations use a video portal, while 68% believe in the
unique value of the video portal even if video becomes integrated into all enterprise systems.
43% of the respondents said their organizations use a video portal:

Does Your Organization Use a
Video Portal?

43%

Does Your Organization Use a
Video Portal?
Large Organizations Only
Yes

40%

No
58%

Figure 15: Use of a Video Portal

60%

Figure 16: Use of a Video Portal - Large Organizations

Note that this is completely reversed when looking at large organizations, in which 60% of
organizations DO have a video portal, and only 40% do not.

3.4.1 Value of the Enterprise Video Portal
As described in the previous section, video can be integrated with any of the existing enterprise
systems, including the LMS, CMS (Content Management System), business social platforms,
and more. The question that naturally rises is: Is a video portal justified even if video is
integrated into all of these systems? 68% of the respondents responded positively.
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Assuming Video Creation and Consumption Capabilities Were
Available in All Your Existing Enterprise Systems, Would You Still
See Value in a Standalone Enterprise Video Portal?

32%
Yes
No
68%

Figure 17: Importance of a Video Portal Even If Video Is Integrated to Enterprise Systems

When looking only at large organizations, the response was even more positive, with 74%
saying a video portal would be important even if video is integrated with all the enterprise
systems.
Respondents were invited to provide open-ended feedback on this question. Among the
reasons cited were:
Positive response on the value of a standalone enterprise video portal:
•
•

•
•
•
•
•

Single access point to videos—employees expect to be able to access all video content
from one point, like in YouTube
A platform that is open to all employees—in many organizations there isn’t a single
platform that is actually available to all employees. Some have access to the LMS, some
to the CMS, etc.
Ability to use in a mixture of internal and external use cases—access to some videos
can be open to customers, partners, and more
Consistent user experience for videos—reducing training time for employees
Encourages participation—a video portal is designed to encourage more employees to
create and share videos, unlike enterprise systems that are not
Generic videos—there are some videos that would not easily fit into one of the systems
or use cases
People got used to using it—in some organizations a video portal was implemented first
and people got used to using it, there is concern that taking it away would do damage
even if the capabilities are added to other solutions

Negative response on the value of a standalone enterprise video portal:
•
•

There is no need since end users do not mind where the content comes from, as long as
it is there
There is concern about duplication of effort, if one needs to post a video in multiple
destinations
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3.5 eCDN and Peer Assisted Delivery Solutions
There are substantial pain points related to the support of video-related use cases by current
eCDN/Peer assisted solutions. These use cases are important to support, so it seems there is a
gap that needs addressing.
Respondents belonging to the IT department were asked a few questions about their eCDN and
Peer Assisted Delivery solutions.
First they were asked to rate how their current eCDN or Peer Assisted Delivery solutions
support video-related use cases. It seems that the majority of respondents did not know how to
rate their current solutions when it came to video-related use cases. Out of those that could rate
them, there seem to be some substantial pain points, with about 8-12% rating their solutions as
inadequate in each of the use cases, and only 22%-35% rating their solutions as good.

Support for Video Related Use Cases by eCDN / Peer Assisted
Delivery Solutions
Enable pre-positioning of content in remote nodes

20%

Enable better video streaming on remote offices far…
Get detailed measuring of video streaming network…
Provide reliable and high quality playback experience

29%
22%

10%

22%

27%
0%

Supports somewhat

42%

10%

35%

35%

Reduce network congestion in concurrency events

Supports well

28%

39%

8%
28%

30%

35%
5%

12%

32%
32%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Does not support at all

I don’t know

Figure 18: Support for Video-Related Use Cases by eCDN / Peer Assisted Delivery Solutions

Next, the respondents were asked to rate the importance of supporting various video-related
capabilities inside the organization’s network. The most important capability was support for ondemand video playback, followed by live video playback and playback on mobile devices. The
perception that current eCDN solutions struggle to support reliable playback and reduce
congestion means that there is a gap in the market for a more robust solution.
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Importance of Video-Related Capabilities in an Internal-Only
Environment
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
On demand video playback

17%

Live video playback

16%

45%
31%

Playback of video on mobile devices (corporate managed
and approved devices)

11%

36%

Playback of video on mobile devices (personal devices,
BYOD)

13%

30%

Live video playback over multicast networks
Crucial

7%

Very Important

25%

31%

38%
38%
38%
43%

Somewhat Important

Figure 19: Importance of Video-Related Capabilities in an Internal-Only Environment

3.6 ROI
3.6.1

Impact on Organization Goals

Video has a significant value in relation to a number of organizational goals. The biggest
perceived value is for improving communication, with a total of 98% seeing video as
somewhat or very valuable. Other goals—such as training employees better/faster, enhancing
product marketing and brand awareness, and connecting geographically-dispersed
employees—are also important.
When asked about a variety of organizational goals the vast majority of respondents (90% or
more) saw at least some value in the use of video in nearly all the goals.
There are some goals that stand out as ones for which the majority of respondents (over 60%)
said video is very valuable: improving communication, connecting geographically dispersed
employees, and training employees better/faster. The use of video for product marketing and
knowledge sharing is also highlighted as very valuable.
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Value of Video Across Organizational Goals
0%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Improving communication

63%

Training employees better/faster

68%

Enhancing product marketing and brand awareness

25%

46%

46%

54%
36%

Making executives more relatable and personal
Celebrating corporate culture

36%

69%

Empowering employees to share knowledge
Improving networking

28%

59%
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41%
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Increasing online sales
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40%
35%

48%
45%
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Figure 20: Value of Video across Organizational Goals
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A similar question was asked in the 2014 survey, and below is a table that shows the trend over
time 3 for the value of video for those goals that were represented in both surveys:
Goal

2014

2015

Improving communication

93%

98%

Enhancing product marketing

92%

95%

Connecting geographically dispersed employees*

88%

94%

Making executive more relatable and personal

91%

91%

Empowering employees to share knowledge**

95%

91%

Boosting employee creativity

87%

89%

Celebrating corporate culture

86%

90%

Trend

*(Note: in 2014 was phrased “connecting employees”, which may not have articulated specifically the geographic distribution issue)
**(Note: in 2014 was phrased “knowledge sharing”, and therefore may also have taken into account training scenarios)

Table 2: Value of Video for Organization Goals - Comparison of 2014 and 2015 Data

Overall the value attached across all goals was very high in both years, and we can see that for
the vast majority of goals, there was even an increase in value year on year.
When looking specifically at larger organizations, the perceived value is higher in the vast
majority of areas, when comparing small and large organizations

3

Note that the survey was not designed as a longitudinal survey and therefore the respondents are different in the 2014 and in the
2015 survey. That said we still believe comparing and contrasting the findings is interesting, hence we report it here.
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Value for Organization Goals - By Organization Size

72%
77%
80%

Increasing online sales

90%

90%
85%
91%
89%

Boosting employee creativity

94%
94%
83%
90%

Enabling flexible working (e.g., work from home)
Smoothing the onboarding process of new employees

79%

98%
93%
90%

Celebrating corporate culture

97%
89%
83%
90%

Making executives more relatable and personal

94%
96%
86%
91%

Improving networking

97%
85%
90%
91%
87%
88%
91%

Empowering employees to share knowledge

99%

99%
94%
84%
91%

Creating more visibility for employee effort and
achievements
Connecting geographically dispersed employees

86%

100%
96%
94%
95%
96%
94%
95%

Enhancing product marketing and brand awareness
Training employees better/faster

99%
100%
90%
96%

Improving communication

100%
100%
95%
98%
0%

Large

Medium

20%

40%

Small

60%

80%

100%

120%

All

Figure 21: Value of Video for Organizational Goals - By Organization Size
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3.6.2 ROI Measurement
Video helps organizations save on travel costs and democratizing video creation eliminates the
cost of expensive, professionally produced videos. That said, many organizations do not
measure their return on investment at all.
Measuring video ROI is still very much a work in progress for many organizations. However in
our survey almost a half (42%) say that they use usage statistics to ascertain the ROI, while
32% rely on surveys and feedback. Interestingly, 22% of respondents say their organizations
already rely on a more sophisticated approach to measuring Video ROI, by measuring
outcomes (impact on specific business units and organization goals) while 7% measure cost
savings.

ROI Measurement
0%

5%

10% 15% 20% 25% 30% 35% 40% 45%

We do not attempt to measure ROI

42%

We rely on usage statistics (i.e. plays, minutes viewed,
users)

42%

We use surveys and feedback

32%

We measure outcomes (impact on specific business units
and organization goals)

22%

We measure cost savings
Other

7%
1%

Figure 22: ROI Measurement Methods

When invited to elaborate about cost savings in an open-ended question, respondents most
frequently cited reducing travel costs and reducing the cost of creating professionally produced
videos by allowing employees to create their own simple, yet effective, videos.
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3.7 Purchasing Criteria – Buyer’s Guides
Ease of use and reliability are the most important features of a video solution. In a video portal,
support for mobile devices and the ability to control which content is presented to which users
and what each user is allowed to do are critical. For marketing departments specifically, easyto-use video creation tools are a key gap; the number one concern when dealing with a
webcasting solution is high-quality playback.
In this section, we present findings related to the features that were ranked as most important in
a video solution in general, and then specifically for a video portal, for marketing and for
webcasting.
3.7.1 Video Solution - General
The respondents that said they are directly involved in purchasing decisions were asked to rate
the importance of several criteria when selecting a video solution. At the top of the list was ease
of use.

Purchasing Criteria
0%

10%

Ease of Use

20%

33%

Security and policy management

31%

Price

Breadth of engagement features
Market position of the vendor
Crucial

50%

60%

80%

90%

20%
21%

44%

24%

50%

26%

49%

32%

50%

17%

38%

45%

14%

37%

49%

11%
35%
Very important

100%

13%

46%

20%

8%

70%

51%

25%

Versatility (a single video platform)

video creation and authoring tools

40%

35%

Reliability, resilience and scalability

Ease of customization and extensibility

30%

44%
Somewhat important

Figure 23: Rating of the Importance of Purchasing Criteria

3.7.2 Features of Video Portal
Video portals have many features. The respondents rated the importance of several key
features. Topping the list was the ability to search, browse, and watch videos on mobile devices.
The importance of mobile video is further discussed in a following section.
It seems that more nascent features such as in-video quizzes or gamification are still
developing, with more respondents rating them as not important.
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Importance of Various Video Portal Features
0%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Ability to search, browse and watch videos on mobile…
Ability to show different content to different groups

27%

Ability to assign different roles to different users

28%

23%

40%

32%

23%

43%

31%

34%

Ability to theme and brand the video portal

20%

40%

31%

Detailed analytics on users and media entries

22%

37%

31%

Content moderation flows
Social features such as ‘like’, comments, etc
Related content recommendations

47%

29%

11%
17%

35%

Support for multiple languages

19%

31%
34%

13%

Encouraging participation through gamification

10%

31%

In-video quizzing

11%

29%

Extremely important

37%

43%

7%

Search within the video based on transcription

Ability to launch a video recorder from within the portal

42%

32%

14%

Very important

35%
34%
36%
41%
41%

Somewhat important

Figure 24: Importance of Various Video Portal Features

3.7.3 Capabilities Needed for Marketing
Those respondents working in marketing roles were asked some further questions about their
specific use of video. First, they were asked about the set of capabilities that would lead their
department to using more video in their marketing campaigns. Leading the list was easy-to-use
video capture and creation tools, followed by detailed analytics and the ability to distribute to
social media platforms.
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Capabilities That Would Lead to Using More Video in Marketing
Campaigns
Easy-to-use video capture and creation tools

50%

Detailed analytics

44%

Ability to easily distribute videos to social media platforms
(e.g., Facebook, YouTube)
A branded video portal for publishing all marketing video
content

44%
35%

Availability of a media player with call-to-action options

35%

A seamless integration with your existing Marketing
Automation System

26%

Other

9%
0%

10%

20%

30%

40%

50%

60%

Figure 25: Capabilities That Would Lead to Using More Video in Marketing Campaigns

3.7.4 Features Needed for Webcasting
Topping the list of important features for a webcasting system is high quality playback. Support
for multiple presenters, easy-to-use invitations and follow-up flow were also rated as very
important.

Importance of Webcasting Features
0%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

High quality video broadcast (no buffering, etc.
Ability to stream directly from the personal computer

31%

Easy to use invitation and follow up flow

32%

Screencast (sharing screen) as part of the webcast
Participant interaction (quizzes, polls)
Telephony integration (ability to listen via telephone)
Video media broadcasted as part of the webcast

41%

25%
16%

47%

28%

38%

27%
39%

34%

20%
28%

27%

38%
42%

24%

Dry run flow

18%

41%

Event reporting and analytics

17%

45%

Simu-live (scheduled rebroadcasting of an event

19%

Extremely important

31%

40%

26%

Support for multiple presenters

17%

37%

43%

37%

Very important

27%
33%
29%
34%

Somewhat important

Figure 26: Importance of Webcasting Features
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3.7.5 Mobile Video Features
For mobile devices, the ability to stream on-demand video is the most important, followed by the
ability to download content for offline playback and live streaming..

Mobile Video Feature Importance
0%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Mobile streaming on demand

30%

Secure download of video content for offline playback
Live mobile streaming

26%

15%

Live mobile broadcast

15%

Push notifications (i.e., on new media item created)
Integration with Mobile Device Management (MDM)
Critical

18%
10%
16%

Very valuable

27%

38%

19%

Mobile access to the video content management and
administration application

Mobile capture/recording of video content

41%

30%

42%
36%

31%
41%

40%

36%

37%

35%

40%
37%

39%
34%

Somewhat valuable

Figure 27: Value of Mobile Video Features
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3.8 Budget
The budget allocated for video-related technologies is increasing over time.
This year we identified from within the survey population the people who are directly involved in
purchasing decisions related to video technology (53%) and asked them specific questions
about budget and purchasing criteria.
These people may hold different roles, and work for different departments in the organization,
but the largest group works for the IT department /CIO office:

Department Distribution for Respondents Involved in
Purchasing
IT / CIO office

27%

Marketing

15%

Sales & Business Development

11%

General Management

9%

Training & Learning

9%

Services

6%

Operations

6%

Other

5%

Product

4%

Human Resources

4%

R&D

3%

Corporate Communications

2%

Finance

0%
0%

5%

10%

15%

20%

25%

30%

Figure 28: Department Distribution for Respondents Involved in Purchasing

When asked about the budget trend over time, the majority (66%) stated that there is an
increase in budget allocated to video technology in their organization.
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Budget Trend Over Time
24%

Budget increase over time
Budget decrease over time
Flat Budget

10%
66%

Figure 29: Trend for the Budget Allocated to Video-Related Technologies

3.8.1 Vendors
Most organizations use 2-5 vendors for their varying video-related needs, including webcasting,
webconferencing, telepresence, corporate video portal, townhall webcasts, video based training,
marketing, etc. About half of organizations are in working on consolidating their video solutions
with fewer vendors.
Below is a chart of the number of video vendors used in the various organizations:

Number of Video Vendors
80%

72%

70%
60%
50%
40%
30%
20%
10%

4%

12%

10%

2%

0%
None

1

2-5

6-10

More than 10

Figure 30: Number of Video Vendors

When asked about their organization’s plans to consolidate the various video collaboration and
communication systems under a few centrally managed solutions, about half of the respondents
said there is no plan or they don’t know, and about half reported their organization is in the
process of doing so.
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Consolidation Plans
13%

9%

There is no concrete plan for it

41%

We are planning to do it
We are in the process of it
15%

We already have finished it
I don't know

22%
Figure 31: Plans to Consolidate Video Vendors

In 2014 we asked a similar question 4, and it seems that there are more organizations that have
finished consolidation this year (9%) compared to the previous year (4%). The rest of the
categories remained similar 5.

Consolidation Plans - 2014 Data
4%
15%
There is no concrete plan for it
We are planning to do it
We are in the process of it
22%

59%

We already have finished with it

Figure 32: Video solutions consolidation – 2014 results

4

Note that the survey was not designed as a longitudinal survey and therefore the respondents are different in the 2014 and in the
2015 survey. That said we still believe comparing and contrasting the findings is interesting, hence we report it here.
5
It is our assumption that respondents that marked “I don’t know” this year selected the option “There is no concrete plan for it” last
year, since last year there was no “I don’t know” response option.
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3.9 Looking Forward
3.9.1 The Future of Employee-Generated Content
75% of respondents feel that employee-generated content will become an important business
tool within the next three years.

Will Employee-Generated Video Content become an important
business tool within the next three years?

25%
Yes
No

75%

Figure 33: The Future of Employee Generated Content

3.9.2 The Future of Mobile Video
When it comes to the future of mobile video, 84% feel mobile devices will become the primary
devices for viewing Enterprise Video, and 38% see mobile devices as becoming the primary
device for video creation too:
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Will mobile devices become the primary device for creation and
consumption of enterprise video in the next 3 years?
15%

37%

5%

Primary for both consumption and
creation
Primary for consumption but not for
creation
Primary for creation but not for
consumption
No

43%

Figure 34: The Future of Mobile Devices for Enterprise Video

3.9.3 A Vision for Enterprise Video in 5-10 Years
Respondents see video becoming a standard and driving positive changes.
In response to how they see the role of video in organizations in five to ten years’ time, most
survey respondents agree that its role will increase in importance and become more significant.
Below are some of the common aspects described, with a few sample quotes for each one:
1. Video will be standard:
a. “as normal as email” (Global digital media solutions manager in a huge US media
company)
b. “Drastically changing the landscape. In fact it would be the default before even going to
looks for instructions“ (product marketing manager at a US huge technology company)
c. “Very important. Will be the main marketing and sales generation tool” (head of marketing
and business development in a small UK technology company)
d. “Face to Face meetings no longer needed.” (Executive IT specialist in a huge US
technology company)
e. “It will be the main communication way. It will replace voice only calls.” (Senior IT analyst
in a large Brazilian healthcare organization)
f. “Simply put: expanding, both in importance and in usage. The ability to deliver
asynchronous content is extremely important for my organization's field (education) and I
imagine it is for others as well.” (Web and IT specialist in a large US education
organization)
2. Video will be a catalyst to positive changes:
a. “Video will be the tool that boost productivity because of better and faster learning” (Head
of Business Development in a small media and entertainment organization from Norway)
b. “Driving change and culture” (VP technology infrastructure at a large US financial
services organization)
c. “Video is already used for online sales, but see potential for merchandising in stores,
knowledge sharing for a retailer.” (CTO of a medium Irish retail company)
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d. “Key performers and subject matter experts will have more unrestricted access to create
content on behalf of the company to ensure anyone can find, learn and apply new skills,
tips or tricks within their current role or a role they are interested in.” (SVP Learning and
Leadership Development in a huge US financial services company)
3. Only a couple of the respondents felt that it would more or less stay the same:
a. “Unchanged. For collaborating mostly and about the same for company broadcasts.”
(Sales and marketing manager in a New Zealand telecommunications company)
b. “Increasing but NOT replacing good old human interactions and transactions, since with
machines, they are NOT people legally and cannot enter into contractual obligations real
people can.” (US government consultant / researcher)
4. And some said it is hard to tell, and depends on many other factors:
a. “It depends per organization. Depending on the type of employees and the culture it
could become large” (Knowledge manager in a medium financial services organization in
the Netherlands)
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4 Summary – How Does It All Connect?
Video is used in a wide array of areas in organizations, most notably in training and in
marketing. But the democratization of content creation is very apparent with employee
generated content topping executive communications.
Indeed, being able to communicate using video is considered to be very important in the
workplace today, and within three years, employee generated content is predicted to become an
important business tool. Employees expect the workplace to boost their video communication
skills and this expectation extends into the education system, with a wish for schools to teach
video communication skills to better prepare tomorrow’s employees. This expectation becomes
more apparent as employees both watch more and create more video as time progresses. To
support this wish for increased video communication skills, in addition to training, employees are
asking for easy-to-use tools for video capture. Employees are also voting for increased mobile
video support as a vast majority believes mobile devices will become the primary devices for
Enterprise Video.
Video has an overwhelmingly positive impact on a multitude of organization goals, with
improving communications as well as training employees faster and better topping the list. With
such great positive impact, it is no wonder that when we compare this year’s survey to the
previous year’s survey, we find that in nearly all use cases the use of video is on the rise. This
creates an IT challenge, as organization networks and current eCDN or peer assisted delivery
solutions struggle to keep up with the unique demands of video.
Organizations find value in integrating video into their existing systems and workflows, however
there is also a firm belief that video deserves its own dedicated outlet in the shape of a
corporate video portal, which provides a single access point for both internal and external
audiences, and encourages video discovery and employee participation.
The data in this survey firmly suggests that video technology is a major force in the enterprise
world. In five to ten years, video will become a standard, as normal as email or phone calls or
meetings are today. It will boost creativity, enable faster learning, and will drive a cultural
change.
In the words of one respondent, “video is drastically changing the landscape”.
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5 Notes About Methodology
This survey is our second survey on the topic, serving as an anonymous, statistically significant
exploration of the usage, perception, and trends of enterprise video. Our intent is not to present
a large-scale, longitudinal survey.
Clearly, respondents are self-selected and prone to a positive attitude towards video, choosing
as they have, to participate in a survey named “The State of Enterprise Video”. That said, the
survey is designed to provide insights into the different uses of video in a comparative manner
and explore the trends as seen by the enterprise community.
The variance and multitude of institutional roles, industries and organization sizes held by
respondents presented a challenge when analyzing the data, considering that people of
different roles and organizations of different sizes and industries have different priorities and
perceptions of video in the workplace. However, we felt that including participants from the
entire enterprise community was important, with the topic being so fundamental to all. We have
tested the results against various different groups, which were large enough to be statistically
significant and interesting to report, as described in section 0. Note that we did not report every
single case of different results, since reporting this in an exhaustive manner is not practical and
would impact the readability of the report. If you are interested in receiving information on
anything specific that was not reported, please contact us at research@kaltura.com.
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ABOUT KAL TURA
With the mission to power any video experience, Kaltura's online video platform is deployed globally across
thousands of enterprises, media companies, service providers, and educational institutions, leveraging video to
teach, learn, collaborate, communicate, and entertain. For more information visit www.kaltura.com.

,,,
�"�

�
"'"'0-

Kaltura
www.kaltura.com I http://corp.kaltura.com/company/contact-us I +1 800 8715224 I 250 Park Avenue South, 10th Floor, New York, NY
© Kaltura, Inc., 2015. All rights reserved.

