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INTRODUCTION

I wanted to better understand where online marketing is going.  So, I spent several weeks gathering and consuming vast amounts of information published by marketing gurus, business experts and online marketers.  

I’ve compiled and compressed everything I learned and put it into this simple and concise report that will provide you with a clearer understanding of online marketing.  It focuses on video content marketing for two reasons; one-I’m a video producer and two- Marketing research predicts that not having company videos online is paramount to a business not having a website.  

It’s important to note that most of the subject matter and strategies discussed in this paper apply to both B2C (business to consumer) and B2B (business to business) companies.  



TRADITIONAL AND ONLINE MARKETING

If you’re like most small business owners you’ve tried traditional print and broadcast marketing and gotten little results. Why? The fact is that the way people consume media is changing and traditional forms of marketing aren’t as effective as they once were. In turn, people are spending more time on the internet and their mobile devices.  (see chart below)  
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Only 23% of U.S. adults read a print newspaper regularly and radio and television engagement is constantly declining due to the rise of streaming and on-demand culture. 

Even when we’re watching TV, we’re not completely engaged. (Statistica, 2018)




And it’s not just young people. It’s baby boomers, too. 




When it comes to online marketing you’ve been told that you must invest in search engine optimization (SEO).  So, you did.  

Lots of small businesses spent a lot of money on SEO and maybe pay per click (PPC) and were utterly disappointed.  Why? The truth is SEO can get your site up in the rankings in Google, and if a searcher clicked to your site, you didn’t have the content to engage the viewer or to attract Google.   Content is one of the most important Google ranking factors.    

You’ve also discovered that sustaining an ongoing, online marketing campaign is cost-prohibitive, plus it’s difficult to measure the return on investment.  

The  strategy outlined in this document is affordable, effective and measurable.  It’s called video content marketing  and it allows you to: 

· Consistently reach your client target audience 
· Increase traffic to your website.  
· Provide tangible, almost direct response capabilities. 
· Consistently advertise for qualified employees.
· Track and measure your marketing efforts. 
· Build an evergreen video asset library that can be reused again and again.




WHAT IS VIDEO CONTENT MARKETING?

Video content marketing involves the creation and sharing of video content online. 
Video content marketing is not about you.  It focuses on the customer and their needs.  

Successful video content addresses the questions and problems you know your prospects and customers have and are online searching for answers to.
Video content is the most effective way to market your company to consumers in your area. It helps your company to:

· Stay top of mind
· Increase brand awareness
· Establish yourself as a trusted resource
· Build loyalty 

Our philosophy is, if you’re not educating, you’re not marketing. Why?  Because 80 percent of the questions that a salesperson gets in the first sales meeting are the same set of questions every single time (average across all industries).  So, it’s important to integrate video content into your sales process. 

The “They Ask, You Answer” content marketing formula is a proven way to make online video an effective sales tool.  Created by marketer Marcus Sheridan, They Ask, You Answer is  based on the fact that when people have questions, they ask a search engine. 
88% of all consumers research a product or service online before they ever contact a company.  
If you are providing  the answers, the right content strategy will get you to the top of the search results and seen by your prospective customers every day, all day.













VIDEO CONTENT MARKETING BY THE NUMBERS


Currently, online videos make up more than 74% of internet traffic. 



By 2020, online videos will make up more than 85% of all consumer internet traffic (in the US).  Marketing research predicts that not having company videos online is paramount to a business not having a website. 



A majority of marketers who use video online agree that video does influence engagement and sales.  



Here are some recent statistics on the use of video on social media. 

	
Facebook videos receive 135% more organic reach on average than a Facebook photo.

	
Social video generates 1200% more shares than text and image content combined.

	
Including video on landing pages can increase conversion rates by 80%.

	
Companies that use videos in their marketing have 27% higher clickthrough rate and 34%
higher conversion rates than those that don’t.

	
Using the word “video” in an email subject line was found to increase open rates by 19% and clickthrough rates by 65%.

	
Video ads have an average clickthrough rate of 1.84%, the highest of all digital ad formats.

	
Blog posts that incorporate video attract three times as many inbound links as blog posts without video.

	
On average, people spend 2.6x more time on pages with video than without.




In order for people to find you, you must be actively publishing and promoting content online.  That means uploading new content to your website and posting to your social media platforms and channels.   


UNDERSTANDING THE BUYER’S JOURNEY ONLINE

The buyer's journey is a framework that acknowledges a buyer's progression through a research and decision process ultimately culminating in purchasing your products or services.  

In a nutshell, the buyer’s journey is everything that someone would need to do before deciding whether or not to call you. Sixty-seven percent (67%) of the buyer’s ‘decision’ is complete before a buyer even reaches out to call you.  

When a problem or need arises people begin to search for solutions.  There are 4 stages of the buyer’s journey.  

	BUYER’S JOURNEY STAGE
	DESCRIPTION

	

Awareness stage 
	
Person has identified a problem and seeks information that will help them through the process. Content needs to  provide  them with answers to their specific problems. 


	

Consideration stage 
	
Prospect understands their options and searches for the products or services that are most appropriate for them.  


	
Decision stage 
	
Prospect searches for information to support and reinforce their decision.   
 

	
Retention stage 
	
Customer receives information to keep your company top of mind. 
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VIDEO CONTENT MARKETING STRATEGY

A video content marketing plan begins first and foremost with quality, relevant content.  
Relevant content is defined as:   

· Content that adds value to your products or services.  
· Content a web user finds informative, engaging, helpful, or entertaining.

Quality content is king.  If your content is boring and it doesn’t tap into the interests of your audience the strategy will fail.  That’s why it’s so important to understand the psychology, emotions and behaviors at play at every stage of a buyer’s journey.  Know your customer personas. 

Video is the best medium to tap into a viewer’s complex emotions. If the consumer is frustrated with a problem, cure that frustration by showing how you can solve the problem.  

Emotions including fear, guilt, trust, value, belonging, competition, gratification, leadership, and inspiration can all inspire viewers to learn more about your company.  Those emotions are the pillar upon which to create video content. 

You need relevant content to provide answers to questions your prospective clients are looking for.  

You also need to know where your target market is consuming video.  


TACTICS AND PROMOTION
It’s necessary to promote and employ a multi-platform video distribution strategy designed to give your company  a strong online presence and maximize your exposure to your target audiences.  A multi-platform video distribution strategy involves the use of the following online tactics:

	STRATEGY
	DESCRIPTION

	
Social media strategy
	Social media strategy defines how you company will use social media to achieve its communications aims and the supporting platform and tools it will use to achieve this.

	
Search Engine Optimization (SEO) content strategy  

	SEO strategy is the process of organizing your  website’s content by topic which helps search engines like Google understand a user’s intent when searching.

	
Influencer marketing strategy 

	Influencer marketing is a form of marketing in which focus is placed on influential people rather than the target market as a whole.

	
Video Email marketing
	Video Email marketing is a way to reach consumers through direct electronic mail. The  aim is to reach a targeted audience with content that might be useful for the recipient.



Social Media Strategy 
Most marketers agree that you don’t have to be everywhere on the web, but you have to  be somewhere.  According to Pew Research Center, in 2018 a majority of Americans use Facebook and YouTube with Linkedin growing. 






YouTube 
Older age groups are also more willing to share content on YouTube than younger folks. This indicates that, on YouTube, brands are more likely to reach an older audience that's engaged and open to sharing content, creating an opening for uploaded videos to spread organically. YouTube is the second largest search engine behind Google. 








S

Search Engine Optimization 

In 2018, the strategy of creating content around a specific keyword bucket will no longer exist. Today it’s all about producing content for searcher intent. Search engines can now interpret context so that content that answers a question and contains information about a topic rises to the top.

SEO is well beyond keywords and traditional ranking factors.  It’s all about understanding the types of content the search engines deem relevant.  In other words, SEO is all about providing quality, relevant content that educates, informs, and answers questions.  

Having video content on your website will boost SEO.  Video proves your content’s value to Google. Uploading the video’s transcript helps Google understand the relevancy of the video.  

Adding videos specifically helps increase your search engine results page (SERP) rank in a couple of ways:

· Increases your click-through rates: Including video on your page drives a 157 percent increase in organic traffic from SERPs.  

· Lowers  your bounce rates: People spend over twice as long on a website  with video than without.

88% of all consumers Google a product or service online before they ever contact a salesperson.
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B2B SOCIAL MEDIA 

Consistently publishing new video content will help any business with its marketing efforts and it will definitely improve search engine optimization (SEO).  That’s a given.  

However, a majority of B2B businesses are struggling or just ignore social media relying on traditional marketing tactics. Traditional tactics are still effective, however integrating social media into your overall marketing strategy will yield greater results.  

If you think social media won’t work because you serve other businesses, you may be missing out on an opportunity to grow your brand and attract some leads. 

Linkedin has built its reputation for being the number one Business to Business social media platform, however more and more B2B companies are integrating other social media platforms in creative ways. Here are the latest effectiveness ratings of the most popular social media platforms. 

It’s important to reach people where they are.  Facebook’s recent survey of 1,400 self-reported business decision makers in the US and Canada, found that “business decision makers use Facebook so frequently, and engage so deeply, that the decisions they make are potentially affected by their Facebook use”.
75% of executives watch work-related videos on business websites at least once a week. (Social Media Today, July 2018)
Business decision makers are making major decisions throughout their work day — and they're also on Facebook during their work day. That means you have the potential to reach this important audience at any time throughout the workday. 



Many B2B companies are realizing the importance of using social media for branding instead of just looking for leads.  B2B social content should tell stories, appeal to emotion and spark conversation.  

No one wants to deal with boring, faceless companies. Think of using social media as a way to humanize your brand.  It may generate leads, but it’s more realistic to think of social media as a way to increase your brand recognition.  Use social platforms to:   

· Establish yourself as a thought leader in your industry 
· Educate viewers on issues related to your industry
· Tell stories about how your product or services solved their problem
· Answer common questions

 “Video is becoming the most popular and influential form of digital content for businesses today and if done right, it can have a very positive impact on your business.” --Forbes, Dec. 2017 













VIDEO CONTENT CREATION, DISTRIBUTION 
AND ANALYSIS

Producing video content and distributing the content through appropriate online channels and platforms will promote searchability and shareability.  

By providing  answers, video  content strategy will get you to the top of the search results and engage viewers on social media platforms.   Content marketing is not about selling, it’s customer focused and its objective is to get found and consumed by your potential customers.  Implementing a video content strategy and employing proven tactics will: 

· Boost your web presence with proven methods
· Build a level of trust that generates customer evangelism
· Establish a relationship before you meet your customer
· Promote you as an industry leader and trusted resource in the community
· Add more value to your company by improving awareness and nurturing prospects 
To  launch and maintain a successful  video content marketing strategy that will  grow your business it’s important to offer videos that are tailored to reach potential customers at the awareness, consideration and decision stage of the buyer’s journey.    
Your videos should also provide you the opportunity to personally introduce yourself and answer questions prospects typically have about the services your company offers.  Include customer and employee testimonials that will reinforce a prospect’s decision to call your company. 
In addition to the video,  it’s important to generate the following support and promotional content as well.  This includes: 
SUPPORT TEXT AND GRAPHIC CONTENT 
Along with the video content, support text and graphic content is necessary to help people find your video content online.  The support content includes: 

		Captioning
A majority of Facebook videos are watched without sound which is why captioning is so important.  It’s also a simple way to get more views. Captioning equals more views which leads to hire rankings. Captions also tell search engines what is being said in the video and optimizes your message.  
		




Video Transcriptions 
Transcribe each video. Video transcripts will elevate your company’s site SEO.  Transcripts are a complete textual representation of the spoken content in a video.  Search engines crawl text and use text for indexing purposes and a transcript enables search engines to understand video content on a deep level.   Tests have shown that video transcripts lower bounce rates and match long form search queries.  A visitor may not read a lot of text, but they’re more likely to find the video.  For people who don’t want to sit and watch a video, a transcript allows them to consume the information.  

Video Descriptions 
Having a good description of your video helps people find your content. We provide brief descriptions to create interest and set the tone for the video content.  The description includes links to your website, social media platforms, landing page, or another video. It ends with a strong call-to-action (CTA) that tells them what to do next and guide them to a desirable outcome. 

[bookmark: OLE_LINK1]		Lead Capturing Landing Pages 
A landing page is where a visitor “lands” after clicking on a link in your video content marketing campaign. Each page is centered around one objective, and one action for the viewer to take. 

Blogs to with Link to Video 
Some websites do not support the uploading of videos. In order to get the benefits of video content on your website, you need to create blogs with a link to the video to upload to your website.  

DISTRIBUTION AND PROMOTION 
You need to distribute and promote your content online.  The video content is distributed to reach your different audiences.  There are several ways to distribute the content: 

Uploading Content 
Up your video and support content to your website and YouTube Channel. Uploading new content  will help with search engine optimization (SEO).  
 
Posting Content 
Post video and support content to social media platforms. 





ANALYTICS AND REPORTING

Video content marketing is a learn and test environment and measurement is important. Content marketing is not a short-term investment with quick returns, but a long-term investment that eventually will – if you produce high enough quality content and reach the right target group – generate safe returns. Video content marketing is a long-term investment for your company.  That’s why it’s important to use metrics to help us determine which type of video content delvers real, measurable value.     

Social Media 
Social media metrics are data and statistics that give you insights into your social media marketing performance. It’s important to evaluate the effectiveness of your video content social media campaigns using key performance indicators.  

	KEY PERFORMANCE INDICATOR (KPI) 
	DESCRIPTION

	Total Views (Reach)
	The total number of people who saw your video(s). 

	Average completion percent 
	The average amount of time people watch. Audience retention reflects engagement.  

	Video Engagement 
	The number and types of engagement your videos receive (reactions, comments, shares).

	Page growth 
	Follow the growth of your company’s  following

	Social shares
	The more shares, the better your audience loyalty.

	Audience and top location
	Indicates who most of the viewers are and where they’re from. 



Website/ Google Analytics
The videos should also be uploaded to your company website, so it’s also important to measure website metrics.  This should include total website visits which measures the effectiveness of your video content marketing campaigns.  Key metrics to track include: 

	KEY WEBSITE METRICS TO TRACK

	Traffic by individual channels: traffic sources include direct traffic (people who type your brand name directly in browsers), organic traffic (those arriving via search

	Ratio of new versus returning traffic. 

	Time spent on your site.  

	Interactions per visit: track what people do on your site. 

	Bounce rate. 




READY TO GET STARTED?

If you want to do it yourself, you already have all the equipment to get started—your smart phone. 

Just follow the “They Ask, You Answer” strategy and answer a few questions. Come up with 20 to 30 questions every client or customer asks you about your products or services.  Record your answers.  Get the owners, managers and employees involved.  Client testimonials are powerful and could be the key factor during the decision stage of the buyer’s journey. 

Distribute  the videos online.  Start off small, upload  one video a week to your website and the most appropriate social media platforms to reach your demographic. Then,  boost it.  Let your friends, employees, vendors and family know about it.  Consistency is the key, so make a commitment to do at least one video per week.  

If you’re not inclined to do the production yourself, or if you’re like most small businesses  and lack the time and resources to initiate a video marketing program, call us.  We have excellent content production and distribution services with the experience and know-how to grow your business. 

If you’re concerned about budget, we offer subscription-based production and distribution services that make budgeting easier. MazzMedia can be your company’s media partner.  
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Tony Mazzarella is an Emmy Award® winning writer and producer.  He is the founder and president of MazzMedia, LLC, a leading educational video production and video marketing company. 
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% of Time Spent in Media


Print	Radio	TV	Internet	Mobile	0.04	0.13	0.36	0.22	0.25	

Activties of Second Screen Users While Watch TV


Check social meida	Email 	Browse the internet	Catch up on news	Look up info/post 	Play games 	0.72	0.67	0.66	0.55000000000000004	0.53	0.5	


Activities Undertaken by U.S. Baby Boomers While Watching TV


Read Email	Use a social network	Browse and Surf the Web	Text Message	Browse for products and services online	Talk on the phone	Write email	Read for pleasure	Purchase Products and services online 	Read for work/school	Exercise	Play video games 	Microblogging	Nothing else- just watch TV 	0.19	0.18	0.17	0.16	0.14000000000000001	0.12	0.11	0.09	0.06	0.06	0.06	0.06	0.03	0.14000000000000001	


% of All Online Traffic by Content Type


Video Content 	All Other Types of Content (combined) 	0.74	0.26	

Consumer Online Viewing Behavior 


% of people who watch video online weekly	% of people who watch video online weekly	% of people who pay close attention when consuming video (more than all other content) 	0.78	0.55000000000000004	0.55000000000000004	

Marketer's Report on Using Video Online    


Increase user understanding of their product or service	Helped to increase sales	Increased traffic 	Increased dwell time on their website	0.97	0.76	0.76	0.8	

Social Media Platforms Accessed by Users in the US to Watch Vidoes 


Other	Pinterest	Twitter	Snapchat	Instagram	Facebook 	YouTube/Vimeo	0.11	0.11	0.13800000000000001	0.193	0.25800000000000001	0.59699999999999998	0.73899999999999999	


% of U.S. Adults Using Facebook by Age Group (Jan. 2018) 


18-29	30-49	50-64	65+	0.81	0.78	0.65	0.41	

% of U.S. Internet Users Using YouTube by Age Group (Jan. 2018)


18-24	25-34	35-44	45-54	55-64	65-75	75+	0.96	0.95	0.9	0.85	0.79	0.66	0.51	

% of U.S. Adults Using Linkedin by Age Group (Jan. 2018) 


18-24	25-34	35-44	45-54	55-64	65-75	75+	0.45	0.51	0.5	0.43	0.3	0.26	0.2	

Effectiveness Ratings for B2B        Social Media 


Lnkedin	Twitter	YouTube 	SlideShare	Vimeo	Facebook	Pinterest	Instagram	Google	0.63	0.55000000000000004	0.48	0.42	0.4	0.32	0.25	0.24	0.2	

% of B2B Marketers Using Various                     Social Media Platforms


Linkedin 	Facebook	Twitter	Google	YouTube	Pinterest	Instagram	0.89	0.88	0.83	0.61	0.55000000000000004	0.39	0.26	
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