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Videoconferencing has been used in the business environment for over a
generation, but new technology standards and social trends have recently
emerged that demonstrate how videoconferencing can be a useful tool
throughout the business. However, businesses still struggle with
implementation because they lack insight either into the technical challenges,
the social changes, or the practical business value that videoconferencing
can provide. This document outlines key concerns that exist for both IT and
line-of-business videoconferencing stakeholders and is intended to allow
both of these constituencies to better understand the holistic challenges and
value propositions of videoconferencing. Through the lens of Aberdeen
research, this research shows how Best-in-Class companies have maximized
value while reducing costs and maintaining compliance with key business
processes.
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Understanding Business Videoconferencing
Videoconferencing technologies have existed for decades, but have
traditionally been used for corporate communications or for limited
executive usage. Due to the challenges of managing videoconferencing
equipment and infrastructure, companies have seen this as a limited tool.
However, as consumer-grade videoconferencing has grown measurably in
scope and businesses have been pressed to connect employees in remote
areas, the business value of video has become more apparent.
As bandwidth has improved and video standards have provided greater
quality to desktop computers and devices, videoconferencing has rapidly
become more popular within the enterprise as a general communications
tool. As a result, real-time videoconferencing is available in a number of
form factors ranging from 4-inch mobile devices to suites boasting multiple
high-definition screens. With this adoption, the various value propositions of
videoconferencing have appeared in the enterprise market and challenged
potential buyers with questions about what implications may result for the
business.
From a business perspective, videoconferencing should not simply be a
technical proof-of-concept or a technology driven by specific employee
requests. There should be a business plan that defines how
videoconferencing will provide employees, partners, suppliers, customers,
or potential buyers with enough access to be able to simulate the key
aspects associated with in-person meetings and business collaboration. By
focusing on the business needs, rather than pre-conceived definitions of
video-driven communications, companies can start towards developing a
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solution that blends technology with the practical needs that line-of-business
employees truly face.
From Aberdeen's perspective, the greatest difference between consumer
technologies and enterprise technologies is in combining realistic and
reliable video with interactive capabilities that may include content sharing,
unified messaging, integration with a unified communications suite, or
support from an enterprise-grade private cloud or virtualized infrastructure
to surpass the simple consumer-grade use of a single video screen. In doing
so, the technology must actually become secondary to the use case, since
poor human-machine interfaces have been associated with confusion, stress,
and even injury based on the challenges of working with appropriate
technology 1 .
As an example, consider Aberdeen's August 2010 report, Transforming
Information Overflow to Improve Business Performance which focused on the
value of enterprise collaboration. When businesses were asked for their top
pressures for improving collaboration, they did not mention executive
needs or the Millennial generation. Instead, the focus was squarely
dependent on the business imperative to improve departmental capabilities
in product development, customer service, and sales.
To understand how videoconferencing should be pursued from a business
perspective, Aberdeen suggests a multi-pronged approach where both the
technical demands are considered from an infrastructure perspective and
the business needs are carefully explored from a line-of-business
perspective.

Answering the Technology Concerns of Video
Given the employee's needs and demands for video, companies must
prepare for the incipient need to support videoconferencing on a companywide scale. As a point of comparison, consider your organization's
experiences with enterprise mobility and social media. Over the past three
years, both of these topics went from IT afterthoughts to key concerns both
from a support and a business compliance perspective.
Although it is easy to consider videoconferencing solutions simply in terms
of the quality of video and audio, existing IT contracts, and ease of use,
there are additional considerations that must be evaluated from a business
perspective. Rather than simply focus on technical standards that may be
outdated from a current videoconferencing perspective, tech departments
should focus on the characteristics that are truly relevant to a business
environment. To make sure that IT departments are not caught flat-footed

1

EU-OSHA: The human machine interface as an emerging risk. Luxembourg: Office
for Official Publications of the European Communities, 2009.
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in their videoconferencing efforts, Aberdeen will focus on three key themes
that IT departments may not have fully considered as they look at
videoconferencing solutions: managing video performance, interoperability,
and the role of virtualization in videoconferencing.

Managing the Performance of Video as an Application
In December 2010, Aberdeen published Extending APM: Managing Application
Performance Inside and Outside the Corporate Firewall, which studied the need
to support applications that require external feedback, such as
videoconferencing calls going outside the firewall. Companies with Best-inClass application performance management deployments had higher
availability, reduced time to fix critical application issues, and reduced help
desk calls by 17%.
In this research, Aberdeen discovered that Best-in-Class organizations did
not simply monitor the application as a whole; they were also twice as likely
as all other organizations in considering the end-user Quality of Experience
(QoE) at the same time as they managed application performance. For
video, this specifically means that it is not enough to provide a simple
mechanism that guarantees bandwidth and application performance to the
caller: video performance should be seen as part of the IT ecosystem where
video QoE should be managed by an individual who understands the holistic
business need to manage application quality for enterprise applications.
Companies that simply guarantee videoconferencing QoE without thinking
about the ramifications for other mission critical applications in the
organization may find that they've won the video battle only to lose the
greater war of supporting the business.

Interoperability in the Videoconferencing World
Interoperability has been a buzzword both in the worlds of
videoconferencing and Unified Communications (UC) as organizations have
struggled with vendor solutions that have not worked with other solutions.
However, as employees use consumer-based solutions that are convenient,
but lack the enterprise scalability and efficiency that make them suitable for
business, communications and IT departments must consider how to
provide a solution that serves the greatest number of employees and gives
access to the greatest number of internal and external contacts.
In Aberdeen's November 2010 research on the video frontier, Aberdeen
found that interoperability was a key theme for successful business-tobusiness videoconferencing. End-user respondents associating
videoconferencing with a quantitative Return on Investment (ROI) and
achieving Best-in-Class status were more likely to have room-based
solutions that also connected to desktop or PC-based video solutions and
the ability to support interoperability between multiple vendor solutions
(Figure 1).
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Figure 1: Best-in-Class Support for Interoperability
Percentage of respondents (n=102)
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Source: Aberdeen Group, November 2010

Virtualizing Videoconferencing
Virtualization may also be a concern from an IT perspective as companies
seek to understand whether this key cost-cutting and service enhancing
trend of virtual infrastructure can also be associated with videoconferencing.
In Aberdeen's July 2010 research on server virtualization, we benchmarked
over 100 organizations to separate the Best-in-Class from Laggard
organizations and saw that the top 20% of respondents saw a number of
benefits from virtualizing their applications. Key benefits achieved by Best-inClass end users included the ability to decrease application downtime by an
average of 40% and reduce IT spending for software, services, and support
by 39% through their embracing of a virtualization program whereas
Laggards saw no benefit.
One of the key differentiators separating Laggard organizations from all
others was the ability to virtualize mission critical applications where even a
short failure is seen as a significant business failure. Only 28% of Laggard
organizations had virtualized mission critical applications while a majority of
all other organizations had done so.
Why were Laggards loathe to take on a strategy that had provided
significant value and reliability to the top 70% of Aberdeen's respondents? In
the case of video, virtualization has traditionally been challenging because it
is a streaming application, rather than a bursty or transaction-based
application. This leads to the business need to support relatively large
amounts of data that is not compressed or optimized before it is sent to its
destination. The fear of overwhelming these networks and virtualized
environments has kept Laggards from pursuing a virtualized video strategy
while only thinking of virtualization as a tool to assist with storage, web
applications, and pre-production applications.
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To successfully meet the demands that video provides to the virtualized
environment, companies should think about the demands of accelerating
application performance in a cost-effective fashion while successfully
optimizing network performance.

Aligning Video to Core Business Needs
In our November 2010 video research, 83% of Aberdeen respondents
identified travel savings as part of the business value provided by
videoconferencing. Although travel reduction has been a core value
proposition of enterprise videoconferencing for decades, the cost benefit
associated with reduced travel was mitigated by many of the problems
previously discussed, such as interoperability and the ability to maintain QoE
for the end user. As these abilities have improved in the market, businesses
have started to shift from this cost-driven approach to videoconferencing,
to a value-driven approach that focuses on the departments and job
functions that derive the greatest value from videoconferencing.
When respondents were asked where they gained business value from
videoconferencing, many different answers were provided ranging from IT
infrastructure optimization all the way to sales optimization (Figure 2).
Figure 2: Value Propositions Associated with Videoconferencing
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Source: Aberdeen Group, November 2010

These value propositions can be roughly divided into three categories: cost
or compliance issues such as travel reduction and green footprint,
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operational improvements including learning and development and other
efficiencies, and revenue enhancing propositions such as improved sales and
marketing. Although businesses should consider the value of cost reduction
and internal process efficiencies, businesses fundamentally exist to make
money. From that perspective, business cases for videoconferencing are
better served by understanding the potential value proposition associated
with improving business value. From this perspective, Aberdeen has deeply
studied the value of video in strategic talent acquisition, product
development, and sales.

Video-Enabled Talent Acquisition
As companies expand their reach for strategic talent acquisition from a
regional to a national or global scope, hiring managers are challenged to find
effective communications channels that provide a holistic perspective on the
value of a candidate in a cost-effective manner.
The ability to record interviews or key questions allows multiple
interviewers to gain basic information without the need for a candidate to
waste their own time and company money on providing the same answer to
multiple interviewers. In addition, the ability to record these interviews
allows managers to directly reference source interviews rather than simply
rely on an audio recording or notes. These capabilities actually add to the
efficacy of talent acquisition practices.
As companies brought video into their organization, they saw improvements
in documented feedback from the hiring management, feedback from new
hires, and even feedback from candidates who declined offers as
documented in the December 2010 report Lights, Camera, Action: Video
Enabled Talent Acquisition Takes Center Stage. By effectively supporting talent
acquisition strategies, Best-in-Class companies using video saw greater
improvements in first-year retention rate, length of strategic talent search,
and total cost per hire compared to their colleagues that had not started to
use video effectively in their talent acquisition efforts (Figure 3).
Figure 3: Video-Enabled Talent Acquisition Metrics
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Year
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Source: Aberdeen Group, August 2009
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Video-Aided Product Development
As companies become increasingly distributed, one of their greatest
challenges is to consolidate the skills and innovative ideas that exist
throughout the company and then use this feedback to improve products
and create new markets. Aberdeen has found that the average survey
respondent (with annual revenues around $2 billion) was tasked with the
challenge of pulling together nine remote sites to create new products or
services that are expected to create significant revenue for the organization.
In addition, these organizations averaged over a year to develop each new
product or service.
To meet these needs, Best-in-Class organizations have developed productdevelopment environments around the need to support remote locations.
These video-enabled environments have focused on business-to-business
video calls, multi-point calling capabilities, and rich content sharing
capabilities, such as CAD diagrams or streaming video content that shows
life-like representations and use cases for a prototype. In this use case,
quality matters, as product developers need to simulate real interactions
and detail to the greatest extent possible. A majority of Best-in-Class
organizations shared these video capabilities compared to a minority of
Laggards that were attempting to align their videoconferencing solutions
with product development programs (Figure 4).
Figure 4: Technologies for Best-in-Class Product Development
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Source: Aberdeen Group, August 2009

By adopting these technologies, Best-in-Class organizations gained a number
of benefits from their video, including reductions in time to evaluate new
ideas to fund and the overall time needed to develop a product. Although all
companies saw improvement over the past year, Best-in-Class organizations
gained additional benefits through their use of video (Table 1).
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Table 1: Video-Driven Product Development Improvement in
Past 12 Months
Best-in-Class

All Others

Time to evaluate new ideas to fund

-31%

-11%

Overall time of product development

-21%

-16%

Source: Aberdeen Group, August 2009

Video-Driven Enterprise Sales
From a sales perspective, video can provide multiple forms of value, starting
with sales training and preparation and progressing to the point of
supporting complex and remote sales opportunities.
In December 2010, Aberdeen compared the sales training approaches of
over 800 organizations through the lens of understanding how video was
associated with improved sales enablement. In this comparison, 80% of
organizations studied had some form of video used within the organization,
but only 29% were actually using video content from a training perspective.
In seeing the results of using this content in a formal fashion, the differences
in comparing organizations with formal video-based sales training to those
without were substantial (Figure 5).
Figure 5: Video-based Sales Training Results In Greater Sales
Effectiveness
Percentage Change over the Past Year
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Source: Aberdeen Group, September 2010

There was additional value achieved by organizations that also leveraged
video solutions to support direct sales. As organizations sought to close
complex sales, especially on business-to-business basis, with multiple
stakeholders and varied business needs, the value of videoconferencing
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became increasingly important to the sales organization. Rather than settle
for a cell phone call with poor quality or an easily-misconstrued email, past
Aberdeen research demonstrated how Best-in-Class organizations were
able to accelerate their time to identify business sales and time to close
opportunities to a greater extent than all other organizations through their
ability to quickly understand both the language and intent of the buyer,
share multimedia information during a face-to-face transaction, and conduct
conversations without the struggles of coordinating travel or scheduling
appropriate meeting space. As a result, Best-in-Class video deployments
focused on ease-of-use and content-sharing capabilities produced additional
value in the sales environment (Figure 6).
Figure 6: Video-Driven Benefits for Sales Enablement
Sales Metrics (n=42)
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Key Takeaways
Much like the sudden rise of enterprise mobility and social media,
organizations that fail to make a decision on videoconferencing now will find
that their employees have made the decision for them. To make a
videoconferencing decision that takes all stakeholders into account,
Aberdeen recommends the following steps:
•

Keep track of how consumer technologies have quickly
entered the business environment. Both smartphones and
social media were considered to be niche technologies five to 10
years ago, but both are now integral considerations throughout the
business. As videoconferencing is increasingly used as a home-based
or recreational technology, be prepared for employee demands to
have the same capabilities in the office. Organizations that simply
block videoconferencing, especially technologies that traverse the
firewall, will risk losing vital gains in revenue-producing activities at a
time when collaboration and innovation are increasingly important
to the organization.
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•

Align your videoconferencing solution to your existing IT
infrastructure needs. Employees will increasingly attempt to run
their own favorite consumer solutions both on their work
computers and mobile devices, but if this traffic runs through the
corporate network in an unmanaged fashion, it could ruin
application performance for mission-critical applications including
voice, ERP, CRM, and other key work tools.

•

Consider which areas of the business are best served
through a videoconferencing solution. Aberdeen research has
shown that businesses can achieve gains in operational, tactical, and
strategic areas depending on whether video is simply seen as a costreducing tool or a strategic advantage to acquire key personnel,
products, and customers. Videoconferencing investments should not
simply be seen as an IT technology that sits as an underused asset:
line-of-business users should understand how videoconferencing can
provide new capabilities that they may have previously lacked.

By better understanding the key concerns that videoconferencing provides
for the IT department, the individual employee, and the business as a whole,
companies can decide on a mature solution for choosing a
videoconferencing solution.
For more information on this or other research topics, please visit
www.aberdeen.com.
Related Research
Enterprise Video Collaboration: The ROI
of Video in Sales, Product Development,
and Project Management; August 2009
Business-Class Video; March 2010
Best-in-Class Practices for Virtualizing
Microsoft Applications; August 2010
Transforming Information Overflow to
Improve Business Performance; August
2010

Telepresence and the Video Frontier;
November 2010
Video-Based Sales Training Adds to the
Best-in-Class Tool Kit; December 2010
Lights, Camera, Action: Video Enabled
Talent Acquisition Takes Center Stage,
December 2010
Extending APM: Managing Application
Performance Inside and Outside the
Corporate Firewall; December 2010

Author: Hyoun Park, Research Analyst, Telecom and Unified Communications
(hyoun.park@aberdeen.com)
For more than two decades, Aberdeen's research has been helping corporations worldwide become Best-in-Class.
Having benchmarked the performance of more than 644,000 companies, Aberdeen is uniquely positioned to provide
organizations with the facts that matter — the facts that enable companies to get ahead and drive results. That's why
our research is relied on by more than 2.5 million readers in over 40 countries, 90% of the Fortune 1,000, and 93% of
the Technology 500.
As a Harte-Hanks Company, Aberdeen’s research provides insight and analysis to the Harte-Hanks community of
local, regional, national and international marketing executives. Combined, we help our customers leverage the power
of insight to deliver innovative multichannel marketing programs that drive business-changing results. For additional
information, visit Aberdeen http://www.aberdeen.com or call (617) 854-5200, or to learn more about Harte-Hanks, call
(800) 456-9748 or go to http://www.harte-hanks.com.
This document is the result of primary research performed by Aberdeen Group. Aberdeen Group's methodologies
provide for objective fact-based research and represent the best analysis available at the time of publication. Unless
otherwise noted, the entire contents of this publication are copyrighted by Aberdeen Group, Inc. and may not be
reproduced, distributed, archived, or transmitted in any form or by any means without prior written consent by
Aberdeen Group, Inc. (2011a)

© 2011 Aberdeen Group.
www.aberdeen.com

Telephone: 617 854 5200
Fax: 617 723 7897

