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AMPLIFYING
YOUR GONTENT -
THE POWER OF

Video is without doubt becoming one ofithe hot elements of any
marketing communications strategy and its value and impact on
lead generation, conversion and customer'loyalty is continuing
to show signs of growth.

Did you know you only have about 8 seconds to attract
someone's interest on the internet? That's all... 8 seconds!

Now, add to this the shift in how customers and brands interact,
the demands for higher levels of engagement and immediate
access to information, and the power of video is clear.

Whether it is already part of your strategy or yet to be fully

integrated, here are some key facts you need to consider when
producing high-quality, effective video.
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With clear vision comes great content. Defining at the outset what your
key goals are (awareness, visibility, lead generation, conversion...), will
help you direct your content, determine the levels of engagement and
increase the value of your video.

Different audiences will require different levels of engagement at "‘
different stages in the customer lifecycle (Reach, Acquire, Develop,

Retain and Inspire). Knowing and understanding your audience will

help you deliver video content that inspires an action.

@ Clear objectives and a true insight into your audience needs will help you
direct your content. One size doesn't fit all and sharing generic content

simply doesn’t work. Businesses need to deliver more
tailored/personalised content in order to achieve higher engagement.
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Understanding which channels are more appropriate for your brand \,
and target audience is crucial. Each channel has different features

and characteristics — from niche networks to professional ones, the

sky is the limit. Understand your audience needs and place the video

where your audience is.

Video concepts don't have to be dull. Pick the right video type for your
purpose and just let your brand speak for itself. Eliminate the clutter and
engage your audience with a relevant and compelling message. Remember,
what you're saying may not be unique, but how you say it can be.

Connecting customers, brand, content and campaigns

B2B marketing is not online or off, not inbound or out, not digital or analog.
It’s everything connected.

Our integrated approach to customers, brand, content and campaigns has a simple purpose:
to energise and engage B2B brands. We focus on objectives, needs, message and audience,
knowing that the communications we employ need to be diverse, relevant, compelling and
engaging. Refusing to be restricted by choice of channel, the way we do what we do will
continue to change as media and audiences evolve.

A creative B2B brand communications agency, we produce strategic integrated marketing
that is independent and objective, and focused on measurable outcomes.

Creative thinking; creative doing™
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