
Video marketing unleashed for Marketers           1

Seeing is Believing: 
The Power of Video Technology 
in Modern Healthcare

Video marketing 
unleashed for Marketers
Ultimate Guide to Creating and 
Sharing Videos that Ignite Your Brand!

Video marketing Video marketing 
unleashed for Marketersunleashed for Marketers
Ultimate Guide to Creating and Ultimate Guide to Creating and 
Sharing Videos that Ignite Your Brand!Sharing Videos that Ignite Your Brand!



Video marketing unleashed for Marketers           2

Get ready to become a vid-
eo marketing ninja with 
these tips, templates, and 
videos! We’ll teach you ev-
erything you need to know 
to create killer videos that 
will slay your competition 
and leave your audience 
begging for more. 

From crafting the per-
fect script to nailing your 
on-camera performance, 
we’ve got you covered. Plus, 
with our hilarious blooper 
reels and outtakes, you’ll 
learn what NOT to do (like 
accidentally showing your 
cat in the background). So 
let’s get started and be-
come video marketing mas-
ters together!

Hi There!
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Video Marketing 
Unleashed for 
Marketers:
Ultimate Guide to Creating and 
Sharing Videos that Ignite Your Brand!

Introduction
Hey, are you ready to take your marketing game to the next level? 
Well, you’re defi nitely not alone! In fact, 79% of marketers who aren’t 
using video plan to join the club and build a video strategy in 2022. 
And get this, 99% of those who already use video are planning to use 
it even more!

Why are they so excited? Because video marketing is the secret 
sauce to educating, generating leads, and converting customers. So, 
what are you waiting for?

Brands need a video marketing strategy now more than ever before. 
I mean, have you seen how important video has become on every 
platform and channel? It’s time to level up your marketing game and 
get on board with the video marketing revolution!

Now, I know what you might be thinking... video production can 
be expensive and complicated, right? WRONG! Today, you can 
shoot high-quality 4K videos, even with your smartphone! And with 
this guide, you’ll have everything you need to know about video 
marketing strategy right at your fi ngertips.
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So, are you ready to become a video 
marketing guru? Keep reading to learn 
everything you need to know, or use the 
links below to jump to a specifi c section. 
Let’s goooo!

1. Why Video Marketing is Essential: In 
this chapter, we’ll explore why video 
marketing has become a crucial element 
of any successful marketing campaign. 
From increasing brand awareness to 
driving engagement and conversions, 
we’ll show you why video should be a 
top priority for your business.

2. Crafting Your Video Marketing Strategy:
In order to make the most of your 
video marketing efforts, you need a 
solid strategy in place. In this chapter, 
we’ll guide you through the process 
of developing a video marketing plan 
that aligns with your business goals and 
resonates with your target audience.

3. Exploring Different Types of Marketing 
Videos: There are countless types of 
marketing videos, from brand stories to 
product demos to explainer videos. In 
this chapter, we’ll explore some of the 
most popular types of marketing videos 
and help you decide which ones are best 
suited for your business.

4. Lights, Camera, Action! How to Make 
a Video: Making a video may seem like 
a daunting task, but it doesn’t have to 
be. In this chapter, we’ll break down 
the video creation process into easy-to-
follow steps, from planning and scripting 
to fi lming and editing.

Marketers who 
plan to build a 

video marketing 
strategy

79%

Making a video 
may seem like a 
daunting task, 
but it doesn’t 
have to be. In 
this chapter, 
we’ll break 
down the video 
creation process 
into easy-to-
follow steps, 
from planning 
and scripting 
to fi lming and 
editing
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5. Getting Your Videos Seen: So 
you’ve made a killer video... now 
what? In this chapter, we’ll dive 
into the world of video marketing 
distribution, exploring the 
different channels and platforms 
you can use to get your videos 
seen by your target audience.

6. Measuring the Success of Your 
Videos: Finally, it’s time to see 
how your videos are performing. 
In this chapter, we’ll walk you 
through the key metrics you need 
to track to evaluate the success 
of your video marketing efforts. 
From views and engagement to 
conversions and ROI, we’ll show 
you how to measure and improve 
your results.

7. Video Marketing Trends to 
Watch: The world of video 
marketing is constantly evolving, 
and it’s important to stay up-to-
date on the latest trends and 
innovations. In this chapter, 
we’ll highlight some of the most 
exciting video marketing trends 
to watch, from interactive and 
personalized videos to virtual 
and augmented reality. We’ll 
also discuss how these trends 
can help you stay ahead of the 
competition and reach your 
marketing goals.

8. Overcoming Video Marketing 
Challenges: Despite its many 
benefits, video marketing can 
also present some unique 
challenges. In this chapter, we’ll 
address common obstacles 
businesses face when creating 
and implementing a video 
marketing strategy. From budget 
constraints to lack of experience 
or resources, we’ll offer practical 
tips and solutions to help you 
overcome these challenges and 
achieve success with your video 
marketing efforts.

The world of video 
marketing is constantly 
evolving, and it’s 
important to stay up-to-
date on the latest trends 
and innovations. In this 
chapter, we’ll highlight 
some of the most exciting 
video marketing trends 
to watch, from interactive 
and personalized videos 
to virtual and augmented 
reality
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Chapter 1: Why Video Marketing is Essential
Are you ready to hear some mind-blowing stats about video 
marketing? Let’s dive in! Back in 2005, the video marketing 
revolution began with the launch of YouTube. Fast forward to 2009, 
and there were already seven different ad formats available on the 
platform - talk about innovation!

Thanks to advancements in technology, creating high-quality 
videos has become more accessible than ever. And let’s be real, who 
doesn’t love a good video?

But it’s not just ease of creation that’s made video the king of 
communication. With the rise of smartphones, it’s never been 
easier to watch videos on the go. And let’s not forget about the 
pandemic’s impact on online media consumption - it skyrocketed 
by a whopping 215% in the U.S.!

So, if you’re not incorporating video marketing into your strategy, you 
might want to rethink your game plan. Trust us, you don’t want to 
miss out on the video marketing wave!

1. Mobile video consumption is on the rise - in fact, it’s estimated 
that by 2023, over 75% of all mobile traffi c will come from video 
content.

2. Social media platforms are becoming increasingly important for 
video marketing, with Facebook, Instagram, and YouTube being 
the top three platforms for video advertising. In fact, Facebook 
alone generates over 8 billion video views per day.

3. Video has been shown to have a signifi cant impact on purchase 
behavior, with 90% of consumers saying that video helps them 
make buying decisions. Additionally, video can increase landing 
page conversions by up to 80%.
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Chapter 2: Crafting Your Video Marketing 
Strategy
Hey there, aspiring Spielberg! If you’re planning on making a 
killer video for your brand, hold your horses and start with a video 
marketing strategy fi rst.

Why, you ask? Well, because without a proper strategy, you’ll be 
lost in a maze of re-shooting, re-framing, and editing - and let’s be 
real, no one has time for that!

But fear not, my friend! By starting with a clear strategy, you’ll 
have a solid roadmap to follow that ensures every decision you 
make during the video creation process aligns with your video’s 
purpose and the action you want your viewers to take.

So, let’s not waste any more time shooting in the dark. Grab a pen, 
a paper, and let’s get strategising!

Step 1: Pick Your People and Pinpoint their 
Haunts!
Listen up! In the world of video marketing, 
targeting a specifi c audience is key. So, before you 
start creating that masterpiece, you need to know 
exactly who your audience is and where they like 
to hang out.

First things fi rst, if you don’t have buyer personas 
yet, start crafting them ASAP. These personas 
will help you understand your target audience’s 
characteristics, behaviours, and preferences.

And if you already have buyer personas, give them 
a good dusting and update them with the latest 
video research. Trust me, you don’t want to be 
caught in the dark when it comes to knowing 
what your audience wants and needs from your 
videos.

So, let’s get cracking and fi nd out where your 
target audience is lurking!

Video marketing unleashed for Marketers           8Video marketing unleashed for Marketers           8
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Step 2: Get Your Ducks in a Row and Keep 
Everyone on the Same Page!

Lights, camera, action! But wait, who’s calling 
the shots here? In video production, there are 
often many stakeholders involved, and it can be 
challenging to get everyone on the same page.

So, how do you align all those creative minds and 
get them moving in the same direction? Easy 
peasy - create a questionnaire using a platform 
like Google Forms or SurveyMonkey and share it 
with all the stakeholders involved.

This way, you can ask everyone the same 
questions and keep their responses organized in 
one place. And hey, it’s a great way to avoid any 
miscommunication or misunderstandings that 
could derail your video project.

But before you start fi lming, it’s essential to agree 
on a clear set of goals. Are you creating a video to 
boost brand awareness, increase event ticket sales, 
or launch a new product? Whatever it is, make 
sure everyone is on board and knows what action 
you want your audience to take after watching the 
video. So, let’s make sure everyone’s in sync and 
ready to make magic happen!

Step 3: Time is Money! Plan Your Budget and 
Schedule Accordingly
Attention all budding Spielbergs! When it comes 
to creating a video, you don’t need a Hollywood 
budget, but you still need to plan carefully. While 
videos may be shorter, faster, and cheaper than 
full-length fi lms, they can still take up a lot of time 
and resources.

But don’t worry, you can save yourself some 
headaches (and money) by using proper planning 
and project management techniques. First things 
fi rst, create a clear timeline that outlines every step 
of the process and build in some wiggle room for 
unexpected delays. Trust me, even a small video 
production involves the skills of many different 
people, and things can get complicated quickly.

So, to ensure that you can still deliver your video 
on time, even with unexpected challenges and 
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changes, make sure to plan for occasional setbacks 
and adjust your timeline accordingly. With a little 
foresight and careful budgeting, your video project 
can be a blockbuster success!

Step 4: Pick the Perfect Platform to Share Your 
Video.

Ready, set, distribute! But wait, before you start 
sharing your video, take some time to think about 
the best platform for your audience. With so many 
platforms out there, it can be overwhelming to 
decide which one is the right fi t for your video 
marketing strategy.

Consider what people on that platform are 
looking for, the average view time, size and sound 
limitations, communities, budget, and promotion 
options. Keep in mind that even the best video 
won’t promote itself, so it’s important to choose 
a platform with built-in vehicles for promotion or 
be prepared to invest time and effort into getting 
more eyes on your video content.

The 5 E’s model that will make you into a video marketing 
beast!
The 5 E’s model of content marketing can be applied to video 
marketing in the following ways:

Create educational videos that provide 
value to your target audience. You 
can use video tutorials, how-to videos, 
or explainer videos to educate your 
audience about your product or service

Encourage interaction with your 
audience through interactive videos or 
video contests. You can also use video to 
solicit feedback from your audience or 
to answer their questions

Use humor, storytelling, or emotional 
connections to create engaging and 
entertaining videos. These types 
of videos can help increase brand 
awareness and engagement
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Use video to create excitement around 
your brand or product. You can use 
video teasers, trailers, or behind-the-
scenes footage to build anticipation and 
generate buzz

Use video to empower your audience by 
showcasing customer success stories, 
sharing expert advice, or providing them 
with exclusive access to industry insights

By following the 5 E’s model of content marketing, you can create 
video content that not only informs and educates your audience, but 
also entertains, engages, empowers, and excites them. This can help 
increase brand awareness, engagement, and loyalty, and ultimately 
drive conversions and revenue for your business.

Not sure what type of videos to create under this model? Don’t 
worry we have you covered because we are going into it in the next 
chapter!
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Chapter 3: 20 types of video to supercharge your 
Video Marketing

Educate: Create educational videos that provide value to your 
target audience. You can use video tutorials, how-to videos, or 
explainer videos to educate your audience about your product or 
service.

How-to videos 

A how-to video is a great way to teach your 
audience how to do something related to your 
product or service. For example, a software 
company could create a how-to video on 
how to use a new feature of their product. An 
example of a how-to video is the one created 
by REI, a retailer that specializes in outdoor 
gear, on how to pack a backpack.

Explainer videos 
Explainer videos are short videos that 
explain complex ideas or concepts in 
a simple way. These videos are perfect 
for companies that have a complicated 
product or service. For example, 
Dropbox created an explainer video to 
show how their service works

Product demos 
A product demo is a video that shows 
your product in action. It’s a great way 
to showcase your product’s features and 
benefits. For example, Apple created a 
product demo video for the iPhone 13

Tutorials
A tutorial video shows your audience how 
to do something in a step-by-step format. 
It’s a great way to teach your audience 
how to use your product or service. For 
example, Adobe has a tutorial video series 
called “Photoshop Fundamentals” that 
teaches users how to use the software
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Testimonials
Testimonials are a powerful way to build trust 
with your audience. They typically feature 
a satisfied customer or client talking about 
their positive experience with your product or 
service. Testimonials can be used in a variety 
of ways, such as on your website, social media, 
or in email marketing campaigns.

Example: The website of online retailer, Zappos, 
features a page dedicated to customer testimonials. 
The page includes videos of customers talking about 
their experiences with the company, along with 
written reviews

User-generated content
User-generated content (UGC) is content 
created by your customers or fans. UGC can 
take many forms, such as reviews, social 
media posts, or videos. Incorporating UGC 
into your video marketing strategy can help 
build brand loyalty and increase engagement.

Example: Coca-Cola launched a UGC campaign 
called “Share a Coke” where they encouraged 
customers to share photos and videos of themselves 
with personalized Coke bottles. The campaign 
generated over 500,000 photos and videos shared 
on social media

Case studies
Case studies are in-depth stories that 
showcase how your product or service has 
helped a specific customer or client solve a 
problem or achieve a goal. Case studies are 
a great way to demonstrate the real-world 
value of your offerings.

Example: HubSpot, a marketing software company, 
has a section on their website dedicated to case 
studies. Each case study features a detailed 
overview of the customer’s challenge, the solution 
provided by HubSpot, and the results achieved
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Personalized videos
Personalized videos are videos that are 
customized for individual viewers. They 
can include personalized greetings, 
recommendations based on past purchases, 
or targeted messages based on the viewer’s 
interests.

Example: Cadbury created a personalized video 
campaign called “Make Your Moment Sweet” 
where users could create a custom video message 
for their friends or family. The campaign generated 
over 16,000 personalized videos

Animated videos
These are videos that use animated 
characters, graphics, and text to tell a story 
or convey a message. They are often used 
to simplify complex concepts or to create 
engaging visual content. Example: The “Dumb 
Ways to Die” animated video created by Metro 
Trains in Australia to promote train safety.

Comedy skits
These are videos that use humor to 
entertain and engage viewers. They can be 
used to showcase a brand’s personality and 
create a memorable impression. Example: 
The “Get a Mac” advertising campaign by 
Apple featuring John Hodgman as PC and 
Justin Long as Mac.

Behind-the-scenes videos
These are videos that give viewers a glimpse 
into the making of a product, service, or event. 
They can be used to build excitement and 
anticipation among the audience. Example: 
The behind-the-scenes video of the making of 
the movie “The Lord of the Rings” that shows 
how the special effects were created.



Video marketing unleashed for Marketers           15

Short films
These are videos that tell a story in a creative 
and engaging way. They can be used to create 
an emotional connection with the audience 
and showcase a brand’s values. Example: The 
“Like a Girl” video by Always that challenges 
gender stereotypes and encourages girls to be 
confident.

Entertain: Use humour, storytelling, 
or emotional connections to create 
engaging and entertaining videos. These 
types of videos can help increase brand 
awareness and engagement with your 
audience.

Interactive videos 
These are videos that allow viewers to 
interact with the content by clicking on 
hotspots, answering questions, or choosing 
different paths. They can be used to create an 
immersive and personalized experience for 
the audience. Example: The “Choose Your Own 
Adventure” style video by Netflix to promote 
the show “Black Mirror: Bandersnatch”.

360-degree videos
These are videos that use a special camera to 
capture a panoramic view of the surroundings. 
They can be used to create an immersive 
experience for the audience and give them 
a sense of being present at the location. 
Example: The 360-degree video by National 
Geographic that takes viewers on a tour of 
Machu Picchu.

Live streaming
These are videos that are broadcast in real-
time over the internet. They can be used to 
create a sense of urgency and excitement 
among the audience and allow them to 
participate in the event remotely. Example: 
The live stream of the Coachella music 
festival on YouTube.
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Virtual reality experiences
These are videos that use VR technology 
to create an immersive and interactive 
environment for the viewer. They can be 
used to create a memorable experience 
for the audience and showcase a brand’s 
innovation. Example: The “Virtual Wing” VR 
experience by American Airlines that allows 
passengers to explore the plane’s cabin 
before booking their seats.

Empower: Use video to empower your 
audience by showcasing customer 
success stories, sharing expert advice, 
or providing them with exclusive 
access to industry insights

Brand videos
Brand videos are videos that showcase your 
brand’s values, mission, and personality. They 
can help build brand awareness and create an 
emotional connection with your audience.

Example: Nike’s “Dream Crazy” ad, featuring Colin 
Kaepernick, is a powerful example of a brand video. 
The ad highlights Nike’s commitment to social 
justice and has been viewed over 6 million times on 
YouTube.

Event recaps
Event recaps are videos that capture the 
highlights of a live event. They can be used to 
promote future events or share the excitement 
with those who were unable to attend.

Example: The Sundance Film Festival creates event 
recaps to share on their website and social media 
channels. The videos showcase the festival’s unique 
atmosphere and help build anticipation for the 
following year’s event.

Product launches
Product launch videos are videos that 
introduce a new product or service to your 
audience. They can build excitement and 
generate buzz around your offering. 
Example: Apple is known for their product launch 
videos, which showcase the features and benefits 
of their latest products. The videos are released 
alongside the product announcement and help 
build anticipation for the release.
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Promotional videos
Promotional videos are videos that promote a 
specifi c product, service, or offer. They can be 
used to drive sales and conversions.
Example: Dollar Shave Club’s “Our Blades Are F***ing 
Great” video went viral and helped the company 
quickly grow their customer base. The video features 
the company’s founder pitching their subscription 
service in a humorous and irreverent way.

Keep in mind that these are just examples and the types of videos 
that will work best for your business will depend on your audience 
and overall marketing goals.

So are your creative juices fl owing by now?
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Chapter 4: Lights, Camera, Action! How to Make a 
Video

Creating engaging and high-quality videos for your brand requires 
a well-planned approach and attention to detail throughout the 
entire process. This guide will cover the three main stages of video 
production: pre-production, production, and post-production. 
Each stage will include an introduction paragraph, followed by 
separate headings for technical info, equipment, software, and 
ideas.

I. Pre-Production
 Pre-production is the planning phase of your video project, where 

you establish your objectives, develop a concept, write a script, 
create a storyboard, scout locations, assemble your crew, and 
plan the shoot. Thorough pre-production ensures a smoother 
production process, reducing the likelihood of unexpected issues 
arising during fi lming.

1. Set objectives: Determine the purpose 
of your video (brand awareness, sales, 
tutorial, etc.) and your target audience.

2. Develop a concept: Brainstorm ideas 
that align with your brand identity and 
objectives. Consider your audience’s 
preferences, pain points, and aspirations.

3. Write a script: Develop a detailed script 
to convey your message clearly and 
concisely. Include dialogue, voiceover, and 
visual descriptions.

4. Create a storyboard: Develop a visual 
representation of your script, including 
shots, transitions, and graphics. This helps 
ensure a smooth production process.

5. Scout locations: Research and select 
locations that fi t your concept and 
budget. Obtain necessary permits if 
needed.

6. Assemble your crew: Hire or recruit 
people for key roles such as director, 
cinematographer, audio technician, and 
editor.

7. Plan the shoot: Create a shot list, 
production schedule, and equipment list. 
Coordinate with your crew and actors, if 
needed.

Brainstorm 
ideas that 
align with your 
brand identity 
and objectives. 
Consider your 
audience’s 
preferences, 
pain points, and 
aspirations
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8. Rehearse: Conduct a table read and rehearsals to ensure 
everyone understands their roles and the script.

Technical Info and Equipment
• Research and development: Use tools such as Google Trends and 

social media analytics to identify trending topics or ideas that 
resonate with your target audience.

• Budget planning: Develop a detailed budget, accounting for crew 
salaries, equipment rentals, location fees, and post-production 
costs.

Software
• Scriptwriting software: Final Draft, Celtx, or WriterDuet
• Storyboarding tools: Storyboarder, Boords, or StudioBinder
• Project management: Trello, Asana, or Monday.com

Ideas
• Conduct a competitor analysis to understand the types of videos 

they produce and identify gaps in the market.
• Collaborate with infl uencers or industry experts to generate 

unique and engaging content ideas.
• Create a content calendar to plan and schedule video releases in 

line with your marketing objectives.

II. Production
 The production phase involves the actual fi lming of your video. 

This includes setting up equipment, framing shots, lighting 
scenes, capturing audio, directing talent, recording B-roll, and 
reviewing footage. During this stage, it’s crucial to follow your 
script and storyboard while remaining adaptable to any changes 
or challenges that may arise.
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1. Set up equipment: Assemble cameras, audio gear, lighting, and 
other necessary equipment at the shoot location.

2. Frame your shots: Compose each shot according to your 
storyboard and shot list, considering the rule of thirds, depth, and 
other visual principles.

3. Light the scene: Use natural or artificial lighting to create the 
desired mood and ensure proper exposure.

4. Capture audio: Record high-quality audio using external 
microphones, monitoring levels to prevent clipping or distortion.

5. Direct talent: Guide actors, if any, through their performances, 
ensuring they convey the intended emotions and messages.

6. Record B-roll: Capture additional footage to support your primary 
footage and provide visual variety in the final edit.

7. Review footage: Check recorded footage for quality and 
continuity, reshooting if necessary.

Technical Info and Equipment
• Camera settings: Learn the ins and outs of your camera, including 

ISO, aperture, shutter speed, white balance, and focus.
• Lighting techniques: Study basic lighting setups, such as three-

point lighting, and learn how to manipulate light using diffusers, 
reflectors, and flags.

Equipment
• Cameras: DSLR, mirrorless, or cinema cameras (e.g., Canon, Sony, or 

Blackmagic)
• Lenses: A variety of focal lengths (e.g., wide, standard, and 

telephoto)
• Audio: Shotgun mics, lavalier mics, and audio recorders (e.g., Zoom 

or Tascam)
• Lighting: LED panels, softboxes, or reflectors
• Stabilization: Tripods, monopods, or gimbals
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Software
• On-set monitoring: Use software like Frame.io or Hedge to monitor 

and manage footage during the shoot.

Ideas
• Experiment with camera angles and movement to create dynamic 

and engaging visuals.
• Incorporate creative lighting techniques, such as colored gels or 

practical lights, to enhance your video’s mood and atmosphere.
• Capture authentic moments and reactions from your talent, using 

improvisation or unscripted dialogue.

III. Post-Production
 Post-production is the fi nal stage of the video production process, 

where you edit and polish your footage to create a cohesive 
and professional end product. This includes importing footage, 
assembling the edit, fi ne-tuning the edit, colour grading, audio 
editing, adding visual effects, exporting, and promoting your video.

1. Import footage: Transfer video and audio fi les to your editing 
workstation, organizing them into folders and labelling them for 
easy access.

2. Assemble the edit: Create a rough cut by arranging clips in 
chronological order, following your script and storyboard.

3. Fine-tune the edit: Trim and adjust clips for pacing, fl ow, and 
continuity. Add transitions, titles, and graphics as needed.

4. Color grade: Correct and enhance your footage’s colors and 
exposure to create a consistent and visually appealing look.

5. Edit audio: Clean up audio tracks, remove noise, and balance 
levels. Add music and sound effects as appropriate.

6. Add visual effects (if necessary): Use VFX software to create or 
enhance elements in your footage, such as compositing or motion 
graphics.

7. Export and review: Render your fi nal video in the appropriate 
format and resolution. Review it for any issues or errors.

8. Share and promote: Distribute your video on your chosen 
platforms (e.g., YouTube, Vimeo, social media) and promote it 
through marketing channels like email, social media, and paid 
advertising.

Post-production is the fi nal stage of the video production 
process, where you edit and polish your footage to create 
a cohesive and professional end product. This includes 
importing footage, assembling the edit, fi ne-tuning the 
edit, colour grading, audio editing, adding visual effects, 
exporting, and promoting your video.
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Technical Info and Equipment
• Editing workflows: Establish an efficient editing workflow by 

organizing your project files, using proxies, and creating a clear 
timeline structure.

• Color grading concepts: Understand basic color theory, color 
correction, and color grading techniques to enhance your footage’s 
visual appeal.

Software
• Video editing software:
• Adobe Premiere Pro, Final Cut Pro, or DaVinci Resolve
• Audio editing software: Adobe Audition, Audacity, or Pro Tools
• Color grading tools: DaVinci Resolve, Adobe Premiere Pro Lumetri 

Color, or FilmConvert
• Visual effects software: Adobe After Effects, Fusion, or Nuke
• Music and sound effects libraries: PremiumBeat, AudioJungle, or 

Epidemic Sound

Equipment
• Editing workstation: A high-performance computer with a 

dedicated graphics card, ample RAM, and a fast processor
• Storage solutions: External hard drives or network-attached 

storage (NAS) for backing up and archiving project files

Ideas
• Enhance your story with creative editing techniques, such as 

match cuts, jump cuts, or cross-cutting.
• Utilize sound design to create an immersive experience by layering 

music, dialogue, and sound effects.
• Collaborate with a professional motion graphics artist to create 
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custom animations or visual effects that elevate your brand’s 
identity.

 By following this detailed step-by-step guide to video production, 
you can create engaging and high-quality videos for your brand. 
Each stage of the process is essential and requires careful 
planning, execution, and attention to detail. Additionally, investing 
in the right tools and equipment can help elevate your production 
quality, making your brand stand out in a competitive market. 

But wait what if ive got a fancy iPhone I want to use” I hear you say? Don’t worry we 
have you covered

In some cases, you might not have access to professional camera equipment 
or may want to create more casual content for your brand. Fortunately, 
modern smartphones are capable of capturing high-quality videos, making 
them a viable option for video production. This section will cover tips and 
best practices for shooting video with a phone, as well as technical info, 
equipment, software, and ideas specifi c to mobile fi lmmaking.

Technical Info and Equipment
• Resolution and frame rate: Most smartphones can shoot in 

resolutions up to 4K and offer various frame rates. For most 
projects, 1080p or 4K at 24 or 30 fps is suitable.

• Stability: Keep your phone steady using a tripod, gimbal, or 
stabilizer to minimize camera shake and ensure smooth footage.

• Focus and exposure: Learn how to lock focus and exposure on your 
phone to maintain consistency throughout your shots.

Equipment
• Smartphone: A recent iPhone, Samsung Galaxy, or Google Pixel 

with a high-quality camera
• Tripod or stabilizer: Joby GorillaPod, Manfrotto PIXI, or DJI OM 4
• External microphone: Rode VideoMic Me-L, Shure MV88, or 

Sennheiser Memory Mic
• Clip-on lenses: Moment or SANDMARC lenses for additional focal 

lengths and creative effects
• Portable lighting: A small LED light panel, such as Aputure AL-M9 

or Lume Cube

Software
• Mobile video editing apps: Adobe Premiere Rush, LumaFusion, 

CapCut or KineMaster
• Mobile fi lmmaking apps: FiLMiC Pro or ProCamera for advanced 

camera controls and settings

Ideas
• Capture behind-the-scenes content during your main video 

production to share on social media or as bonus material.
• Create short-form content for platforms like Instagram Stories, 

TikTok, or YouTube Shorts using your phone for a more authentic 
and spontaneous feel.
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• Experiment with mobile-specifi c techniques, such as vertical video 
or live streaming, to engage with your audience in unique ways.

Shooting video with a phone can be a cost-effective and versatile 
option for creating content for your brand. By understanding 

Chapter 5: Getting Your Videos Seen YouTube

Why is it perfect for video marketing: YouTube is the second-largest 
search engine in the world and the largest video hosting platform. 
With over 2 billion logged-in users per month, it offers a massive 
audience for marketing videos and building brand awareness.

Ideas
• Create tutorials or how-to videos
• Produce product reviews or unboxing videos
• Share customer testimonials or case studies
• Develop engaging video series on industry topics

Stats with references:
• Over 2 billion logged-in monthly users (Source: YouTube)
• 74% of US adults use YouTube (Source: Pew Research Center, 2021)
• YouTube reaches more 18-49-year-olds in the US than any TV 

network (Source: Nielsen, 2021)

Best Practice
A. Keyword research: Use tools like Google Trends, YouTube’s search 

bar suggestions, or other keyword research tools to fi nd keywords 
and phrases related to your video content. Include these 
keywords in your title, description, and tags.

B. Compelling title and thumbnail: Create a catchy title and an 
engaging thumbnail image to attract viewers. Ensure your title 
accurately represents your video content.

YouTube
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the limitations and advantages of mobile fi lmmaking, as well 
as investing in the right accessories and apps, you can produce 
engaging and professional-looking videos to complement your main 
video production efforts.

C. Description and tags: Write a 
detailed description, including 
relevant keywords and phrases, 
to help your video rank better 
in search results. Add relevant 
tags to your video for better 
discoverability.

D. Engage with your audience:
Respond to comments, and 
engage with your viewers on 
other social media platforms. 
Encourage viewers to like, share, 
and subscribe to your channel.

E. Collaborate with other 
creators: Partner with other 
YouTubers who have similar 
audiences to expand your reach.

F. Share on social media: Share 
your video on various social 
media platforms to increase 
visibility and drive traffi c to your 
channel.

G. Consistency: Post new content 
regularly, and maintain a 
consistent theme and style 
across your channel.
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Why is it perfect for video marketing: Instagram is a highly visual 
platform with a younger user base, making it ideal for brands 
targeting millennials and Gen Z. Instagram Reels and IGTV provide 
short-form and long-form video options, respectively, allowing for 
diverse content marketing strategies.

Ideas
• Share behind-the-scenes content
• Develop product demonstrations
• Host Q&A sessions or interviews with industry experts
• Create short, entertaining videos using popular trends

Stats with references
• Over 1 billion monthly active users (Source: Instagram)
• 71% of global Instagram users are under 35 years old (Source: 

Statista, 2021)
• 90% of Instagram users follow at least one business (Source: 

Instagram)

Best Practice
A. Use hashtags: Research and use popular hashtags relevant to 

your video content. This will increase visibility in searches and the 
Explore page.

B. Engage with your audience: Respond to comments, and interact 
with your followers through stories, polls, and live sessions.

C. Cross-promote: Share your videos on other social media 
platforms, and collaborate with other creators to expand your 
reach.

D. Make use of Instagram Stories: Share your videos and behind-
the-scenes content as Instagram Stories, and use the “swipe up” 
feature to link to your IGTV or Reels.

Why is it perfect for video marketing: TikTok’s unique algorithm 
enables content to go viral quickly, making it an attractive platform 
for marketers. Its short-form video format allows brands to create 
engaging and creative content, reaching a predominantly younger 
audience.

TikTok
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b. Participate in challenges: Engage with 
your audience by participating in popular 
challenges and creating your own 
challenges.

c. Optimize your profi le: Add relevant 
keywords and a call-to-action in your 
profi le description.

d. Post during peak hours: Find out when 
your target audience is most active and 
post during those times.

e. Cross-promote: Share your TikTok videos 
on other social media platforms to 
increase visibility.

Why perfect for video marketing: Facebook 
is the largest social media platform, with 
over 2.8 billion monthly active users. Its 
diverse user base and versatile video formats 
(native video, Facebook Live, and Facebook 

Ideas:
• Participate in popular trends and challenges
• Collaborate with infl uencers for sponsored content
• Develop brand-specifi c hashtag challenges
• Showcase product features through creative storytelling

Stats with references:
• Over 1 billion monthly active users (Source: TikTok)
• 60% of TikTok users are Gen Z (Source: Wallaroo Media, 2021)
• Users spend an average of 52 minutes per day on TikTok (Source: 

Business of Apps, 2021)

Best practices
a. Use trending hashtags and sounds: Monitor trending hashtags 

and sounds, and incorporate them into your content to improve 
discoverability.

Facebook

Instagram users 
who follow at least 

one business

90%

Adults in the US 
who use Facebook

69%
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Watch) make it an excellent platform for reaching a wide range of 
audiences.

Ideas
• Share live events or webinars
• Develop engaging video series for Facebook Watch
• Post short, informative videos that provide value to your audience
• Share community-focused content or highlight customer success 

stories

Stats with references:
• Over 2.8 billion monthly active users (Source: Facebook)
• 69% of US adults use Facebook (Source: Pew Research Center, 

2021)
• 15% of global Facebook users are aged 25-34 (Source: Statista, 

2021)

Best practices
A. Optimize video for mobile viewing: Ensure your video is easily 

viewable on mobile devices, as most Facebook users access the 
platform through their smartphones.

B. Add captions: Add captions to your video to make it accessible to 
viewers who watch videos without sound.

C. Use Facebook’s native video player: Uploading videos directly to 
Facebook instead of sharing YouTube links increases reach and 
engagement.

D. Post in relevant groups: Share your video in relevant Facebook 
groups to target a specifi c audience.

E. Boost posts: Consider using Facebook’s advertising platform to 
promote your video to a larger audience.
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Twitter

Why perfect for video marketing: Twitter’s real-time nature and 
concise content format make it an ideal platform for sharing timely 
updates, news, and announcements. Video content on Twitter tends 
to have a higher engagement rate than text or image-based content.

Ideas
• Share short video clips or teasers for upcoming content
• Create engaging video polls or questions to stimulate conversation
• Host live video sessions using Twitter Spaces

Why perfect for video marketing: LinkedIn is a professional 
networking platform that enables businesses to reach decision-
makers, industry professionals, and potential clients. Video content 
on LinkedIn is a powerful tool for B2B marketing, thought leadership, 
and professional development.

Ideas:
• Share industry insights, trends, or analysis
• Produce educational content, such as webinars and workshops
• Showcase company culture and achievements
• Publish interviews with industry experts or thought leaders

Stats with references:
• Over 774 million registered users (Source: LinkedIn)
• 96% of B2B marketers use LinkedIn for organic content distribution 

(Source: Content Marketing Institute, 2021)
• LinkedIn is the top-rated social network for lead generation (Source: 

HubSpot, 2021)

LinkedIn’s focus on professional networking and B2B marketing 
makes it a valuable platform for sharing video content aimed 
at industry professionals and decision-makers. By producing 
informative, educational, and thought-provoking content, you 
can establish your brand as an industry leader and connect with 
potential clients on a more personal level.

Best practices for LinkedIn video marketing:
A. Tailor content for professionals: Create content that appeals 

to professionals and decision-makers in your industry. Focus on 
providing value through industry insights, thought leadership, and 
educational content.

LinkedIn
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B. Optimize video length: LinkedIn users generally prefer shorter 
videos, with the ideal length being between 30 seconds and 
5 minutes. However, if your content is highly engaging and 
informative, longer videos can also be effective.

C. Use captions and subtitles: Add captions or subtitles to your 
videos to ensure they are accessible and can be understood by 
viewers watching without sound.

D. Upload native videos: Uploading videos directly to LinkedIn, 
rather than sharing external links, will result in better 
engagement and reach.

E. Attention-grabbing headlines and descriptions: Write 
compelling headlines and descriptions that convey the value of 
your content and encourage users to watch your video.

F. Engage with your audience: Respond to comments on your video 
posts and engage with viewers to foster connections and build 
your professional network.

G. Monitor analytics: Use LinkedIn analytics to track the 
performance of your video content. Pay attention to key metrics 
like views, likes, comments, and shares to understand what 
resonates with your audience and optimize your strategy.

H. Share at optimal times: Post your videos during peak 
engagement hours when your target audience is most likely to be 
online. According to Hootsuite, the best times to post on LinkedIn 
are between 7:45 am and 10:45 am, and 12:45 pm and 3:45 pm on 
weekdays.

I. Use LinkedIn Live: Leverage LinkedIn Live to broadcast webinars, 
Q&A sessions, or interviews to engage with your audience in real-
time and boost visibility.

J. Leverage employee advocacy: Encourage your employees to 
share and engage with your video content, as this can increase 
your reach and reinforce your company’s messaging.

 What about using video outside social media? In a nutshell there 
plenty more you can do.
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1. Share on Video hosting platforms:
• Vimeo
• Wistia
• Dailymotion
• Twitch (for gaming and live streaming)

2. Blog or website: Embed your videos on your blog or website 
to provide engaging content to your visitors. This can also help 
improve your site’s SEO and increase dwell time.

3. Email marketing: Include videos in your email newsletters or 
marketing campaigns to improve click-through rates and engage 
subscribers.

4. Online forums and communities: Share your videos on relevant 
forums, discussion boards, or online communities (e.g., Reddit, 
Quora, or industry-specifi c forums) to engage with a targeted 
audience.

5. Content sharing platforms: Distribute your video content on 
platforms like Medium, SlideShare, or LinkedIn’s publishing 
platform to reach a broader audience.

6. Press releases and PR outreach: If your video content is 
newsworthy or of public interest, distribute press releases and 
reach out to journalists, bloggers, and infl uencers in your industry 
to cover your story.

7. Collaborations and guest posts: Collaborate with other creators, 
infl uencers, or industry experts to create video content, and share 
it on their platforms or through guest posts on their blogs.

8. Online courses and webinars: Use your video content as part of 
an online course, workshop, or webinar to educate your audience 
and establish your expertise.

9. Online advertising: Utilize platforms like Google Ads or other ad 
networks to promote your video content through display ads, pre-
roll video ads, or sponsored content.

10. Events and conferences: Showcase your video content during 
industry events, trade shows, or conferences to engage attendees 
and create buzz around your brand.

By distributing your videos across various channels outside social media, 
you can increase visibility, engage a diverse audience, and maximize the 
return on your video marketing efforts. Always ensure that your content is 
relevant and valuable to the platform or channel where you are sharing it, 
and follow the best practices for each platform to optimize your results.
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Chapter 6: Measuring the Success of Your Videos:
Ah, video marketing, the wild west of the digital frontier! If you’re 
ready to become a video marketing cowboy (or cowgirl), you’ll 
need a trusty model for measuring your rootin’ tootin’ video 
adventures. You see, just like a cowboy relies on their trusty lasso 
to catch cattle, you’ll need to wrangle in your video marketing 
KPIs to make sure your campaigns are riding off into the sunset 
of success. So saddle up, partner, as we guide you through a full 
model for measuring video marketing activities that’ll have you 
hootin’ and hollerin’ all the way to the marketing bank.

1. Set clear objectives: Start by determining 
the goals of your video marketing 
campaign. These can include raising 
brand awareness, increasing engagement, 
driving conversions, or improving 
customer retention. Be specifi c about 
what you want to achieve and how it 
relates to your overall marketing strategy.

2. Defi ne Key Performance Indicators 
(KPIs): Identify the KPIs that will help you 
track progress towards your objectives. 
Some common KPIs for video marketing 
include:
a. Views: The number of times your video 

has been watched.
b. Engagement: Metrics such as likes, 

comments, shares, and watch time.
c. Click-through rate (CTR): The 

percentage of viewers who clicked on 
a call-to-action (CTA) within your video 
or its description.

d. Conversion rate: The percentage of 
viewers who completed a desired 
action (e.g., making a purchase, 
signing up for a newsletter) after 
watching your video.

e. Return on Investment (ROI): The 
revenue generated from your video 
marketing campaign compared to its 
cost.

To collect the 
data you need, 
integrate 
video hosting 
platforms like 
YouTube or 
Vimeo with 
analytics tools 
such as Google 
Analytics, Adobe 
Analytics, or 
HubSpot
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3. Implement tracking and analytics tools: To collect the data you 
need, integrate video hosting platforms like YouTube or Vimeo 
with analytics tools such as Google Analytics, Adobe Analytics, or 
HubSpot. These tools can help you gather important metrics like 
views, watch time, and CTR, as well as track viewer behavior and 
demographics.

4. Collect data: Monitor your KPIs throughout your campaign to 
gather valuable insights. Be consistent in the way you collect 
data, ensuring you have a suffi cient sample size for accurate 
analysis.

5. Analyze results: Evaluate your data by comparing actual 
performance against your objectives and KPIs. Look for trends, 
identify strengths and weaknesses, and determine the factors 
that contributed to your campaign’s success or failure.

6. Optimize for improvement: Based on your analysis, make data-
driven decisions to optimize your video marketing activities. 
This can involve testing different video formats, adjusting CTAs, 
targeting specifi c audience segments, or investing more in the 
channels that yield the best results.

7. Report and communicate: Regularly report your results to 
stakeholders and team members, highlighting key fi ndings and 
actionable insights. Clear communication ensures everyone is on 
the same page and can contribute to the ongoing success of your 
video marketing efforts.

8. Continuous learning: Stay up-to-date with industry trends, 
best practices, and new tools to refi ne your video marketing 
measurement model over time. This will help you maintain a 
competitive edge and keep your campaigns fresh and effective.

By staying informed about these video marketing trends, you can 
adapt your strategy to meet the changing needs of your audience 
and maintain a competitive edge in the digital landscape.
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Chapter 7: Video Marketing Trends to Watch
As the digital landscape continues to evolve, video marketing 
trends are constantly shifting to adapt to new technologies, 
platforms, and user behaviours. Here’s a guide to some key video 
marketing trends you should keep an eye on in the coming years:

1. Short-form videos: With the rise of platforms like TikTok and 
Instagram Reels, short-form videos (typically under 60 seconds) 
are becoming increasingly popular. This trend is expected to 
continue as users’ attention spans decrease and they seek quick, 
digestible content.

2. Live streaming: Live streaming on platforms like Facebook, 
Instagram, and YouTube has been gaining momentum as users 
crave real-time, authentic experiences. Brands can use live 
streaming for product launches, Q&A sessions, behind-the-scenes 
footage, or special events to engage with their audience.

3. Virtual and Augmented Reality (VR/AR): The integration of VR 
and AR technologies in video marketing offers an immersive, 
interactive experience that can drive deeper engagement. As 
these technologies become more accessible, expect to see 
more brands incorporating them into their video marketing 
campaigns.

4. Personalized video content: As data-driven marketing becomes 
more sophisticated, personalization will be increasingly 
important. Creating tailored video content for specifi c audience 
segments or individual users can lead to higher engagement, 
loyalty, and conversion rates.

5. Interactive video: Interactive videos allow users to make choices, 
answer questions, or engage with the content in various ways. 
This can lead to higher engagement rates and provide valuable 
insights into user preferences and behaviour.
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6. 360-degree videos: 360-degree videos 
offer an immersive, panoramic view of 
a scene or environment, allowing users 
to explore the content from different 
angles. This format can be especially 
effective for travel, real estate, or event-
based content.

7. Video podcasts: As podcasts continue 
to grow in popularity, incorporating 
video into podcast formats can offer 
a more engaging, visual experience 
for listeners. This can be particularly 
effective for educational or storytelling 
content.

8. Shoppable video: Embedding product 
links or purchasing options directly 
within video content makes it easy 
for viewers to shop without leaving 
the video. This can lead to higher 
conversion rates and a seamless user 
experience.

9. Voice and audio recognition: With 
the rise of voice assistants and smart 
speakers, incorporating voice and 
audio recognition into your video 
marketing strategy can help you reach 
a broader audience and improve 
accessibility.

10. AI-generated content: As artificial 
intelligence (AI) continues to advance, 
expect to see more AI-generated video 
content that can help automate and 
streamline video production processes. 
This can be particularly useful for 
creating personalized or dynamic 
content at scale.

In conclusion, staying ahead of video 
marketing trends is like being a surfer 
riding the ever-changing waves of the 
digital ocean. You’ll need to keep your 
balance, adapt quickly, and manoeuvre 
skilfully to stay on top. So, grab your trend-
spotting surfboard, paddle out into the 
sea of opportunity, and ride those video 
marketing waves with style and grace. 
With the right mindset, you’ll be able to 
navigate the tides of change and make a 
splash in the world of video content.

As artificial 
intelligence (AI) 
continues to 
advance, expect 
to see more AI-
generated video 
content that can 
help automate 
and streamline 
video production 
processes
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Chapter 8: Overcoming Video Marketing 
Challenges:
Navigating the world of video marketing can be a rewarding 
but challenging endeavor. To help you along the way, here’s a 
comprehensive guide to the main video marketing challenges and 
strategies for overcoming them:

1. Challenge: Creating high-quality content Overcoming it:
• Plan and storyboard your videos to ensure a clear narrative and 

structure.
• Invest in good equipment (camera, microphone, lighting) or hire 

a professional production team.
• Pay attention to video editing and post-production for polished 

fi nal results.
• Keep up with industry trends and best practices to create 

engaging and relevant content.

2. Challenge: Budget constraints Overcoming it:
• Prioritise video marketing goals and allocate resources 

accordingly.
• Use cost-effective video production tools and editing software.
• Consider producing user-generated content, which can be both 

engaging and budget-friendly.
• Collaborate with infl uencers or partners to share production 

costs and increase visibility.

3. Challenge: Reaching your target audience Overcoming it:
• Conduct thorough audience research to identify your ideal 

viewer personas.
• Use targeted keywords, titles, descriptions, and tags for better 

search engine optimization (SEO).
• Promote your videos on relevant social media platforms, using 

paid advertising if necessary.
• Collaborate with infl uencers, industry experts, or partners to 

broaden your reach.

4. Challenge: Maintaining audience engagement Overcoming it:
• Create a consistent posting schedule to keep your audience 

engaged.
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• Use a variety of video 
formats (e.g., short-form, 
live streaming, tutorials) 
to cater to different 
preferences.

• Encourage interaction by 
asking questions, hosting 
Q&A sessions, or including 
interactive elements.

• Measure engagement 
metrics (likes, comments, 
shares) and adjust your 
strategy accordingly.

5. Challenge: Measuring 
success and ROI Overcoming 
it:

• Set clear objectives and 
defi ne Key Performance 
Indicators (KPIs) for your 
video marketing campaigns.

• Use analytics tools to track 
performance, monitor 
progress, and gather insights.

• Continuously analyse 
data, identify areas for 
improvement, and optimize 
your strategy.

• Communicate results and 
insights to stakeholders and 
team members to inform 
future campaigns.

6. Challenge: Keeping up 
with evolving trends and 
technologies Overcoming it:

• Stay informed about industry 
news, emerging platforms, 
and innovative video formats.

• Experiment with new 
technologies (e.g., VR/AR, 
360-degree video, shoppable 
content) to stay ahead of the 
curve.

• Attend webinars, 
conferences, or workshops 
to network with industry 
professionals and learn from 
their experiences.

• Monitor competitors and 
adapt your strategy to remain 
competitive in the evolving 
video marketing landscape.

Experiment with new 
technologies (e.g., VR/
AR, 360-degree video, 
shoppable content) to stay 
ahead of the curve

By addressing these common 
challenges and implementing 
the suggested strategies, you’ll 
be well-equipped to create, 
promote, and optimize successful 
video marketing campaigns that 
resonate with your target audience 
and drive measurable results.
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As the curtain closes on our video marketing extravaganza, it’s 
time to take a bow and embrace the role of the video marketing 
maestro. You’ve embarked on a cinematic journey, discovering 
the secrets of why video marketing is essential, creating a show-
stopping strategy, and exploring the dazzling world of different 
marketing video genres.

With newfound confi dence, you’ve shouted “lights, camera, 
action!” and produced blockbuster videos that are ready to be 
seen by adoring audiences. You’ve learned to keep an eagle eye on 
those performance metrics and to stay ahead of the competition 
by watching the ever-changing trends.

But wait, there’s more! You’ve also faced the mighty video 
marketing challenges and emerged victorious, armed with 
practical tips to conquer any obstacle that dares to cross your 
path. Now, as the credits roll, you’re ready to take centre stage, 
harnessing the power of video marketing to create compelling 
stories that captivate your target audience and elevate your 
brand to new heights. Bravo, and encore!

Chapter 9: Overcoming Video Marketing 
Challenges
Welcome, marketing enthusiasts and video afi cionados, as we 
journey together into the fascinating realm of video marketing 
challenges. As we navigate through the twists and turns, we’ll 
uncover obstacles that marketers face in their pursuit of video 
excellence. Armed with knowledge and a dash of humour, we’ll 
explore practical solutions to ensure your video marketing 
campaigns reach new heights.

1. Challenge: Budget constraints Solution: Overcome budget 
limitations by exploring cost-effective video production 
techniques, such as using in-house resources, freelancers or 
affordable video editing tools. Prioritise creating impactful 
content on a smaller scale, focusing on quality over quantity.
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2. Challenge: Time-consuming process Solution: Establish a 
streamlined workfl ow, delegate tasks effectively, and create 
a content calendar. Utilise templates and repurpose existing 
content to save time and resources.

3. Challenge: Keeping up with trends Solution: Regularly conduct 
research, follow industry leaders, and attend relevant webinars, 
workshops, and conferences to stay updated with the latest video 
marketing trends.

4. Challenge: Maintaining viewer engagement Solution: Create 
compelling and unique content that resonates with the target 
audience. Use storytelling, incorporate interactive elements, and 
vary content formats to maintain viewer interest.

5. Challenge: Ensuring video quality Solution: Invest in proper 
equipment and training for in-house staff, or collaborate with 
professional video production agencies to ensure high-quality 
video content.

6. Challenge: Measuring success Solution: Develop clear KPIs and 
use video analytics tools to track and measure the performance 
of video marketing campaigns, adjusting strategies as needed.

7. Challenge: Optimising video for different platforms Solution: 
Tailor video content to suit the requirements and best practices 
of each platform, including video dimensions, length, and 
captions.

8. Challenge: Creating a consistent brand message Solution: 
Develop and adhere to a brand style guide to ensure a cohesive 
brand message across all video content.

9. Challenge: Targeting the right audience Solution: Conduct 
thorough audience research and utilise targeting features on 
various platforms to reach the desired target audience.

10. Challenge: Balancing creativity and data-driven decisions 
Solution: Encourage a culture of experimentation, while also 
using data insights to inform creative decisions and optimise 
video marketing strategies.

And there you have it, folks! A whirlwind tour of the top 10 video 
marketing challenges, complete with solutions that’ll have you 
chuckling all the way to the editing room. With our trusty guide in 
hand, you’ll be dodging budget woes, taming the content beast, and 
charming your audience with the fi nesse of a seasoned pro. So go 
on, grab your camera, and start fi lming your magnum opus. You’ve 
got this!
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Ready to make a start, here is a 
bonus activity for you!

1. Do you know who your audience 
is? Describe them below.

2. What is important to your 
audience?

3. What problem do you solve for 
your audience?

4. What are you trying to achieve?
5. How will Video help achieve your 

objective?
6. What are the key components 

that should be in the video?
7. What style is the best for your 

business?
8. What are the key messages you 

would like to get across?
9. After watching your video, what 

do you hope the viewer feels?
10. What is the goal for your viewer?
11. In what way and where will 

viewers see your video - how will it 
be promoted?

Would you want a video that is for 
more than one purpose?

82%

Video internet 
consumer traffi c 

by 2022
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Why spend more to go to a Professional Video company?

Spending more with a professional production company will have 
a signifi cant difference in the end product. Your video is an asset, it 
requires the right investment for it to produce many returns in the 
future.

A company that fails to invest in video production is at a 
disadvantage relative to its competition. Millions of hours of video 
content are consumed every day. Over 500 hours of content are 
consumed on YouTube alone every single day according to Capture 
it. By 2022, video is predicted to make up 82% of all internet 
consumer traffi c. That is a huge market to miss out on if you choose 
to not implement video marketing within your strategy.

A professionally produced video can swing the decision of potential 
customers. If you’re not sure why your product or service is worth 
buying, showing it in a video will make your point clear.

Video production also has the power to increase customer 
satisfaction and loyalty by giving them what they want - an upfront 
look at your product or service and what it can do for them.

The age of the web demands that every business be video-ready. 
According to statistics, people spend more time watching online 
videos than doing basically anything else on the web. As a fi nal 
point, keep in mind that you are paying more for quality.
Consider what you are getting at all the different price points.
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Need video produced?

Shoot Business has been producing video content for brands for 
over 10 years

Book a FREE 30 min Video Discovery call today and:

•  Learn more about video production
•  Get insights into the best way to do video marketing
•  Get the latest tips, tricks in video
•  See our real life case studies with brands we have produced for
•  The Do’s and Don’ts when it comes to video
•  Learn more about our video production team
•  Get a FREE analysis of your current video marketing
•  Get FREE suggestions on how you should approach producing    
 video content

•  Get some fresh creative ideas for your next video...
    And so much more!

It FREE, so what are you waiting for?
Drop us an email – admin@shootbusiness.com
Give us a call +44 (0) 161 399 1016
Check out our website: shootbusiness.com


