
 
  

Vine's Rise and Fall 

Idea In Short

Vine let anyone shoot and share a six-second looping video, and for three years it shaped
internet culture more than its size ever suggested. Twitter bought the app in October 2012,
before it had even launched, for a reported 30 million dollars. Vine grew to more than 200
million active users and produced a generation of internet-famous creators, yet Twitter
never built a way to pay them or sell ads against their clips. When creators left for YouTube
and Instagram, where sponsorship deals actually existed, Vine's growth stalled. Twitter
announced the shutdown in October 2016 and closed the app in January 2017. This article
traces how Vine's business model worked while it operated, and why an app with hundreds
of millions of users could not turn that audience into revenue.

Vine — Business Model CanvasKey PartnersTwitter (owner and funder)Content creatorsMusic labelsCDN providers

Key ActivitiesApp and platform developmentContent moderationDiscovery feed engineering

Key ResourcesUser-generated contentCreator communityTech infrastructure

Value PropositionsEasy 6-second video creationCommunity and discoveryFast fame for creatorsYouth audience reach for brandsSimple embed and sharing tools

Customer RelationshipsLikes, follows, commentsCommunity-driven engagementInformal creator outreach

ChannelsiOS and Android appsVine.co websiteCross-platform embeds

Customer SegmentsTeens and young adultsContent creatorsYouth-focused brandsTwitter (internal use)

Cost StructureEngineering and video hostingContent moderation and ops Revenue StreamsAds (planned, never launched)Sponsored content (unlaunched)

A six-second idea Twitter couldn't resist

Dom Hofmann, Rus Yusupov and Colin Kroll founded Vine in June 2012 as a mobile app for
shooting and looping short video clips. Twitter acquired the startup that October, before it
had even launched publicly, reportedly paying around 30 million dollars for a product with
no users and no revenue.1 Twitter's bet was straightforward: video was becoming central to
how people used social media, and Vine's six-second loop format was distinctive enough to
stand apart from long-form YouTube uploads. The app launched publicly in January 2013
and passed 13 million active users on iOS within its first five months.

Building an audience faster than a business

Vine's growth came from how easy it made creation. Anyone with a phone could shoot, edit
and post a looping clip in minutes, and the format rewarded short, punchy comedy, music
and stunt videos that were simple to watch and share. The app added a For You discovery
feed in 2015, similar in concept to what TikTok would later popularize, surfacing clips based
on a user's viewing habits rather than only their follow list. Vine eventually reached more
than 200 million active users, a number that made it one of the most-used video apps of its
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era, but the company behind it treated that growth as the goal rather than the starting point
for a business.

The creators Vine minted and couldn't pay

Vine turned ordinary teenagers into celebrities. Performers like King Bach, Logan Paul and
DeStorm Power built millions of followers on the app and used that reach to launch acting,
music and brand-endorsement careers elsewhere. In 2016, a group of roughly 18 of Vine's
top creators met with the company and asked for 1.2 million dollars each, in exchange for a
set volume of original content every month.2 Twitter declined, reportedly wary of setting a
precedent for paying creators across its other products. The creators who had built Vine's
most-watched content largely stopped posting original videos on the app after that.

Why the advertising money never showed up

Vine's core problem was that it never built a way to convert its audience into revenue.
Twitter had reportedly discussed selling sponsored content or running ads inside the app,
but neither ever launched at scale. Six-second clips did not fit well into the display and pre-
roll advertising formats that generated money for YouTube, and the programmatic ad
infrastructure for very short-form video simply did not exist yet in the 2013-to-2016 window
Vine operated in. Without an ad product, Twitter had no revenue to share with creators, and
without paid creators, Vine had no way to keep its best content coming.

Vine had the audience a media company would envy and the revenue of a hobby
project.

Losing ground while competitors caught up

Instagram added 15-second video sharing in 2013, directly targeting the format Vine had
popularized, and Snapchat's disappearing-video features pulled in the same teenage
audience Vine relied on. Both competitors backed their video products with businesses that
already generated revenue elsewhere, giving them room to build creator tools and ad
products that Vine's parent company never funded for its own app. By late 2016, usage on
Vine had visibly declined as both viewers and top creators migrated toward platforms where
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a video could translate into paid brand deals or ad revenue.

The shutdown Twitter had circled for months

Twitter announced on October 27, 2016 that it would discontinue the standalone Vine app,
publishing the decision on Medium as the company was also cutting roughly 9% of its
workforce and had recently failed to find a buyer for itself.3 The company kept the website
and video archive online so users could watch and download existing clips, but new uploads
stopped in January 2017. Coverage at the time noted that Vine had counted more than 200
million active users at its peak yet still could not sustain itself inside a parent company that
was cutting costs across the board.4

A ghost brand Elon Musk keeps resurrecting

Twitter kept the Vine name and archive after the shutdown, and ownership passed to Elon
Musk when he acquired Twitter in 2022 and later rebranded it as X. Musk polled users about
reviving Vine within days of taking over the company, and analysts pointed out that reviving
the app would not solve the underlying problem: Vine failed because it never built a
monetization system for creators, not because the format itself was unpopular.5 In 2025,
Musk said X had recovered Vine's video archive and floated an artificial-intelligence-based
version of the app, though nothing has shipped as a working product.6

Key Partners

Twitter was Vine's owner and sole financial backer, funding its infrastructure and
engineering team without ever spinning it into a self-sustaining unit. Content creators
functioned as unpaid partners in practice, supplying the videos that drove the app's growth
and virality. Music labels had an informal relationship with Vine as their songs became
soundtracks to viral clips, though little formal licensing revenue changed hands. Content
delivery network providers handled the video-streaming infrastructure that let millions of
short clips load instantly worldwide.

Key Activities

Vine's engineering teams built and maintained the mobile app across iOS and Android along
with the companion website, continuously updating both to handle rising video traffic.
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Content moderation was a constant activity, given how much user-generated video the
platform hosted and how quickly it could spread. The company also worked on discovery
features, most notably the 2015 For You feed, aimed at keeping users engaged by surfacing
relevant clips rather than relying solely on follows.

Key Resources

User-generated content was Vine's most valuable resource, since the app itself was only a
distribution and creation tool without that constant stream of new clips. Its creator
community, particularly the roughly 200 individuals who accumulated outsized followings,
functioned as an informal talent roster that gave the platform cultural relevance. Twitter's
technology infrastructure and engineering staff underpinned everything from video
compression to the recommendation systems that powered discovery.

Value Propositions

For teenagers and young adults, Vine offered a fast, low-effort way to create and consume
comedy, music and lifestyle content, along with direct interaction with the creators behind it.
For content creators, the app offered rapid audience growth and cultural visibility, even
though it offered little in the way of direct payment for that reach. Brands that partnered
informally with popular Viners could reach a young, highly engaged audience that was
otherwise difficult to advertise to through traditional formats.

Customer Relationships

Vine's relationship with its users ran largely through the social mechanics built into the app
itself: following, liking, commenting and remixing other people's videos. The company relied
on community-driven engagement rather than direct customer service to keep users active,
since the app had no paid tier or account management needs. Brand partnerships and
creator relationships were managed more informally, through direct outreach rather than a
structured advertiser platform.

Channels

Vine distributed primarily through its own iOS and Android apps, supplemented by a website
where clips could be viewed without an account. Embedding was a significant channel:
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users could post Vine clips onto other sites and social networks, including Twitter itself,
which extended the app's reach well beyond its own user base. Word of mouth and creator
cross-promotion functioned as an additional channel, since popular Viners often had
followings on other platforms that funneled new users back to Vine.

Customer Segments

Teenagers and young adults made up the bulk of Vine's user base, drawn to its short-form
comedy and music content. Content creators formed a distinct and important segment,
using the app to build audiences that they could sometimes convert into careers elsewhere.
Brands looking for youth-focused marketing exposure represented a smaller but growing
segment as Vine's cultural relevance rose. Twitter itself was effectively an internal
customer, treating Vine as a feature meant to keep users engaged with its broader
ecosystem.

Cost Structure

Vine's largest costs were engineering and infrastructure, covering app development, video
hosting and content delivery for a platform serving hundreds of millions of video views.
Content moderation and community management added ongoing operating costs, given the
volume of user-generated video the app had to review.

Revenue Streams

Vine did not generate meaningful revenue during its operating life. Twitter explored
advertising and sponsored content as potential revenue streams but never launched either
at scale before shutting the app down in 2017.

1Vine's founding and Twitter acquisition
2Vine creators' pay demand
3Twitter's Vine shutdown announcement
4Vine's shutdown and cultural footprint
5Analysis of why a Vine revival faces the same problem
6Musk's renewed Vine revival attempt
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https://techcrunch.com/2016/10/27/twitter-is-shutting-down-vine/
https://www.vice.com/en/article/rip-vine-vgtrn/
https://www.technologyreview.com/2022/10/31/1062465/elon-musks-plans-to-revive-vine-face-one-big-problem-the-reason-it-closed-originally/
https://www.benzinga.com/markets/tech/25/08/46817713/elon-musk-again-trying-to-revive-vine-video-archive


Summary

Vine's failure was not a failure of popularity. Millions of people opened the app daily, and its
creators became recognizable names on television and in advertising long after the app
itself disappeared. What Vine lacked was infrastructure: a way to route advertiser dollars to
the people making content worth watching. Instagram and YouTube built that infrastructure
and absorbed Vine's audience and its creators within a year of the shutdown. The lesson
persists in how platforms are built today. User growth without a monetization plan is a
countdown, not a strategy. Vine remains a reference point in product and media strategy
discussions precisely because its numbers looked so healthy right up until the app closed, a
reminder that engagement metrics and revenue metrics are not the same thing.
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