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Housekeeping Notes

Twitter hashtag

#VideoTips



Housekeeping Notes

Why Is Video So Important?

Americans Spend Nearly 3.5 Hours Per 

Week Watching Online Video



Housekeeping Notes

Why Is Video So Important?



Housekeeping Notes

4-Step Agenda:

1. How to Get Started with Video Marketing

2. How to Optimize My Video

3. Where to Publish and How to Promote

4. How to Measure Success



How Do I Get 

Started with Video?

Maggie Georgieva, HubSpot



I need a ton of resources

to get started…



WRONG
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What Do You Need to Get Started?

There are multiple options
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Produce a Video by Recording Your Presentations

Screen-capturing software

(e.g. Camtasia)
Build a Presentation
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Mix Together Some Images & Music

Video-editing

software

Video production

person

Picture + Music
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Record Footage with Your FlipCam

FlipCam or 

another camera 

to record footage

Video-editing

software

Video production

person
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What Types of Videos Can You Create?

What types of videos can I create?
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What Types of Videos Can You Create?

For Brand Awareness:

Fun TV series Meet the Team Video Podcast



Housekeeping Notes

What Types of Videos Can You Create?

For Lead Generation:

Webinars/Presentations Event Invitations In Email Marketing



Housekeeping Notes

What Types of Videos Can You Create?

For Sales Empowerment:

Case Studies Product Demos



Housekeeping Notes

Create Videos Based on Your Business Goals

Image credit: Visible Gains



How to Optimize 

Video for Marketing

Yelena Kadeykina, Pixability



© Pixability, Inc.

CREATE
Increase ROI 

Engagement TRACK
Publish

PUBLISH PROMOTE

Pixability: Video Marketing Made Easy



• About 30-40% of video views are the 

result of search queries 

• Another 30% are the result of 

social sharing on Facebook, 

Twitter, blogs, etc.

• The rest of the viewers discovered the 

video right on a website or a video 

platform (―stumbled on‖)

How Do Your Videos Get Found?

© Pixability, Inc.



• Public platforms where users can 

upload their videos (YouTube, 

Facebook, Vimeo)
 YouTube practically owns the market

• Public platforms that distribute

professional content
 Dominated by TV networks (Hulu)

• Video hosting for corporate customers
 Pretty fragmented (major players are Brightcove, 

Kaltura)

© Pixability, Inc.

Where Do Your Videos Get Found?



Search Engine:

Ranks and filters 

the videos it finds

“Posted”

YouTube and 

other platforms

“Hosted”

Company website 

with embedded 

videos

Search users

Provide a “video sitemap” to 

Google that contains a list of the 

videos that you host.

Google will find these videos 

much more quickly and rank 

them higher for the right 

keywords.

Use strong description texts and 

plenty of tags.

Post to multiple platforms.

What Can You Influence?

© Pixability, Inc. 4



Pixability’s new Online 

Video Grader automatically 

measures how effectively a 

company uses video 

marketing:

• Use of video on company 

website

• SEO results

• Effectiveness of company 

YouTube channel

Pixability Video Grader www.onlinevideograder.com

8



The Top 3 Things Successful 

Video Marketers Do Differently

1. Produce way, way more videos:

Top marketers published 11x more videos on 

YouTube

2. Invest in metadata that drive SEO:

Top marketers used 52% more tags, 20% longer 

description texts and 585% more playlists

3. Use video assets on all channels:

Top marketers had 53% more videos on their 

websites
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Successful Marketers Produce…



• Have a lot of videos with various topics to attract 

niche traffic

• Use long, keyword-rich description texts and 

plenty of tags

YouTube Success Recipes

© Pixability, Inc.



• Have a link (http://…) as the first thing in the 

description

YouTube Success Recipes

© Pixability, Inc.



• Use annotations for call-to-

action 

• Be active in the community

• Use playlists

YouTube Success Recipes

© Pixability, Inc.



• Have a landing page video on your Facebook page

• Have a follow-up video for ―new‖ fans 

Facebook Success Recipes



• Have a customized video tab

• Find influencers and those who are most likely to share 

your videos

Facebook Success Recipes



THANK YOU!

Upcoming Pixability Webinar: Online Video Grader: How to Rock Video 

Marketing Optimization. 

Register today at www.pixability.com/graderwebinar

Try Pixability’s Online Video Grader today:

www.onlinevideograder.com

Thank you!

© Pixability, Inc.

http://www.pixability.com/graderwebinar
http://www.onlinevideograder.com


Sharing and 

promoting video

Jay Wilder, Prod. Marketing Director, myBrainshark



Key Video Considerations

•

suspects prospects customers

Audience

Video types

Placement

Goal

Personality Testimonials
Thought 

Leadership
Demos How to’s Company/product

Entertain Trust Inform
Drive 
Traffic

Convert Adopt Re/Upsell Refer



Different videos, placements, goals

Personality

Trust

Product 

Your message mix and calls to 

action should vary

Your branding should 

be consistent



3 Golden Rules



Website: product

Product overviews and demos



Website: trust

Establish trust with authentic 

customer testimonials



Website: content marketing

Thought leadership.  Opt-in 

option for valuable content.

Great use of 

preview ->



eCommerce: conversion

+40% growth of video views on retail sites 2010

(2x vs. non-retail sites) 

68% of top 50 online retailers launching video programs



eCommerce: conversion

• 58,000 short videos of mostly staff—not professional 

models—showing off shoes, bags and clothing in 2010. 

• Video explanation = +10% purchases, decreased returns

+10% sales

http://on.wsj.com/grhpfH

Inform, personality, trust, demo

http://on.wsj.com/grhpfH


Website: engagement

Inviting users to add their video testimonials



Blog

Blog videos can be ―business casual‖…

―Better to be on time than perfect.‖

Variety keeps people coming back            

Goals: engagement, sharing, site  

traffic, repeat visits



Blog: inform, engage, trust, personality, news, thought 

leadership, fun….

How to’s

Customer 

features

Vision/thought leadership 

(by you and guests) 

Fun stuff

News/Vision

Event clips 

/ Replays / 

Previews

Product 

updates

Valuable 

content



Email: show and tell

Clearly a video…single call to 

action.
Open Rate 13% 

- ―normal‖

Clickthrough 10% 

- 300% increase!



Social Media

“The Big 4”



Social Media

Give valuable advice and content!  Be informative or entertaining!

Don’t oversell!

Trust Sharing Interaction



YouTube

• Drive site traffic

SEO

• Show personality

• Sharing/commenting

• Ad network

• Video responses

:) :(
Blocked by businesses

SEO competition?

Your competitors are there 

too.



YouTube: content marketing

Competition’s 

ADS

Content marketing - tips

Case study

How to

How to

Case study

Content marketing - tips

How to/demo



Youtube: content marketing

Call to action – Drive site traffic from YouTube

7 min of how-to Push to website to complete



YouTube Video Reponses

YouTube Video Responses

Vision, trust



Free YouTube Tools

Insights Video Editor



Facebook: personality

Vs.

Much lower opt-in threshold…customer data already in FB.



Facebook: personality

―Like gating with video‖



Twitter: real time, content marketing

Content Marketing

Real-time updates

Overviews/demos



LinkedIn: interaction, trad. overview

Real-time and content marketing

info for groups and discussions – ie. 

Events, how-to’s, top 10’s

Overview info on Company PageOverview about you and/or 

your company



Mobile

Smartphone market to grow 50% this year

Mobile video views soars 40% (in 2011)



QR Codes



QR Codes

• Connect the offline and online world

http://dhornbein.com/
http://www.clevercupcakesmontreal.com/


Keywords and SMS Campaigns

Keywords SMS Campaigns



Platforms

• Tracking

• Privacy

• Distributed authorship

• Content management

• Online/mobile playback consistency



myBrainshark.com



How to Measure

Success of Video

Jim Kukral



How To Measure Success?

Standard Analytics Such As...

• Video views (plays)

• Embeds (reach)

• Watch for spikes & correlate to events/promotions/mailings, etc.

• Google blended search results

Advanced Tools...

• YouTube Insights

• Google Analytics



How To Measure Success?

Conversions, Conversions, Conversions...

• ROI is what matters

• Use video on landing pages

• Test, test, test!

• Calls to action during video (lower third) (annotations)

• Calls to action at end of video (Fiverr.com & Animoto.com)

• Use special tracking link and/or coupon code (bit.ly)

• Add video to your local page

• Ask for video testimonials



How To Measure Success?

Standard Analytics Such As...

• Video views (plays)

• Embeds (reach)

• Watch for spikes & correlate to events/promotions/mailings, etc.

• Google blended search results

Advanced Tools...

• YouTube Insights

• Google Analytics



Thank you!
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