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Online video is no longer a nice-to-have addition

==  toyour marketing mix; it's becoming an essential Includes advice on:

_= toolfor small businesses trying tostand outina

_= crowded market. Yet, often thebiggest challenge . T_"éeme"g@ tocreating online
“£  for SMEsinterested in creating online video is el .

=£  takingthatfirst step. Your dream may beto create ) madfgen e o

==  something that goes viral, but where do you start? « Seven-step guide onhow to

-= Howdoyoumakeitinteresting enough to get create your online video

_ = peopletowatch-and then spread the message?

® = Whatexactly is your message? The good news,

==  writesRay Welling is creating online video is

== gettingcheaperand easier todo.
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With the arrival of faster broadband
speeds (and they're only going to get
faster in Australia when the National
Broadband Network is rolled out),
people are watching more and more
video online. Nielsen reporis that

4 2 million Australians stream video
content at least once a week,129% more
than 12 months ago.

And despite stereotypes that only
the young and unemployed watch the
most popular video site of them all,
YouTube, recent Australian research
shows that 41% of YouTube users are at
least 40 years old, 57% are working, 55%
are married and 62% visit the site at least
once a week.

More than 50% are watching either
ads or user-generated content, which
includes corporate videos. And research
by Mapes & Ross shows that people who
register a change in brand preference
after seeing a commercial or video are
three times more likely to buy a product
or service, and it all adds up to a massive
opportumnity for savvy businesses.

CHALLENGE: Make it interesting
Take a look at the quality of most of

the videos on YouTube and youll see
that cost is no longer a barrier to using
video to promote your business. Bigger
companies may have more tospend on
high production-value video, but small
companies can definitely benefit.

The biggest challenge for businesses,
especially SMEs, is taking the first step.
Video can confound people who are
only famniliar with iraditional marketing.

Developing an interesting concept is
the next challenge. Viewers have been
conditioned by years of television to
expect video to be entertaining as well
as informational, so that talking head
presentation from your MD is an online
video nono.

Matt Kaplan is head of marketing and
strategy for interactive video solutions
provider Visible Gains. "Thereisnia
magic formula for producing tangible,
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measureable video,” says Kaplan.
“However, just like other marketing
initiatives, you need to test what works
and what doesn’t and then be agile
enough to changeit

“With the rapid change in companies’
products and services, so too the
method of producing video must
change, much in the way document
creation changed with the advent of
the word processor. The new model
of ‘agile video production’ allows rapid
development, testing and refinement.
With video, we are currently at the same
stage word processing was in the 1980s.”

Another business challenge is
deciding between doing it yourself and
getting help with concept development,
production and marketing. The rule of
thumb is, if in doubt. call a professional.

Video options

The more senses that are involved

in gathering information, the more
engaging the process. If the experience
is stimulating, customers will stay

on your site longer, increasing the
opportunities for them to do business
with you. So what types of video content
can small businesses create to engage
their customers online?

News

Advantages : Building brand awareness,
generating leads

How to get it right: Avoid talking heads.
Mix things up, such as using an opening
shot before the speaker appears; insert
charts and PowerPoint slides where
appropriate; use music. And remember,
make sure it’s really news, not your
company's credentials or history.

Greg Jarboe, president of SEO-PR
and the author of YouTube and Video
Marketing: An Hour a Day, says: "Avoid
visual banality. If you want viewers to
pay attention to your video, show them
something they have never seen before”
Demonstrations
Advantages: Direct selling, customer
service, building traffic

How to get it right: Videoisa great way tc
show your product or service in action,
educate your customers and make it
seem morereal Using video, it's easy to
show them how to assemble or operate
your product. Add text overlays to take
them through the process step-by-step.
How-tos/solutions

Advantages: Building traffic, direct selling
How to get it right: How-to videos put
your product or service in context. For
example, if you sell oatmeal you could
produce cooking videos where someone
uses arecipe that includes oatmeal. It
you own a bike shop, you could produce
a serles of fravelogues on interesting bike
journeys in your city or suburb.

FAQs

Advantages: Direct selling, customer
service

How to get it right: Let your customers tell
you what you should make videos about.
An example, says Kaplan, is an insurance
company that produced a series of
videos based on the most commonly-
asked questions at their call centre. They
performed A/B testing and directed web
visitors to either a text-only page or the
FAQ videos. The conversion rate via the
video page was 240% higher than the text-
only page, and average purchases via the
video page were 13% higher.
Testimonials

Advaniages: Building brand awareness,
changing brand preference :
How to get it right:-We're social animals
and you're more likely to build trust with
customers by presenting them with
believable people who like your product
or service. But don't make them staged
or tooslick; keepitreal, evenifit'sabit
rough around the edges.

“The most effective testimonial
videos are those that show loyal users
of your product or idea testifying o its
virtues - when they don't know they're
being filmed.” says Jarboe.
Entertainment
Advantages: Viral effect, building traffic,
building brand awareness



How to get it right: This is the hardest
type of video to getright, butif you win,
you win big. It needs to be memorable
or funny, but in a way that reflecis your
brand. appeals to your target audience
and gets them talking about your
company in a way that encourages
engagement and, eventually, purchase.

Advice when making your video:

= Don't cover off more than one or two
points in your video.

¢ Keepitshort: attention spans are
shortonline and youneed a good
reason to make a video longer than
aminute Kaplan says: Don't assume
that just by capturing your company
presentation on video that someone
will sit through a 30-minute on-
demand version. Find the juicy, bite-
sized bits and make them available in

aformat that’s easy todigest”

= Usea concisely-written scriptand
rehearse; unless you're a polished
speaker, ad libbing doesn't work.

+ Don't get too many people involved.
Remember the old adage, the camel is
a horse designed by a commitiee.

* Keepitauthentic and use your own
employees or customersrather than
actors. Videos are all about creating
trust; make sure the content gives
your audience confidence in your
products or services.

Seven habits for highly-
optimised content

. Beginwiththeendin
: - mind

i Start by asking yourself what
you warnti {0 get out of the video and how

you are going o measure it7 Think about
the business objective first, says Kaplan.
“Such as grow demand, Improve website
conversion, better qualify leads, create
new opportunities or help sell more”

Set some measurable goals around
your video content so you know what’s
working. Jarboe points out that you
should measure outcomes (business
results), not outputs (page views or
downloads). Youmay want to increase
sales by 10% or double sales, or increase
brand awareness with a particular
customer group. The goal you set will
influence your choice of concept.

It's important to decide how youre
going to measure your success before
you produce the content. If you do that
preparation and thinking up front, the
actual production of the video becomes
the simplest part of the process.

find you and your competitors online.
If you have a Google AdWords account,
look for the keywords you've listed that
get the most impressions, and the ones
that are most important to you
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