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THE COMPLETE GUIDE TO VIDEO MARKETING
FOR BEGINNERS

Creating a successful video marketing strategy for your business

Over the past decade, video has taken the internet by storm. First, through viral home
videos; then, through the streaming of web series, movies, and television shows. And
today, online video is no longer just for entertainment. Big brands and businesses
are using video to market themselves and consumers are eating it up. But, for many
smaller businesses, the idea of marketing with video is still daunting. This guide breaks
things down to show you how easily (and quickly) you can get started with video.

Let's dive in!



WHY VIDEO?

Before we get into the nitty-gritty of building your video
marketing strategy, we thought we’d share a few compelling
stats around why video is a must for today’s businesses—in
case you're not already convinced.
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Video is predicted to reach 80% of of people say they’d like to see more
all internet traffic by 2020t video from brands in 201&
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Why are consumers so engaged with video? Video tells a story in a way that text and
photos alone simply can’t compete with. Through video, you can express your business’s
personality and build a foundation of trust with consumers.

Video also stands out from other social media posts. In fact, in a 2015 report examining
organic reach on Facebook, social media analytics service Socialbakers found that “native

Facebook videos get more reach than any other type of post.” This still holds true today.

1 Cisco Visual Networking Index: Forecast and Methodology, 2015-2020.
2 Wyzowl, Fourth Annual State of Video Marketing Survey.
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64% of consumers say watching a marketing Using the word “video” in an email subject line

video on Facebook has influenced a purchase boosts open rates by 19% and click through rates
decision in the last month3 by 65%#

And let’s not forget the fact that YouTube is the world’s second largest search engine.
Not only does hosting videos on the Google-owned platform lead to higher placement
in search results, but it may also increase your chances of being discovered by 1 billion
YouTube users searching for content. And searching they are—in fact, according to

a Google Consumer Survey; “67% of millennials agree that they can find a YouTube
video on anything they want to learn.” If you're not there to meet them with related
content, you're missing out on valuable leads.

3 Animoto report, The State of Social Video 2017.
4 Hubspot, 42 Visual Content Marketing Statistics You Should Know in 2017.
5 Google Consumer Survey, April 2015, U.S. Online population aged 18-34 n=385.
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WHAT ARE YOUR GOALS?

To make things simple, we’'ve broken our strategy down into
three sections: determining your objectives, deciding what
videos to make, and distributing your videos. We’ll start

with determining your objectives.

You should always understand why you’re doing what you're
doing before you jump in. Is your goal to increase brand
awareness? Boost sales? Build a social media following?
Before you start making videos, take some time to list out

your goals so that you can plan to create the right content.



THE CUSTOMER JOURNEY

As a part of determining your objectives, it's important to understand the customer
journey. This will help you understand what types of videos will work best for achiev-

ing your goals.

STAGE 1: AWARENESS

Before a customer can buy from you, they must become aware of your business, a

specific need or problem, and the fact that you offer a solution to this problem. This
is where the first stage of the customer journey—awareness—comes in. During this
stage, your video marketing strategy should be focused on getting your name out

there to potential customers who don't already know about you.
Ask yourself: What is the brand message you want to convey?

Pro tip: It's important that videos geared towards awareness are easily discoverable
and engaging. Creativity and personality are key in this stage. You want to make sure
prospects remember you.

STAGE 2: CONSIDERATION

Once potential customers become aware of who you are, they move into the con-
sideration stage. They’re trying to learn more about you, comparing you to similar

products and services, and trying to make a decision about whether they want to

p <

become your customer or not.
Ask yourself: What can you do to make yourself stand out from the competition?

Pro tip: Knowledge is a key differentiator that can set you apart. By sharing useful
and valuable information that’s relevant to your business, you’ll show potential cus-

tomers that you know your stuff.

STAGE 3: DECISION

You're going to love this stage: Decision is where the customer makes the choice
to buy your product, visit your store, sign up for your mailing list, or take whatever

<LK«

action you want them to take.
M Ask yourself: What can you do to convince the potential customer to take the dive?

Pro tip: Conveying a sense of urgency, with time sensitive deals or promotions, can

be a solid strategy during this stage.
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4 TYPES OF BUSINESS VIDEOS

BRAND EXPERTISE PRODUCT AD HOC
VIDEOS VIDEOS VIDEOS VIDEOS

0000

Now that you’ve familiarized yourself with the customer journey, we're ready to take

you on a journey through four categories of videos that businesses can use to achieve
their goals, along with some case studies to illustrate each.
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9 @ © 1. srAND VIDEOS

The first type of video you should have for your business is a brand video—that is, a
video showcasing who you are and what you do. This category includes videos such
as company overviews, about me or about us videos, highlight reels showcasing your
portfolio to let your work speak for you, and videos about your mission and values.

Where to post: Brand videos work well on your website, at a tradeshow booth, in a
storefront display, or anywhere you want to visually display who you are and what you
do. They can also work nicely for Facebook or Instagram ads.

/
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CASE STUDY Let's take a look at an example of a

PURE BARRE
RED BANK

brand video at work. Pure Barre Red

Bank, a local fitness studio in Red Bank,

New Jersey, used CVI.com to create a
short video ad to market their studio.

It took less than a week for Pure Barre
Red Bank to have and share their
video ad on Facebook and Twitter,
using photos and videos shot at their
fitness studio, paired with text. The
marketing video gave viewers a sneak
peak into the member experience at
Pure Barre Red Bank, without their
ever having to step foot into the studio.

CREATIVE WIDEO IMAGING.COM

Co-owner Melanie Colman says,
“Using CVI for video creation boosted
traffic to our Facebook and Instagram
pages. The text and branding options
are perfect for getting the word out
about what we do here at Pure Barre
Red Bank, and it's an effective way to
share our specials and offers.”

Pro Tip: When you’'re posting your
video somewhere that viewers may
not be able to hear it—on Facebook
or Instagram, in a storefront, or at a
tradeshow—well-written captions and
titles are even more important.



@ © 2. expERTISE VIDEOS

As a business owner or marketer, you’'ve got a unique perspective and insight into the
industry you're working in. A real estate agent, for instance, knows much more than
the average Joe about the experience of buying and selling homes; a chef in a restau-
rant knows how to cook amazing food; and a florist, as you'll see in the case study
below, knows how to create beautiful bouquets. Sharing your knowledge through
videos showcasing your expertise, such as how-to tutorials and behind-the-scenes
videos showing you at work, is a great way to demonstrate your capabilities and show
potential customers that you know your stuff.

Where to post: Expertise videos work well on YouTube, where you can reach the audi-
ence that's searching for advice and how-to videos related to your industry. They can
also make for shareworthy Facebook posts.

CASE STUDY In this example , boutique floral de-  and hired Jill to create florals for gifts,
TV GIRL signer Jill Gaynor teaches viewers events, and meetings.
FLOWERS how to create their own floral arrange- J
Photography by ~ Ments with videos on YouTube and
Diane Hu  Facebook, including a DIY flower gift
box for Valentine’s Day. These videos
give Jill an opportunity to show off

her expertise, as well as her product.
Pro Tip: When creating expertise vid-

eos, don’t forget to add information to
let viewers know where they can learn
more about you and your business. In
this example, Jill includes her website
information to let viewers know where

ill says, “Before | used CVI, | kinda
approached video marketing with a
bit of trepidation. And now CVI is an
essential part of my creative process
in building brand awareness.”

Less than a year after uploading her
first video, Jill's YouTube channel
boasts over 24,000 minutes of vid-

eo watched, with the average viewer
sticking around 1:03. The videos have
also brought in sales. A music agent
at a top talent agency saw the videos

they can go to place an order.
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3. PRODUCT VIDEOS

Product videos give potential customers deeper insight into your product. This cate-
gory includes videos about specific product features and specifications, videos show-
casing how and why to use your product, “unboxing” videos, and videos addressing
FAQs. Testimonial videos, featuring satisfied customers talking about your products,

also fall under this category.

Where to post: Product videos and testimonials are most helpful on product pages
on your website and other e-commerce websites where your products are sold. They
can also work nicely on social media, especially if you're telling a unique story about

a product.

CASE STUDY Nu-Era Bakery in West Virginia, took a unique posted the video organically and it started

NU-ERA approach and told the origin story behind taking off almost immediately. The original

BAKERY one of their products—the pepperoni roll—in video was shared over 4,000 times and
this example. received over 200 comments, many with
The video paired behind-the-scenes photos people tagging their friends, resulting in

and video clips of the rolls being baked, in even further reach. There were over 1,600

addition to an historical image, purchased comments across shared instances of the

from ShutterStock. They paired the photos video.
and video clips with big, bold titles, making Pro Tip: When creating product videos, feel
it easy for viewers to follow the story of the free to get creative. Share a backstory or go
popular snack. When the video was done, behind the scenes, like Nu-Era did, share a
they posted it on their Facebook page. how-to video featuring the product, or take
advantage of the power of video to showcase

“The results were absolutely overwhelming,”

co-owner Larry Albright told us. Nu-Era your product in use, from different angles.
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4. AD HOC VIDEOS

Ad hoc videos are the one-offs that are done for a specific purpose. For instance,

event recaps, holiday videos, and videos around special occasions would fit into

this category.

Where to post: For ad hocs, the distribution channels may differ depending upon

what the video is about. We'll discuss the types of videos that perform best for each

channel later on.

WRLY TR

CASE STU DY Rescue Chocolate, a vegan choco-

RESCUE
CHOCOLATE

late purveyor, reached over 1 million
people and helped save the lives of
Pit Bulls in Montreal with a well-timed
ad hoc video in this example.

In September 2016, they learned of
a bill that Montreal’s city council had
passed banning Pit Bulls that would
have resulted in an increase in the
number Pit Bull euthanizations. Sarah
Gross, the owner of Rescue Chocolate,
wanted to spread awareness about
this issue and encourage people to

sign a Change.org petition related

to the issue.

Owner Sarah Gross says, “l am amazed
at how much | can communicate
about my brand’s mission with video.
The fact that this video got people
thinking about the issue nearest to

my heart was invaluable.”

Pro Tip: Topical video content, tied
to current events or holidays, can do

wonders for driving engagement.
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DISTRIBUTING YOUR VIDEOS

When it comes to video marketing, creating great video
content is half the battle. But once your content is
created, it's time to distribute it. Where and how should
you post your videos? We'll provide some quick tips to
help you boost visibility and get the best reach for your

marketing videos.

Different types of content perform better in different
places, which is why we’ll be breaking our tips down ac-
cording to channel. We'll dive into strategy for distributing
videos on your website, on YouTube, Facebook, Twitter,

and Instagram.

CREATIVE VIP>EO iIMAGING.COM
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OPTIMIZING YOUR VIDEOS FOR SHARING

Before we get into specifics, no matter what platform you’ll
be sharing your videos on, there are a few things that you
should always make sure to do:

LOVE FLOWERS?
WE DO TOO!

WWW.CITYGIRLFLOWERSNY.COM

« Choose a vibrant cover image. Your cover image, or video thumbnail, is one of the
main factors driving people to watch your video (or not). Be sure to choose an
eye-catching image that will make people want to click to watch.

« Don’t leave ‘em hanging. Always indicate the next step you’d like your viewers to
take after watching your video. You can do this by adding instructions to the video

with text, in a voice-over, or in the description of your social media post or ad.

» Plan for sound off. 85 percent of Facebook video is watched without sound. Use text
to ensure that your video can be understood with or without sound.

CREATIVE VI>EO IMAGING.COM
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DISTRIBUTION TIPS BY PLATFORM

YOUR WEBSITE

« Make sure your video content is easy to find. Unlike social pages, which have minimal
navigation, your website will likely have multiple pages featuring different types of

content and topics. Some good spots to feature video include front and center on

your homepage for company overviews, your About Us page for behind-the-scenes
and videos that tell the story of your company, and product pages for product videos.

« Test your site on mobile. Today, more and more people are consuming web content
on mobile devices. According to our 2015 Online and Social Video Marketing Study,

55 percent of consumers watch at least one video on mobile per week. Always test
your website using a mobile browser to make sure your videos are displayed and
play properly.

« What to post: Company Overview, Product Videos, About Me Video, Customer

Testimonials

FACEBOOK

« Avoid the hard sell. On Facebook, you’ll draw more engagement with content that
educates, inspires, and entertains over content that is just about your product or

service.

« Captivate in the first few seconds. Because native Facebook video auto-plays in the

News Feed, it's critical to capture viewers’ attention in the first few seconds.

« Target. Use Facebook Ads Manager to get your videos in front of just the right
audience. Target according to location, interests, and more.

« Go square, Square videos take up 78% more space in the News Feed. Create square
videos to stand out and stop more thumbs as they scroll.

« Use text. 85% of Facebook videos are watched without sound, so plan for sound-

off viewing.
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« Think visual. Instagram was originally just a photo-sharing app and, as such, Instagram

users are used to seeing beautiful, striking images in their feeds.

« Keep it short. Instagram videos can be 1 minute, but since they loop, and viewers
can’t see how long they are, it's best to keep it under 30 seconds.

« Showcase a product. Selling a visual product, like clothing or jewelry? A video ad
featuring nice product shots can work well on Instagram.

« Remember to set a cover image for your videos. Once published, you can’t update.

- « Plan for intent. What are your potential customers interested in? What are they

searching for? Create videos around these topics so you show up when they search.

« Optimize metadata. Make sure to use good titles, descriptions, and tags with relevant

keywords to make sure your videos show up in search.

« Educate. Showing up is the first step, but your videos also need to be useful. Create
longer videos (2+ minutes) that share your knowledge.

« Be eye-catching. Choose a thumbnail image that’ll draw viewers in and stand out

from other videos.

_ « Be quick. Twitter videos can be up to 2:20. But since Twitter users are used to short

updates, it's best to keep your Twitter videos short too. Try 30 to 45 seconds.

« Be punchy. Catch people as they're scrolling by starting your video with an eye-catch-
ing image or video clip or intriguing line of text.

« Be relevant. Join existing conversations and prep for events, trends, and holidays

you know people will be talking about.

« Use hashtags. Hashtags can help you get your videos in front of a wider audience.
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GETTING STARTED

Taking the leap into video marketing may feel overwhelming, but getting started is
actually easier than you may think. You can create professional videos with a handful
of assets, including your logo, photos and video clips of your products or services,
your storefront or workspace, and yourself. And you may already have many of these
on hand. Repurposing existing media can be a great way to save time when creating

your first video.

HERE ARE SOME PLACES TO LOOK FOR PHOTOS, VIDEQS,
AND OTHER ELEMENTS TO INCLUDE IN YOUR VIDEO:

« Images and video from recent trade- « Dropbox or other photo storage apps
shows and events (e.g. Flickr, SmugMug, etc.)

« Your mobile device » Your website

« Facebook and Instagram « Brochures about your business

« Stock image sites « Customer images and reviews on Yelp

Note: If images and videos were created by someone other than you, be sure to get

their permission before using them in your videos.

CREATIVE VIEO IMAGING.COM t



SHOOTING YOUR VIDEO

If you do want to venture out and shoot your own photos and videos, you don’t need

to hire a professional photographer or videographer. You can easily shoot photos and

videos on your own using a consumer camera (or even your mobile device!).

HERE ARE A FEW TIPS:

« Be aware of lighting. Make sure to shoot photos
and videos in locations where there’s plenty of

light. This will make for crisper, more profession-
al-looking images.
« Stabilize your camera. Shaky footage can be hard

to watch. You don’t want to make your viewers

dizzy, so be sure stabilize your phone or camera.

« Shoot in landscape. While portrait (vertical) pho-

tography can often look nice, when it comes to
video you’ll want to shoot in landscape (hori-

zontal). This will make your videos look more

CREATIVE VID>EO iMAGING.COM

professional, as the image will take up more of

the screen.

» Keep video clips short. If you keep your camera

on and shoot a 20-minute video clip, it's going to
be difficult and time consuming to edit out the
parts you want to use later. Instead, shoot short
video clips. Start recording a couple seconds
before your shot and stop a couple seconds after
you get the shot you want. This will make it much
easier to trim down your footage when you create

your video.
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EDITING YOUR VIDEO

Once you've compiled all of your assets, it’s time to edit your video. Whether you're
using a professional video editing software, or Creative Video Imaging, there are
several things to think about and incorporate into your video.

« Video style. Select a style for your video that fits « Call to Action. Don’t forget to add a call to action.
with your business, in terms of fonts, colors, and You can let viewers know what to do next with a
effects. We offer a large collection of professional talking head, text slide, or a call-to-action button.
marketing video styles and starter templates that

Pro Tip: Keep your videos short and to the point. In

can easily be customized to fit your brand. a recent survey® we found that nearly two-thirds

o Text. Think about how you can use text titles and of consumers prefer videos under 60 seconds. 10
captions to tell your story. to 15 images or video clips will result in a video
o Music. Select music that fits with the personality that’s approximately one minute long.

of your business. If you'll have people speaking
in your video, avoid music with lyrics, as it can
be distracting.

THAT'S IT!

Now that you're armed with an understanding of why video works, how you
can use it to achieve your goals, and how easy it is to get started, you're

ready to begin reaping the benefits of video marketing. And we’re here to help
every step of the way. From creation to broadcast, we’ll create the right mix of elements
to get your business noticed.
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Creative Video Imaging creates awesome
professional marketing videos for any business.

Features include:

2,000+ COMMERCIALLY VOICE-OVER
LICENSED MUSIC TRACKS

VIEWABLE ON o TEXTAND GRAPHICS
ANY DEVICE /

PROFESSIONAL SCRIPTS [ ] DOZENS OF STYLES
| TO CHOOSE FROM

CREATIVEYiPEO

Be-

imAGiING oM
FPUsSH Ylng To ProrT

Find out more: https://creativevideoimaging.com/


https://creativevideoimaging.com/
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