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INTRO:  
BETTER VIDEO FOR  
MARKETING PROS

What sets video marketing apart is the form itself, not the content. It’s well  
documented that moving images engage viewers more intensely than even the 
most well-written static text. Plus, the human brain is shown to process video 
60,000 times faster than text.1 Vivid visuals net more audience interest in the 
short term and linger longer in viewer memory.

No wonder every smart marketer uses video. What once seemed like an add-on 
has become so integral to standard marketing that you simply aren’t competitive 
without it. The good news is that you don’t have to reinvent the wheel to make 
an impact with video.

Take a quick glance at YouTube and TikTok—where teenagers on smartphones 
net millions of views—and it’s abundantly clear that video can be done with ease 
and speed without losing punch. You don’t need the most expensive equipment 
or super- sophisticated storytelling skills; we’ll show you how to overcome those 
challenges in this guide.

You need only remember this: Every successful video comes down to movement. 
Not only is video a moving medium, it should also move its viewers to action. If 
pressing play helps your customer see you, your product, or options differently, 
you’ve moved them.

It’s that simple. Successful video marketing is not about budget but intent: 
using video to move your viewers toward the outcome you need. And that’s 
true no matter what your product is, whether you’re a small business or an 
enterprise, and whether your audience is consumer or business.
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CHAPTER 1:  
LEADING WITH VIDEO

When customers think of your business, more than your product comes to 
mind—they’re registering the personality you’ve chosen to create through 
branding. Your branding choices could be a deciding factor in customers 
choosing you over a competitor, and video can make the difference. Done 
right, video is a seamless extension of your brand. It’s not a separate entity, 
but part of an organic whole. Companies that use video are 65% more effective at 
maintaining consistent, relevant, personalised communications with customers 
and prospects.

Have you carefully crafted a sleek, minimalist style that suggests a cutting- 
edge identity? Great: show off the latest update to your product in a gleaming 
workspace. Maybe you’ve curated a low-key, friendly groove that invites 
viewers to feel like family. Terrific: shoot a handheld video of your 
employees cutting loose at the company picnic. Whatever your brand, video can 
help it stick.

INCLUDED IN THIS CHAPTER:

Video tips: branding your videos
Worksheet: Make Your Brand A Star

- ABERDEEN GROUP

Companies that use video are 65% more 
effective at maintaining consistent, relevant, 
and personalised communications with 
customers and prospects.1

DID YOU KNOW?

VIDEO TIPS: 
KEEP BRAND & VIDEO ALIGNED

 f Develop brand guidelines for video that align with 
and enhance corporate brand guidelines. 

 f Strategise how to integrate brand pillars into your 
video strategy.

 – What are the emotions you want to evoke? 
 – How will you use the branded voice and tone 

of your videos to achieve this?
 – What visuals tell your story? 
 – Go beyond talking heads and signature colours.
 – Illustrate your points with a combination of on-

camera talent, setting, graphics, and animations. 



WORKSHEET: MAKE YOUR BRAND A STAR
DEVELOPING & MAINTAINING BRAND IS A CORE COMPETENCY FOR MODERN MARKETERS

Don’t cross the threshold into video marketing without a well-articulated brand strategy—something this 
worksheet will help you outline.

1. What is the personality that you sell to customers in your branding?

2. On a low-to-high scale of 1-5, how consistently is this image presented across your marketing?

(Low) 1             2             3             4             5 (High)

3. If you answered 3 or less, where are the inconsistencies?

4. What are the emotions you want to evoke with your marketing?

5. What kind of tone will help you achieve those emotions with video?

6. What kinds of video content best align with your brand?

7. What kind of video content would conflict with or dilute your brand?
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‘We had to truly listen to what 
our audience was telling us 
about content. That’s when 
I knew video was important...
because it was the most 
important thing to our  
prospects.’
- SKYLAR MOSS | HCSS
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CHAPTER 2:  
CONVERT & RETAIN

Become an industry leader through a  
six-month content marketing initiative.  
This includes publishing three blog posts 
weekly & one whitepaper every month, lifting 
site visits from search & industry publications 
up to 70,000/month by EOY.

EXAMPLE AWARENESS GOAL: 

MARKETING LIFECYCLE: 
5 DEFINED STAGES

It’s easy to get swept up in the excitement of making videos, but before you 
start brainstorming the content you want, consider your actual needs. At core, 
your	business	needs	customers	to	find	and	choose	your	product	or	service,	and	
then not only stick with it but share the word. To be successful, you’ll need to 
create videos to match every stage of the journey, and those videos should be 
aligned to your company’s goals.

This	marketing	lifecycle	can	be	broken	down	into	five	stages.	Let’s	get	a	handle	
on making videos for each. 

AWARENESS 
Awareness	means	getting	in	front	of	customer	eyes,	whether	for	the	very	first 
time or to propel your business to top of mind. Awareness videos are best kept 
short and target the widest audience. 

INCLUDED IN THIS CHAPTER:

Key takeaways: calls to action
Video tips: ten most popular videos
Worksheet: brainstorm your videos

AWARENESS

ENGAGEMENT

CONVERSION

ADVOCACY

RETENTION
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ENGAGEMENT 
Engagement focuses on viewers who are more likely to identify with your brand 
or need your product. Whether using longer-form videos, creating a series, or 
embedding click-throughs, the goal is to keep the customer engaged with you 
and	lead	them	toward	a	specific	action.

Example Engagement Goal: Grow monthly subscribers by 15% month-
over-month through a content exchange on partner blogs and social media 
channels, culminating in a 45% growth by the end of Q3.

CONVERSION 
Conversion can take the form of making a purchase, downloading an asset, 
agreeing to permission-based marketing activities, or some other kind of 
commitment. These videos need an overt call to action.

Example Conversion Goal: Increase	sales	revenue	20%	by	tripling	lead	flow	and	
employing a new lead generation strategy. This lead gen strategy will deploy 
video and social media ads to target audiences bringing 10,000 more monthly 
unique visits to landing page offers, reaching the target by Q2.

CHAPTER 2:  
CONVERT & RETAIN

- YOUGOV RESEARCH

53% of adults and 66% of millennials have 
engaged with a brand after watching a video 
on social media.2

DID YOU KNOW?
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ADVOCACY
You don’t have to be the sole ambassador for your products. Videos that are 
testimonial or review-driven capitalise on the well-established fact that word-
of-mouth referrals are more effective at converting than marketing that comes 
from you. 

Example Advocacy Goal: Generate 30% more customer referrals through a new 
customer marketing program. This program will build an online community for 
customers while deploying local meet-ups in each key city within three months, 
allowing	marketing	to	pinpoint	and	engage	our	most	influential	advocates.

RETENTION 
Keep your customers coming back—using your product and renewing their 
commitments—with videos that generate excitement about their purchase, 
answer questions about their experience with your product, and make them 
curious about what’s coming next from your business.  

Example Retention Goal: Add three new, highly desired product features based 
on customer support tickets. These features will be promoted in the press, on 
site (blog/video tutorials), and within the platform, increasing SaaS logins by 
20% within two months and new feature adoption by 70% at year-end. 

KEY TAKEAWAYS: 
CALLS TO ACTION

 f You’ll reach your goals most effectively with the 
right call to action. 

 f A campaign accomplishes its key goal when the 
customer makes some kind of commitment, no 
matter how subtle.

 f You might think of calls to action as hard sell 
moments, but a savvy marketer knows that there 
are campaigns in which a gentler command keeps 
the customer moving toward the desired outcome. - ABERDEEN GROUP

DID YOU KNOW?

Companies using video saw an 80% boost  
in customer retention.1

CHAPTER 2:  
CONVERT & RETAIN
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AWARENESS VIDEOS
These have perhaps the subtlest ask: Think of us when you think of this 
product/service. Get to know us. Keep us in mind. These calls to action 
tend to be delivered simply, either in voiceover, dialogue, or caption at the 
beginning or end of a video.

ENGAGEMENT VIDEOS
Extend an ask further: Trust our advice. Follow our instructions. Turn to 
us first. These calls to action can take the form of dialogue or voiceover, 
captions, and text in video descriptions. 

CONVERSION VIDEOS
Are more brass tacks: Purchase our goods. Sign up. Hire our services. 
Subscribe. These calls to action must involve a contact method, a shoppable 
link, a sales number to call, or an agreement to complete.

RETENTION VIDEOS
Mix Engagement and Conversion: Look to us for the next purchase. 
Let us solve issues that arise. Use our resources to optimise your 
experience. Typically placed at the end of a video, they steer a customer 
toward more engagement in the future.

ADVOCACY VIDEOS
Are straight up missionary work: Share what you like about us. Make 
yourself an expert for others. Refer us to new leads. These calls to 
action typically include a shareable component (links to site pages, 
awareness clips, or lead forms) for current customers to easily pass on. 

CALLS TO ACTION BY TYPE

CHAPTER 2:  
CONVERT & RETAIN
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AWARENESS ENGAGEMENT CONVERSION RETENTION ADVOCACY

Brand Promotions 

Company Culture Videos   

Explainers/Product Demos   

‘How To’ Tutorials   

Expert Interviews   

Testimonials   

Event Videos   

Unboxings    

Tips (and Tips Series)   

Popcorn   

VIDEO TIPS: TEN MOST POPULAR VIDEOS AND WHERE THEY FIT

BRAND PROMOTIONS	These	are	a	potential	customer’s	first	taste	of	your	
culture and product. Best kept short, post them on your website or across 
social media.

COMPANY CULTURE VIDEOS Depict company culture and let viewers 
sense how your values live in the workplace.

EXPLAINERS/PRODUCT DEMOS In 90 seconds or less, tell people what 
your product is, how it works, and why they need it.

‘HOW TO’ TUTORIALS Face it, not everyone reads the manual. Step-by-
step guides earn you a lot of customer love and also attract new leads.

EXPERT INTERVIEWS Position someone on your team as the go-to person on 
a topic, or bring in outside experts to say you’re the company to trust.

TESTIMONIALS Letting happy customers explain their satisfaction in their 
own words pushes the authenticity button like no other approach.

EVENT VIDEOS Show your team celebrating a new launch or stream a leader’s 
TED Talk at a conference.

UNBOXINGS For a tangible, small-scale product, these videos show users 
opening the package and responding to features as they discover them.

TIPS (& TIPS SERIES) Using your product or service as the model, show off the 
best way to accomplish a particular task. Should feel useful and motivational to 
viewers.

POPCORN Humorous clips, silly peeks into company culture, trivia lists, 
quizzes, or brief topical features. Short, buzzy videos made to engage.

CHAPTER 2:  
CONVERT & RETAIN
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WORKSHEET: BRAINSTORM YOUR VIDEOS
DEVELOP A STRATEGY FOR EACH PHASE IN YOUR CUSTOMER JOURNEY

Be sure to choose video types that align with your brand’s personality and tone. Refer back to the example 
goals of each stage, then decide on goals for each video—or align them to goals you’re already working toward.

1. AWARENESS 2. ENGAGEMENT 3. CONVERSION 4. RETENTION 5. ADVOCACY

VIDEO TYPE

GOAL

VIDEO TYPE

GOAL

VIDEO TYPE

GOAL

VIDEO TYPE

GOAL

VIDEO TYPE

GOAL

©2021 Brightcove Inc. All Rights Reserved. 12



‘Video consumption data is 
super powerful. You can learn 
a lot about your customers 
and prospects from what they 
watched, how many times, for 
how long and how often they 
abandoned or shared it. With 
artificial intelligence and 
machine learning, marketers 
can offer recommendations of 
what to view next — and maybe 
even start their own corporate 
TV channel.’
- JENNIFER SMITH | CHIEF MARKETING OFFICER | BRIGHTCOVE

©2021 Brightcove Inc. All Rights Reserved. 13



CHAPTER 3:  
MAXIMISE AUDIENCE

It’s easy to get swept up in the excitement of making videos, but before you 
start brainstorming the content you want, consider your actual needs. At core, 
your	business	needs	customers	to	find	and	choose	your	product	or	service,	and	
then not only stick with it but share the word. To be successful, you’ll need to 
create videos to match every stage of the journey, and those videos should be 
aligned to your company’s goals.

8 GREAT DESTINATIONS FOR YOUR VIDEOS

1. SITE PAGES 
Videos can add excitement to landing pages, enrich product pages, promote 
company culture, and provide accessible technical information. Consider 
creating video portals: collections of similar videos grouped together under 
an easily understood theme.

2. EMAIL 
Break through in-box noise simply by adding the word ‘video’ to your subject 
line—a tactic proven to increase click-through rates. Embed a link to the video 
in the body of the email and whet the reader’s appetite by pairing it with an 
attention-getting thumbnail. 

3. TWITTER
Since Twitter is all about the current moment, video content should be 
relevant	and	specific	to	the	time	of	its	posting.	Square	or	landscape	orientation	
are	both	fine.

INCLUDED IN THIS CHAPTER:

Video tips: repurposing your footage
Worksheet: repurpose like a pro
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8 GREAT DESTINATIONS FOR YOUR VIDEOS, CONT.

4. FACEBOOK 
Remembering how many Facebook videos are played with sound off, go visual 
heavy, with limited audio cues and all important text on-screen.

5. INSTAGRAM 
Instagram videos play in a constant loop, so under 30 seconds is best. Keep in 
mind that eye-catching visuals are the reason Instagram exists. Content here 
should be heavily tilted toward brand personality.

6. YOUTUBE
YouTube content can be longer than the rest, with an average length of just over 
4 minutes. Include robust, keyword-heavy video descriptions.

7. PRESS RELEASES/PUBLIC RELATIONS
Embedding a link to a short video within your press releases can help sell your 
news as actually newsworthy, giving press or media outlets more material with 
which to cover your story. 

8. MOBILE MARKETING 
This applies to anything from streaming in-app ads to location-based marketing. 
While mobile devices are now the biggest mode of consuming online video, be 
warned: if your content takes longer than 4 seconds to load, the abandonment 
rate is high.

CHAPTER 3:  
MAXIMISE AUDIENCE
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VIDEO TIP: REPURPOSING YOUR FOOTAGE

ORIGINAL VIDEO
Loyalty program subscribers gathering at a thank you event for 
first	peek	at	new	product.	Multiple	short	clips:	Establishing	shot	of	
crowd, close shot of two women laughing over a shared experience, 
people excitedly gathering to look at a new product and applauding, 
solo testimonials with crowds behind, happy-looking team members 
talking with pride about the release, parting crowd shot.

ORIGINAL PLATFORM
Website events page. 2-minute version covering all images above.

ORIGINAL GOAL 
Retention, as evidence to existing customers of the perks of being “in 
the know.”

ALTERNATE PLATFORM & GOAL
Twitter or Instagram: 20 second clip of the women’s laughter playing 
on repeat. Goal: Awareness.

ALTERNATE PLATFORM & GOAL
Facebook: 60 seconds with laughter and testimonials. Goal: Advocacy.

ALTERNATE PLATFORM & GOAL
Email: Thumbnail of smiling team members and embedded link to their 
testimonials at the event. Goal: Conversion.

ALTERNATE PLATFORM & GOAL
Press release: Embedded link to people excitedly gathering to look 
at the new product, shots of product, and people applauding. Goal: 
Awareness.

Intimidated by all the stages of the customer journey and all the channels you can populate with video? Don’t be—that’s where repurposing comes in. The 
video	content	you	create	is	flexible	and	can	be	repackaged	in	the	optimal	format	for	each	channel.	Here’s a case study as an example.

CHAPTER 3:  
MAXIMISE AUDIENCE
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WORKSHEET: REPURPOSE LIKE A PRO

Content (including all possible key images, segments, or takeaways):

Original platform and goal (with length and key image): 

Alternate Platforms & Goals 
Really fired up? Try three goals for each platform!

1. Platform and goal #1 

2. Platform and goal #2 

3. Platform and goal #3 

PUT YOUR FOOTAGE TO WORK

Think of a video that you have already produced, or one that you’ve brainstormed and planned. How can you 
repurpose the footage to fit multiple platforms and goals?

©2021 Brightcove Inc. All Rights Reserved. 17



CHAPTER 4:  
HOW TO SCALE

Once you know the category of video you’re making and where you’ll publish 
it, it’s time to consider three basic questions that will shape your content: How 
long should it be? Would it be more effective scripted or ‘unscripted’? And what 
kind of footage will work best?

SIZE: HOW LONG IS TOO LONG? HOW SHORT IS TOO SHORT?

The short-attention-span era means that almost every kind of video lands best 
in short form. Short videos are typically 2 minutes or less in length. However, 
viewers who are engaged enough to watch a longer video can maintain interest 
up to 12 minutes.  So when you should use which?

For Instagram, Facebook, Twitter, email embeds, and anything destined for 
mobile viewing, go short. For YouTube, where consumers are traditionally open 
to longer form content, you can stretch upward with a clear strategy. On your 
website, the most immediately accessible videos should skew short for the 
casual browser, but longer videos can reward established customers or new 
leads trying to make decisions. The long form is best for solution-based videos: 
how to use a product as intended or how to solve a particular problem.

INCLUDED IN THIS CHAPTER:

Video tips: four simple rules
Worksheet: put it all together

71 percent of millennials & 58 percent of Gen 
X-ers say they are more likely to engage with 
videos that are under 90 seconds long.3

- A BLUEPRINT FOR SUCCESSFUL B2B MARKETING

DID YOU KNOW?
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SCRIPT: HOW MUCH OR LITTLE SHOULD I WRITE?

There’s no such thing as a truly unscripted video. Even a video that seems 
near wordless is scripted in the sense that you are deciding what goes in and 
what gets cut, and that you’ve strategically chosen even the minimal onscreen 
text. Whether a video will be overtly scripted or seemingly unscripted will be 
determined	by	the	needs	being	filled.	

Fully	 scripted	 videos	 have	 copy	 read	 as	 voice-over,	 filmed	 live	 as	 dialogue,	
and/or onscreen text. For cases in which control and clarity are key (such 
as product explainers and tutorials), adhering to a script yields the best 
results. For videos where personality and emotional response are primary 
(meet-the-staff or customer testimonials, for instance) don’t overscript: 
make an outline of what you need to get done but otherwise stand back to let 
authentic voices do the work of engagement.

FOOTAGE

While animated videos have become big players in the battle for customer 
attention in recent years, live footage still dominates, in part because it 
fits	 across	 all	 campaigns	 and	 all	 kinds	of	 brands.	 Live	 footage	can	enhance	
credibility two ways: for tutorials and demos, seeing is believing; for anything 
to do with culture and retention, it scratches the authenticity itch. 

Most live footage video is composed of short segments stitched together, a 
combination of your main shot intercut with B-roll (supplementary footage). 
B-roll clips are every bit as essential as your primary footage. They’ll make your 
video dynamic and help root the viewer in the action. Nobody wants to watch a 
long, continuous shot of a talking head.

CHAPTER 4:  
HOW TO SCALE
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1. SHORTER IS SWEETER 
Though	 there	 is	no	one-size-fits-all	 rule	when	 it	comes	 to	video	 length,	
multiple	studies	have	shown	that	there	is	a	significant	drop	in	viewership	
after any video hits the two-minute mark. Many video formats are better 
even shorter, from 30 to 90 seconds. 

2. AUTHENTICITY BEATS PERFECTION
If you’re working with a limited budget, just pick up your smartphone. 
More than high production values, 87% of customers globally want to see 
content that strikes them as authentic. 

3. TEXT STILL MATTERS
Two modes of text—video description and captions—are key in your video 
marketing. Video descriptions that are robust in keywords and meta tags 
boost	SEO	significantly.	Visible	captions	on	videos,	especially	for	content	
consumed via social media, also make your content more easily accessible. 

4. DON’T SWEAT ‘THE STORY’
Not every video needs the literary version of a beginning, middle, and 
end,	complete	with	obvious	conflict.	Storytelling	 in	a	marketing	video	 is	
simpler: the storyteller engages the viewer by sharing the right details to 
capture their interest and generate an emotional response.

VIDEO TIPS: FOUR SIMPLE RULES FOR EFFECTIVE VIDEO

CHAPTER 4:  
HOW TO SCALE
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WORKSHEET: PUTTING IT TOGETHER

Write the outcome you want in terms of customer experience/emotional response. 
“I want the customer who sees this to feel ______________”

Write your call to action as it might appear in the video. 
(As dialogue, voice-over, or on-screen text)

Decide the platform(s) the video will appear on. 
(Site pages, email, Twitter, etc.)

Choose a video length suited to the selected platform(s).

List text that must be included to prepare your viewer for the call to action.
(SEO keywords, captions, and video descriptions) 

List the key images your video must include.

Choose the kind of footage (live action or animation) that best serves the goal for this video.

IT’S TIME TO START NAILING DOWN WHAT YOUR VIDEO WILL LOOK AND FEEL LIKE. 

Complete this planning document for each video you brainstormed at the end of Chapter 2—and each video you 
create moving forward.

©2021 Brightcove Inc. All Rights Reserved. 21



CHAPTER 5:  
VIDEO ANALYTICS

Your	video	content	doesn’t	exist	for	 itself;	 it’s	meant	to	yield	specific	results.	
To measure how successful your videos are at getting those results, use video 
analytics.

Video analytics gather statistics that tell you exactly how engaged audiences 
are with your content. Tracking the performance of your video marketing 
strategy helps you determine what type of video works best (including how, 
when, and where). 

METRICS TO CONSIDER

IMPRESSIONS
How many times the video player loads for a visitor. 

TOTAL VIEWS
How many times someone clicked play. 

PLAY RATES
Percentage of how many views happened per total impressions.

ENGAGEMENT RATES
How much of the video a visitor completes and/or when they abandoned.

CLICK-THROUGHS
Rate of click-throughs or completed calls-to-action (purchases, sign-ups, etc).

SOCIAL SHARES
Number of shares, likes, and retweets on social media.

INCLUDED IN THIS CHAPTER:

Video tips: optimise for conversions
Worksheet: measure your success

©2021 Brightcove Inc. All Rights Reserved. 22



VARIABLES TO CONSIDER

DEVICE TYPES 
What devices your audience is watching video on. 

OPERATING SYSTEMS 
What operating systems your audience is watching video on.

PLATFORMS
What platforms were most or least utilised.

PLAYERS
How	different	player	configurations	and	designs	impact	engagement.

REFERRAL SOURCE
Where viewers were before they came to your site. 

TIME
Which days, hours, or seasons show most or least engagement. 

VIDEO CATEGORY
How each type of video engages or fails to engage. 

WHY USE METRICS?
Metrics	help	define	success	in	relation	to	your	needs.	If	the	goal	is	Awareness,	
total views, play rates, and social shares may tell you what you need to know, 
but if Conversion is key, you might be more focused on referral source, time 
of day, or player in relation to click-through rates. You have to be clear on your 
needs to know whether your videos are meeting them.

CHAPTER 5:  
VIDEO ANALYTICS
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1. SET SOME GOALS
Consider what you want to accomplish. Video goals should be front-
of-mind	 before	 filming.	 Download	 a	 companion	 e-book?	 Read	 a	 case 
study? Watch more videos? To this aim, integrate persuasive language, 
statistics,	and	figures	into	a	great	story.

2. BRAINSTORM
Start the brainstorming with a customer pain point. How can you reinterpret 
your standard pitch into an impressive story?

3. SIMPLIFY LANDING PAGE COPY
Position products or services, but keep it brief. Also, mention how long 
the video is, so that easy-to-digest content isn’t ignored.

4. PUSH PLAY 
The play button is a very enticing CTA. However, it is important to guide 
your audience, through in-video or on-page directions, to the landing 
page’s conversion goal. Include your CTA both in the video and on the page.

5. TEST SOME FREE CONTENT
Resist	fluff	and	give	away	some	information	for	free.	Test	an	ungated	video	
player by teasing out some essential elements of a piece of content. Upon 
completion, viewers will see it as an even exchange to give their contact 
information to gain access to the in- depth content. In one test, ungated 
video used to promote a case study went on to convert 33% of viewers.

6. SUPPLEMENT
Don’t miss the mark. Anchor your video with additional valuable content. 
Consider text-based content assets such as e-books, whitepapers, 
or a blog series. This will help add even more analytical information to your 
customer	profile.

7. AUTOMATE
Enable	your	marketing	automation	or	CRM	system	to	push	notifications	
around lead activity, like percentage watched or time spent on page. 
Automate	emails	to	engaged	leads	or	establish	triggers	to	send	a	qualified	
lead directly to sales.

VIDEO TIPS: OPTIMISE VIDEOS FOR MORE CONVERSIONS

CHAPTER 5:  
VIDEO ANALYTICS
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METRIC FOR SUCCESS:METRIC FOR SUCCESS:METRIC FOR SUCCESS:METRIC FOR SUCCESS:

WORKSHEET: MEASURE YOUR SUCCESS
ARE YOUR VIDEOS SUCCESSFUL? 

You’ll never know unless you set goals and then measure performance. It’s essential that you set the right 
goals.. .which we’ll identify in this worksheet.

AWARENESS ENGAGEMENT CONVERSION RETENTION ADVOCACY
VIDEO TYPE:

GOAL:

VIDEO TYPE:

GOAL:

VIDEO TYPE:

GOAL:

VIDEO TYPE:

GOAL:

VIDEO TYPE:

GOAL:

METRIC FOR SUCCESS:

INSTRUCTIONS
Revisit the list of videos you planned in Chapter 2 and your goals for each one. Decide which metrics you would use to measure their success.
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ABOUT BRIGHTCOVE:
When video is done right, it can have a powerful and lasting effect. Hearts open. Minds change. Creativity 
thrives. Since 2004, Brightcove has been helping customers discover and experience the incredible power of 
video through its award-winning technology, empowering organisations in more than 70 countries across the 
globe to touch audiences in bold and innovative ways. Brightcove achieves this by developing technologies 
once thought impossible, providing customer support without parallel or excuses, and leveraging the expertise 
and resources of a global infrastructure. Video is the world’s most compelling, exciting medium. Brightcove is 
video that means business. 

To learn more, visit www.brightcove.com
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